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PURPOSE
STATEMENT
The Canada Media Fund’s Board of Directors has
determined the following purpose statement for the CMF,
including three strategic pillars for the CMF’s mandate:

MANDATE

To foster, promote, develop and finance the production
of Canadian content and relevant applications for
all audiovisual media platforms.

MISSION

To guide Canadian content towards a competitive
global environment by fostering industry innovation,
rewarding success, enabling a diversity of voice and
promoting access to content through industry and
private sector partnerships.

VALUES

Innovation
Transparency
Accountability
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VISION

A world where
Canada’s talent and
stories transcend
platforms and borders,
triggering emotion,
innovation and ideas.

MANDATE ECOSYSTEM

FOSTER &
DEVELOP
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FINANCE

PROMOTE

2018–19
2019–20
2020–21

YEAR OVER
YEAR
PROGRAM
BUDGET $M

354.2M
357.4M
356.8M

YEAR OVER YEAR COMPARISON

CMFFUNDED
DIGITAL
MEDIA
PROJECTS

WEB VIEWS
cmf-fmc.ca

765,679 / 757,431 / 810,404

153,527 / 155,410 / 177,269

CMF-FUNDED PRODUCTIONS DELIVERING
OVER 1 MILLION VIEWERS

25 – FRENCH / 5 – ENGLISH

AWARDS WON BY
CMF-FUNDED PROJECTS

1.4B

NCH

1.3B

1,798

30M

1:4.29

41M
40.3K 76.5K 142,253
SUBSCRIBERS*

TO 962
COMPANIES
& ORGANIZATIONS
TOTAL FUNDS DISTRIBUTED TO DATE BY ALL
EMERGENCY FUND ALLOCATIONS

1:4.12

FUNDING
APPLICATIONS

219

UR

9M

1:4.14

FUNDING
LEVERAGE
RATIO

1,995
230

1.5B

1.2B
N/A

1,840

214

1.4B

S

TCH E D*
WA

HO

VIDEO VIEWS

FUNDED

MBER O

FRE

1.8B
1.3B
N/A

TS

NU

45.2 M

LI
ENG SH

18 – FRENCH / 5 – ENGLISH

1,292
1,501
1,309

PRODUCTION
ACTIVITY

HOURS SPENT WATCHING
CMF FUNDED LANGUAGE PROGRAMS

18 – FRENCH / 6 – ENGLISH

ROJ EC
FP

33.4 M

MEASURED
VISITS

cmf-fmc.ca/now-next

24
23
30

27.6 M

FACEBOOK
FOLLOWERS*

TWITTER
FOLLOWERS*

4,500

29,000

16,073
25,149

30,000
28,598

1.2M
4.4M

15,461,000.2

INSTAGRAM
FOLLOWERS*
N/A
8,553
11,586

LINKEDIN
FOLLOWERS*
2,200
4,001
6,440

TO 214
COMPANIES
& ORGANIZATIONS
FUNDS DISTRIBUTED TO BLACK PEOPLE &
PEOPLE OF COLOUR–OWNED ENTITIES
THROUGH EMERGENCY FUNDS

STAKEHOLDER SATISFACTION
WITH CMF COMMUNICATIONS

87% / 86% / N/A
* Figures are cumulative. 2020–2021 figures only 20 Dec 31, 2020.

STRATEGIC
OBJECTIVES
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STRATEGIC
OBJECTIVES
IN REVIEW

Develop a relief, recovery and growth strategy for the screen industry
which will:

A

1. Provide leadership, emergency support, critical information and maximum
flexibility to support the industry during the COVID-19 pandemic and through
the post-crisis recovery period; and
2. Equip the industry to better respond to disruption, changes in the domestic
and international markets, and new opportunities provided by legislative and/
or regulatory change.

