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Re ‘We Want To Be The Masters Of Our Own Destiny:’ CBC Woos Advertisers In Push To Expand Commercial Revenue (May 30): Andrew Scheer is right to observe that the CBC devotes too much time to U.S. news. What happens in the U.S. is important to Canadians. The CBC cannot ignore that reality, but there has to be a balance. It is distressing to think important Canadian stories are not being aired because of an infatuation with shenanigans south of the border.

Having made that point, I expect the CBC to give as much weight to my (and Mr. Scheer’s) opinion as it does any other Canadian’s, no matter how humble or influential. The editorial independence of Canada’s public broadcaster is a sacred trust that must never be compromised.

I share Mr. Scheer’s concern about the CBC’s excessive dependence on commercial revenue. The unseemly genuflection of a CBC vice-president before advertising buyers is a troubling spectacle. It does violence to the CBC’s core purpose, which is to serve citizens, not commercial interests. But if we are to lament such a sad state of affairs, we must also understand how we got there and offer a fix.

The CBC became dependent on ad revenue long ago, at the insistence of politicians who cut its budget year after year. I urge the leaders of all federal parties, in the national interest, to endorse making all CBC information programming (news and current affairs) ad-free. It would require Parliament to make up the difference in lost revenue, but it could achieve two important objectives: more Canadian stories and less friction with private broadcasters.
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