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February 17, 2015   

 
Mr. Jean-Pierre Blais 
Chairman 
Canadian Radio-television and Telecommunications Commission 
1 Promenade Du Portage 
Hull, QC J8X 4B1 
 
Re: Simultaneous Substitution advertising decision 
Via Email c/o: caroline.cloutier.gc.ca 

Dear Mr. Chairman: 

We are writing to you, on behalf of many large and small Canadian businesses that advertise on 
both network and local television stations in Canada, to urge you to reverse your decision to 
eliminate simultaneous substitution on all specialty services and high-profile events like the 
Super Bowl in 2017. 
 

Our organization, the Association of Canadian Advertisers (ACA), is the only professional trade 
association solely dedicated to representing the interests of client companies that market and 
advertise their products and services in Canada. Our members, over 200 companies and 
divisions, represent a wide range of industry sectors, including manufacturing, retailing, 
packaged goods, financial services and communications. They are the top advertisers in 
Canada with collective annual sales of close to $300 billion. ACA has participated in CRTC 
hearings many times over the years and we appreciated the opportunity this past fall to again 
share our views and recommendations in the Let’s Talk TV process. 
 
Simultaneous substitution is a long-standing and successful CRTC cornerstone policy that has 
benefited the entire broadcasting system including and, perhaps especially, Canadian viewers.  
You may recall that our recommendation, together with that of the Canadian Media Directors 
Council, was the maintenance of the current simultaneous substitution regulations.  
 
An impediment that Canada’s advertisers have had to cope with over the years is our restricted 
access to Canadian audiences. It is estimated that almost 20% of all TV viewing in this country 
is to signals that cannot currently be accessed by advertisers in Canada – U.S. conventional 
and cable channels, international channels, on-demand, pay, educational, and others. 
Therefore, approximately one-fifth of these valuable Canadian audiences currently go 
untapped.  That a CRTC decision would impose further restrictions is not only flawed in its logic 
as a policy, but will bring real harm to Canadian advertisers, broadcasters, performers, the 
production community and all other employees in this ecosystem.  
 
In fact, it is important to recognize that it is the audience to a program that holds the value that 
can be monetized, not the program itself. And though the programs affected by this decision 
are generally American in origin, their audiences in this country are 100% Canadian – the very 
kind of audiences that advertisers in Canada are seeking to reach. 
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Simultaneous substitution not only protects the program rights negotiated and acquired by 
Canadian broadcasters, it also gives our advertiser member companies across the country the 
opportunity to reach Canadian consumers with advertising that is relevant to them. Such 
marketing opportunities are essential for many businesses to grow their sales and build their 
companies, in turn creating jobs and providing fuel to grow a robust and productive economy. 

 
Clearly the Super Bowl is the most important of these opportunities, providing a unique platform 
for advertisers in Canada to reach this country’s largest television audience of the year. The 
World Series and other major international sporting events on specialty television provide 
similarly high profile platforms for Canadian advertisers. As a result of the CRTC’s decision to 
forbid simultaneous substitution, all these opportunities will be lost to advertisers.  

 
Moreover, advertisers in Canada run ads that are not only relevant to Canadians but comply with 
Canadian advertising standards. U.S. and other foreign advertisers have no interest or need to 
do so. As a result of this decision, Canadians are likely to be inundated with advertising 
irrelevant to them because the company doesn’t operate in Canada, doesn’t make the 
advertised products available here, or offers them at a significantly different price. For example, 
Canadians are likely to see future Super Bowl advertisements from Target – a company that 
recently decided to exit this country and put 17,000 Canadians out of work. Another example 
would be increased direct-to-consumer advertising of pharmaceuticals which is not allowed in 
Canada. 

 
And this decision will affect other parties in the ecosystem.  Revenue to media advertising 
agencies, for instance, will be reduced.  And TV commercials themselves (though judged not as 
spectacular as our U.S. counterparts by some), will not even be made, eliminating commercial 
production activity in Canada and reducing opportunities for Canadian performers appearing in 
and showcasing products and services.   
 
All of this – the impairment to Canadian businesses and our overall economy -- is a response to, 
as we understand it, fewer than 100 complaints from Canadians about Super Bowl ads. Contrast 
that with the 9.23 million Canadians who watched Super Bowl XLIX on Canadian television and 
the many Canadian advertisers who were able to communicate with Canadian customers during 
this unique and high-interest event and thereby continue to strengthen the broadcasting system. 

 
Mr. Chairman, we fail to see how a highly successful policy that has served Canadian viewers 
and Canadian advertisers so well, and indeed funded the broadcasting system in Canada for so 
many years can suddenly be right for some programs yet not for others. 
 
As businesses that depend on advertising to reach Canadian consumers, we rely on access to 
the unique platform the Super Bowl and other high-profile shows provide.  As such we urge you 
to reconsider this decision.  We would like to meet with you with a small team of other interested 
parties to discuss this further. 
 

Sincerely, 

 

Mr. Ron Lund 
President & CEO 
Association of Canadian Advertisers 
95 St. Clair Avenue West 
Toronto, Ontario M4V 1N6 
416-964-0700 

rlund@acaweb.ca  
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