COVID-19 PANDEMIC RESPONSE
The CMF quickly adjusted its growth strategy following the arrival of COVID-19 in Canada to outline the impact
of pandemic on the industry and proposed a three-step approach: emergency, recovery, and growth.
From the onset of the pandemic, the CMF began working with Telefilm and the Department of Canadian Heritage,
as well as with industry associations and other funders to provide leadership and identify the most effective
emergency support for the industry.
The CMF participated in the industry taskforce that was formed with other major stakeholders such as CMPA,
SODEC, the ISO, AQPM and many other partners in order to regularly share information and assess the impact
through two industry surveys conducted by Nordicity.
CMF staff collaborated quickly and across departments to launch the CMF COVID-19 Information Hub to publicly
share all industry-related information and measures in response to the pandemic. The Hub was launched on April
17, 2020 with information about hundreds of COVID-19 support measures relevant to the screen industry. The site
was available to the industry for the year, and received over 23,000 visits.
Flexibility initiatives that were under the CMF’s authority, as well as requested measures under the Department’s
and the Minister’s authority, were quickly implemented to 2020-2021 programs.
A total of $120M in COVID-19 Emergency Relief funds were administered by the CMF, which treated over 1,000
application files. Phase 1 had the most significant amount of support with $88.75M in formula-based allocations
to CMF clients. Phase 2 of the COVID-19 Emergency Support was a total of $31.5M. Funds were disbursed through
ten different allocations, including for BPOC creators, third-language producers, IDM companies and regional
companies, among others.
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A

CONTINUED

This $120M was the highest amount received by a Canadian Heritage partner organization. The CMF’s specific
proposal for funding, submitted April 17, 2020, clearly influenced the outcome, including several areas
of flexibility.
The Interactive Digital Media (IDM) emergency allocation started disbursement on October 20, 2020. The total
spend will be around $5.5M, far from the initial envelope of $10M.
The COVID-19 Emergency Relief Funds - Audiovisual Allocation, aimed at supporting television and film
producers who did not receive emergency money from CMF or Telefilm through Phase 1, disbursed $7.2M
out of the $19M available.
The CMF received a lower number of applications than were expected for both of these Phase II Emergency
Relief Fund Programs.
As both the IDM and Audiovisual Allocations had eligibility criteria that allowed an extremely broad Applicant
pool (i.e., previous CMF funding was not a prerequisite), there was a lack of information on how much demand
each Program would receive. The Department of Canadian Heritage added an additional $7M to the Audiovisual
Allocation on the eve of the Program’s launch (taking that Program’s budget from an original $12M to $19M).
The CMF announced an additional $6M in COVID-19 support for Black and People of Colour communities,
both for producers and for not-for-profit organizations that are supporting the growth of the industry.

INTERNATIONAL INCENTIVES
Despite the pandemic and travel restrictions, there is still an appetite to work on co-development and co-production
projects, so the CMF continued its international partnership incentives with several international funding agencies,
including Northern Ireland, Germany, UK-Immersive/Talent Development and Coproduction, Luxembourg,
South Africa, Denmark, and Brazil.

B

Undertake initiatives to maximize diversity in the screen-based sector, in
front of and behind the camera.

The CMF assembled groups from BPOC communities in both language markets to advise on short-term and
longer-term initiatives to improve their representation in the industry. The Black Industry Leaders Group met
four times in 2020-2021 to discuss their priorities for the CMF’s long-term inclusion strategy. Pursuant to
recommendations from these consultations, the CMF developed a three-year Equity and Inclusion Strategy.
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B

CONTINUED

The strategy’s objectives are to increase access to CMF programs and reduce barriers to inclusion in the new
program architecture; use equity and inclusion lens to inform corporate decisions, strategy, consultation and
program design to make long term and deep structural changes; implement approach to data collection and
analysis to support evidence-based decision-making, explore alternatives to current mechanisms for determining
and rewarding success, and to track progress; and build the competencies and composition of the CMF team
needed to serve underrepresented communities.
All staff members completed a training session on Diversity, Inclusion and Unconscious bias offered by the
Canadian Centre for Diversity and Inclusion.
The CMF engaged three new staff to lead its work with underrepresented communities and continued outreach
to build relationships and trust with BPOC and Indigenous communities and organizations.
The CMF leveraged its strategic partnerships to provide a platform for leaders from underrepresented
communities to speak at major events, including Content Canada and the international CARLA Diversity in
Film and Media conference.
Through its administration of COVID-19 Emergency Relief Funds, the CMF funded 19 BPOC owned and controlled
organizations for projects, which resulted in benefits for multiple BPOC screen-based creators and companies
in Canada. It also provided emergency relief funds to 169 BPOC owned and operated production companies.
In addition, the CMF initiated and launched a collaboration among 30 funders and other organizations on data
collection and reporting for underrepresented communities in the screen industries. Participants included
provincial and territorial funders, independent funds, the CMF, Telefilm, Black Screen Office, Indigenous Screen
Office, Racial Equity Media Collective, NFB and CRTC.

