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March 23, 2017       
 
Members of Parliament 
House of Commons 
Ottawa, Ontario 
Canada 
K1A 0A6 
 
Re: CRTC Simultaneous Substitution Order  
 
Dear Members of Parliament: 
 
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 highlight the inaccuracies being touted by Canadian 
Radio-television and Telecommunications Commission chairman Jean-Pierre Blais in defence of CRTC’s 
decision to eliminate simultaneous substitution (simsub) during the Super Bowl. 
 
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 more than 
$300 billion. These companies depend on advertising opportunities such as the Super Bowl (which 
draws the largest TV audience of the year) to reach Canadian consumers, grow their sales and build 
their companies, in turn creating jobs and providing fuel to grow a robust and productive economy.  
 
Unfortunately, the CRTC directive issued last August, which denies Canadian companies this key 
opportunity, appears to have been based solely on, as we understand it, approximately 100 complaints 
and other undefined “conversations with Canadians” during the Let’s Talk TV Hearings.  
 
Now, Mr. Blais is attempting to downplay the impact of this decision. On March 3rd, 2017, The Canadian 
Press reported that Mr. Blais, in a letter to MPs Bob Nault and Wayne Easter, is denying that there is any 
direct correlation between the order Mr. Blais’ CRTC issued removing simultaneous substitution for the 
Super Bowl and the precipitous decline in audience that the Canadian television stations airing the game 
experienced this year.   

In his letter, Mr. Blais argues that the audience for the Super Bowl has been declining over the last two 
years and ratings were down for regular season NFL games too. He notes that there are more 
programming services than ever before competing for consumers’ attention and pointed specifically to 
French-language sports service RDS, which carried the game and saw its ratings increase year-over-
year. These claims show a clear lack of understanding of the issue by what is supposed to be an expert 
regulator. 

• Like most big-ticket sporting events, the audience for the Super Bowl fluctuates from year-to-year 
as a result of which teams are playing in the game and whether or not the game is competitive. 
Mr. Blais uses 2015 as his benchmark. That game had the highest Super Bowl audience on 
record and involved two top teams – the Patriots and Seahawks – in a back-and-forth battle that 
went down to the final minute. In contrast, the game in 2016 was not a close game. It was the 
lowest-scoring Super Bowl since 2008. Some even described it as “boring”. So a decline in 
audience was understandable. 
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• This year’s game, the first to go to overtime between two top teams, drew 113.7 million viewers in 
the U.S. – up from last year – making it one of the top 5 broadcasts of all time. (The actual total 
number of Canadians that tuned into the U.S. broadcast of the Super Bowl is not known, since 
only a handful of U.S. stations are measured in Canada.)   

• While the ratings for the first half of the regular season in the U.S. were down, this was during the 
height of coverage for the U.S. election. This is not new – in previous election cycles, the NFL 
has seen declines as well. More importantly, Canadian NFL ratings during the regular season 
were up (7% for the 1 p.m. game and 2% for the 4 p.m. contest). 

• Finally, Mr. Blais has attempted to use the increased tuning to RDS to prove his point, but in 
reality has achieved the opposite. French language viewers were not affected by the elimination 
of simsub and their viewership increased. 

 

Honourable Members of Parliament, the fact is eliminating substitution for the Super Bowl has harmed 
Canadian businesses. It has harmed Canadian marketers, like our members, who have lost a prime 
advertising vehicle and now must compete with commercials from U.S.-based competitors; it has harmed 
broadcasters, who have lost significant revenue on a licensing deal completed years ago; and it has 
harmed creators, who will see less money flowing into production and less promotion of Canadian shows.  
These are significantly negative outcomes for a Canadian broadcasting industry in flux – despite the 
CRTC’s attempts to justify its poor decision. 

It is our sincere hope that this policy will be reversed before it is too late to undo the damage done.  

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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