C

Support the Indigenous Screen Office (ISO) transition towards its new,
independent model of funding to Indigenous screen content.

The CMF collaborated with the ISO on the CMF’s Indigenous Program and the various COVID-19 Emergency Relief
Funds they administer.
In total, the CMF transferred $5.4M in Emergency Relief Funds to the ISO and these funds were distributed through
four Programs:
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•

ISO Partnership Program: funding program to support the business continuity needs of Indigenous
creators (e.g. online training, innovation strategies) during the pandemic.

•

Indigenous Development Grants Program: funding program to support both project and professional
development for Indigenous individuals and majority Indigenous-owned companies.

C

CONTINUED

•

Solidarity Fund: partnering with the Racial Equity Media Collective and BIPOC TV & Film, this is a strategic
initiative supporting project and professional development for racialized screen-based creators,
particularly Black creators, whose voices and stories are underrepresented and necessary to a vibrant,
innovative and equitable media landscape in Canada.

•

Emergency Relief Funding: funding program to support eligible Indigenous productions with COVID-19related business continuity expenses such as health and safety consultants, extended production dates
and associated costs, Personal Protective Equipment, and insurance.

The CMF and ISO collaborated on eligibility issues, drafting best practices, and feedback for possible changes to
the Indigenous Program Guidelines and selection methods. It also continued to inform the government on the
need for ongoing funding to ISO in the context of asks from other racialized communities.
Two strategy sessions were held between the ISO and the CMF to ensure both organizations’ measures for
diversity and inclusion are complementary.

D

Drive demand for Canadian screen-based content through an expanded
public-facing promotion strategy.

CORPORATE COMMUNICATIONS
CMF launched a new corporate brand identity that signals significant changes underway as the organization
supports and embraces change and inclusion. The new visual identity defines and differentiates the value
proposition and supports its ability to scale across multiple platforms and programs. The rebrand was driven in
part by the 2015 final report from Canada’s Truth and Reconciliation Commission. Among the ‘Calls to Action’ listed
by the report was Call to Action 84, which requested entities participating in Canada’s media landscape to “be
properly reflective of the diverse cultures, languages, and perspectives of Aboriginal peoples.” The CMF’s new
logo symbolises the mandate to be more inclusive in its adaptation of 14 Indigenous languages, representative of
CMF-funded content in those languages. The new brand identity launched to rave reviews from the production
community, industry stakeholders and government partners.
CMF engaged a public relations agency to position the organization among consumer-focused press. The strategy
focused on CMF’s 10th anniversary and the organization’s important work to support Canadian creators and
talent, as well as recent inclusion initiatives. Coverage was secured with CBC News, CP24, BNN Bloomberg and
local Toronto radio shows.
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D

CONTINUED

CMF returned as a founding partner of Content Canada’s Digital Summit, where it presented a panel on equity.
Valerie Creighton accepted Content Canada’s Inaugural Impact Award, presented by Karine Vanasse.
As a leading partner of the Prix Gémeaux’s 35th edition, the CMF’s 10-year anniversary spot was introduced
by the show’s host Véronique Cloutier and played in-show during the live gala broadcast on SRC, reaching
940,000 viewers.
As a lead sponsor of imagineNATIVE, CMF participated actively throughout the festival as co-sponsors of Industry
Days. Canadian Indigenous content reached international audiences at Content London with a sponsored
showcase of 3 CMF-funded Indigenous dramatic series.

MADE | NOUS
MADE | NOUS collaborated with ambassadors Jay Baruchel, Simu Liu and Marc-André Grondin to celebrate
Canadian content. These partnerships garnered impressive results on social and earned media.
MADE | NOUS presented 18 free drive-in screenings, reaching audiences from PEI to British Columbia to the Yukon.
The series generated over 3M earned media hits coming from local outlets, as well as larger outlets such as
Toronto Life, CBC Here and Now, Qui Fait Quoi, and a national segment on Breakfast Television, among others.
A new and improved website, as well as a second commercial spot for MADE|NOUS was delivered. The new ad
campaign “Seek More” has diversity and inclusion at its core.

ENCORE+
All channel indicators demonstrated the growing popularity of the channel with audiences, both in Canada and
beyond our borders.
Encore+ received the Silver Creator Award by YouTube Canada for achieving 100,000 subscribers. Channel
subscriber and viewership continued to see strong and consistent gains throughout the year. At end of fiscal,
over 130,000 users had subscribed to the channel, viewing content over 35M times.

11

E

In the context of ongoing industry disruption, legislative / regulatory
change and the impact of the COVID-19 pandemic, effectively deliver
programs, communications and promotions, trends and research, and sector
development work in 2020-2021 while maintaining administrative efficiency.

CMF staff maintained an effective delivery of its various operations and activities throughout the challenging first
year of the COVID-19 global pandemic.
All CMF and CMFPA staff were transitioned to work remotely as of March 13, 2020 and all regular work continued
seamlessly with no adverse affects on clients nor on the administrative budget ratio. Administrative efficiency
was maintained at 5.1 per cent.
CMF delivered $347.1M through its regular programs, in addition to $120M in Government of Canada COVID-19
Emergency Relief Funds. Seven organizations received $325K in sector development support.
Earned media hits were up 54 per cent compared to 2019-2020 and social media engagement was up 33
percent compared to the previous year, combined across all channels,
CMF Trends, renamed Now & Next, continued its important work to inform CMF and the industry on the latest
industry and market trends. The team commissioned, authored, and produced 58 articles, including a series
on LGBTQ+ creators, francophone production outside of Québec and particular challenges faced by several
underrepresented groups. It also produced and/or financed six reports on data gaps or issues important to the
screen industry, often related to the pandemic. Now & Next produced 14 podcast episodes (eight in English and
six in French) where stakeholders showcased their resilience during the global crisis. The team worked on a
new Key Trends report with contributors from across Canada to report on the many ways the crisis impacted
the industry. The report was made available in print and sent out to CMF clients and partners. An audio version
in both official languages was also created for the first time.
The Media Analytics team restructured its regular reporting to the board to examine the major shifts in consumption
patterns across all platforms caused by lockdown and stay-at-home orders. In addition, spurred by the social
justice events that occurred in the summer of 2020, staff are identifying gaps in audience data collection that
limit the understanding of consumption patterns in underrepresented communities.
CMF announced in January 2021 that it will embark on an industry-wide consultation process, which will help
determine the future of the organization and a new program model to better serve the industry. In light of the
introduction of Bill C-10 to update the Broadcasting Act, and in an effort to further inform elected official on the
CMF’s important work and its impact on the industry and the economy, the CMF engaged in a series of meetings
with members of the House of Commons Standing Committee on Canadian Heritage. CMF also appeared in front
of the Committee as a witness in a hearing on Bill C-10.
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STRATEGIC
OBJECTIVES
2021-2022

Develop a 3-year recovery and growth strategy for the
industry that will:

A

1. Starting in 2022-2023, move the CMF to a program model that is platformagnostic and content-centric, inclusive, and will equip the industry to thrive in
the global market.
2. Drive an increase in government investment in the CMF – and by extension,
in the industry – in 2021-2022 and beyond.

OUTCOMES
•

Complete industry consultations to inform tools and approaches needed to support the industry in
recovery from COVID-19 and in future growth.

•

Remain credible with stakeholders, including industry and government, through clear and transparent
communication and quality of advice.

•

Influence direction of and contribute to processes required to receive government approval for program
model and new investment.

•

Reach agreement with Canadian Heritage on a new contribution agreement that will enable new
program model implementation to begin in 2022-23.

B

Build on the equity and inclusion work done in 2020-2021, and in previous
years, to create permanent, systemic change in the CMF and in the industry.

OUTCOMES
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•

Achieve the year one objectives of CMF’s Equity and Inclusion Strategy.

•

Increase access to CMF programs and reduce barriers to inclusion in the design of the new
program model.

B

CONTINUED

•

Use equity and inclusion lens to inform corporate decisions, strategy, consultation and program design to
make long term structural changes.

•

Ensure communications and promotions approaches, including new MADE | NOUS campaign, strategic
partnerships, editorial content, and CMF brand, contribute to the CMF’s systemic change by reflecting and
promoting content by BIPOC creators and those from other underrepresented groups.

•

Undertake partnerships that are meaningful in size and scope with organizations and events that enable
the CMF to connect with members of underrepresented communities.

•

Implement approach to data collection and analysis with input and support from impacted communities
to support evidence-based decision-making, explore alternatives to mechanisms for determining and
rewarding success, and to track progress.

•

Build the competencies and composition of the CMF team needed to support underrepresented
communities.

C

Provide continued leadership and support to the industry through the
ongoing COVID-19 pandemic.

OUTCOMES
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•

Report on COVID-19 Phase 1 and 2 support programs to government and other stakeholders, leveraging
lessons learned to design the CMF’s new program model.

•

Develop and deliver any potential additional supports to the industry in key areas such as Personal
Protective Equipment (PPE) and pandemic production costs as the pandemic continues.

•

Collect and share qualitative and quantitative data to assess and report on the impact of the pandemic
on the industry through a variety of research and editorial approaches.

D

Deliver the CMF’s current programs and services without compromising
CMF’s core values. Support staff through a period of transformation due to
the ongoing effects of COVID-19 and the transition to the new program model.

OUTCOMES
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•

Increase human and financial resources at the CMF and the CMFPA to ensure that its people are
supported and engaged in the process of change.

•

Review and optimize systems, tools and processes for operational efficiencies and to support an
organizational culture that is responsive, nimble and relevant.

•

Support well-being of staff through ongoing work from home arrangements and program model change.

•

Use technology to better communicate and engage with employees and clients and to increase the
CMF’s effectiveness.

FINANCIAL
ASSUMPTIONS
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FINANCIAL
ASSUMPTIONS
2021-2022
OVERVIEW
The 2021-2022 CMF Annual Budget assumes total revenue of $357.6M and total expenses of $390.4M, the
shortfall of $32.8M is offset by an allocation from reserve. 2020-2021 comparative information excludes funding
from the COVID-19 Emergency Support Fund for Cultural, Heritage, and Sport Organizations.

REVENUE
($357.6M, 2.1% decrease over the 2020-2021 forecast)

CANADIAN HERITAGE
The government’s contribution is expected to be $164.0M (net of Canadian Heritage administrative costs),
the ongoing contribution of $134.1M and the stabilization funding of $29.9M.

BROADCAST DISTRIBUTION UNDERTAKINGS (BDU’S)
The contributions from the BDU’s are assumed to be $180.3M, a 3.4% decrease over the 2020-2021 forecast.

INTEREST AND RECOUPMENT
Interest is anticipated to be about $1.5M, a 40.0% decrease over the 2020-2021 forecast. Recoupment revenue,
including the repayment of development advances and recoupment of equity investments, is estimated at $9.4M,
a 13.8% decrease from the 2020-2021 forecast.

TANGIBLE BENEFITS
Total tangible benefits are expected to be $2.4M, a decrease of 47.5% from 2020-2021.

EXPENSES
($390.4M, 6.4% increase from the forecast 2020-2021).
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PROGRAM COMMITMENTS
The program budget for 2021-2022 is $364.0M, an increase of $20.2M or 5.9% from the 2020-2021 forecast
of $343.8M.

INDUSTRY PARTNERSHIPS
The CMF has a variety of industry partnerships, the total is anticipated to be $1.4M, an increase of 17.4% from
the 2020-2021 forecast. The activation costs related to these partnerships are included in this category.

CMF ADMINISTRATIVE EXPENSES
The CMF administrative expenses budget in 2021-2022 is $9.0M, an increase of $1.1M or 13.7% over the
2020-2021 forecast.

PROGRAM ADMINISTRATION EXPENSES
This expense includes the Telefilm service fee of $10.8M, related unrecoverable taxes of $0.5M, as well as
about $0.6M of jury fees and travel, readers, and external reviewers. Total program administration expenses
are budgeted to be $11.9M, an increase of $1.3M or 11.8% from the 2020-2022 forecast.

SECTOR DEVELOPMENT
The expenses to support the MADE | NOUS campaign, Equity & Inclusion initiatives, support for the ISO,
and other sector development are included in this category. The total is $3.9M, an increase of 70.2% over the
2020-2021 forecast.

OTHER CMF EXPENSES
This category includes amortization and any unrecoverable HST/GST/QST not related to the Telefilm service fee.
The budget for 2021-2022 is consistent with the 2020-2021 forecast.

EXPENSE RATIO
The total administrative expenses are about 5.9% of total revenue which is within the administrative expense
cap of 6% in the Contribution Agreement. Included in this category are CMF administrative expenses, program
administration expenses, and other CMF expenses.

CAPITAL BUDGET
The budget of $100K includes the replacement of office furniture and equipment.
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