
In February 2014, the Canadian Association of PetroleumProducers (CAPP) and Postmedia made an agreement
which provided for prominent placement of advertisements

and editorial features promoting CAPP’s interests in Postmedia
publications during 2014. It can be seen to have been in effect
last year and its continuation is anticipated. 
CAPP includes the principal oil producers in Canada, and is

especially active in the promotion of bitumen production from
the tar sands. Postmedia will have gained control of more than
half of Canada’s urban daily newspapers during 2015, doubling
its ownership over 2014.
The contract between CAPP and Postmedia has never been

made public, but a leaked presentation document described
Postmedia’s offer to ‘work with CAPP to amplify our energy
mandate…leverage all means editorially, technically, and
creatively—through the Financial Post, Postmedia market
newspapers and affiliated media partners’ to achieve ‘100%
share of voice’ for CAPP.
Postmedia’s promise of 100% ‘share of voice’ could only be

made by a publishing corporation that controlled nearly all the
available media, and indeed Postmedia’s objective in its
expansion plan is just that. But the second, and more dangerous
implication, is that no news of alternatives, or unfavourable
reports, would be included.
In other words, ‘100% share of voice’ for CAPP implies that

the publisher would deliberately exclude news of alternatives to
oil extraction or consumption, or opinions which CAPP would
not support.
The presentation made by Postmedia to CAPP suggests that

Postmedia writers would prepare both advertising and editorial

material on subjects ‘directed’ by CAPP. Over the past year, there
have been a number of examples illustrating how difficult it can
be to distinguish advertising from editorial material in
Postmedia newspapers. 

Postmedia Control
Postmedia was constructed out of the ashes of the bankrupt
newspaper chain Canwest, with majority ownership by several
investment ‘hedge’ funds headed by New York based Golden
Tree Asset Management LP. The hedge fund financing is in the
form of high risk ‘junk bonds’ which pay between 8.25% and
13.3% interest. This interest is paid to the hedge funds whether
Postmedia is profitable or not, and to date is reported to be in
the hundreds of millions of dollars.
So while Postmedia consistently loses money, it continues to

expand. Despite blaming its losses on the decline of newspaper
advertising, Postmedia is currently purchasing an estimated
seven of Canada’s remaining urban English-language dailies
from Quebecor. 
This purchase will be subject to approval by the federal

Competition Bureau, which is concerned only with whether
competition will be lessened by the purchase. Since there is little
meaningful competition now between the newspaper properties
involved, it appears unlikely that the bureau will object to this
takeover.
The result of this transaction will be fewer city dailies which

will not be owned and controlled by Postmedia; the major
exceptions are the Toronto Star (Torstar), and the Globe & Mail
(Bell Media).

The Kent Commission
‘Freedom of the press is not a property right of owners. It is a
right of the people. It is part of their right to free expression,
inseparable from their right to inform themselves.’ (Kent
Commission Report, page 1.)
In 1980, the Winnipeg Tribuneand the Ottawa Journal, each

of which had been published for nearly 100 years, suddenly shut
down as a result of a major media merger. This triggered a Royal
Commission, headed by Tom Kent, to review the increasing
concentration of media ownership—well before the internet, media
at the time consisted mainly of print publications.
The commission presented its final report to the government in

1981. It described increasing concentration of newspaper ownership
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‘Share Of Voice’
‘Share of voice’ is an internet advertising industry term that
attempts to quantify how much of the total possible exposure
an advertiser gets. The possible exposure includes both
advertisement and editorial mentions. 
The use of the term has grown, and is being applied to

other forms of media. With the blurring of editorial and
advertising online, and now in print, it is becoming more
difficult to measure how many favourable media exposures
a typical reader experiences and how influential they might
be.



and predicted that this would continue unless there was some
government intervention. The report also quoted the Davey Report,
a decade earlier, which noted that newspapers can only thrive when
‘the operation is financially secure and…  people who care more
about journalism than about balance-sheets control the editorial
product.’
These findings turned out to be prescient. The government of

the day, preoccupied with theCharter of Rights and Freedomsand
not wishing to annoy the then-profitable newspaper industry, took
no action. 
The Charter guaranteed freedom of the press, but failed to

define it: ‘Everyone has the following fundamental freedoms: (b)
Freedom of thought, belief, opinion and expression, including
freedom of the press and other media of communication...’

Newspapers Today
Kent could not have predicted the advent of the internet, nor
could the commission have seen its impact on newspaper
advertising. The commission would have been shocked by
today’s cutbacks in newsrooms and the decline and
fragmentation of journalism. 
While this is widely rationalized by reference to the increase

in available web-based reporting and opinion writing, there are
those who seriously doubt that today’s citizens are as well-
informed as they were in the heyday of print.
A well-designed print newspaper leads the eye from one

article to another, each possibly concerning a completely
different subject. A newspaper presenting a variety of subjects
exposes the reader to them all. 
Readers often access the web to increase knowledge about

subjects which they already know about. New topics are less
likely to be encountered or discovered, limiting his/her breadth
of information.

Public Trust
Freedom of the press, the Kent Commission pointed out, is a
right of citizens. But the editorial staff of any publication
inevitably have their opinions, based on their experience and
analysis of the news. Readers may be influenced by opinions
expressed by individual columnists, and the opinion of the
newspaper. This is most clearly expressed by the newspaper’s
editorial writing.
Readers trust that this opinion is authoritative and

independent, is not dictated by a dominant advertiser, has not
been directly paid for, and is not the result of coercion,
blackmail, or fear for the personal safety of the editorial staff or
the publisher.

Commentary
Editorial expression is a fundamental privilege and
responsibilityof the press (and, by extension, of digital media).
It is the quid pro quo for the freedom of the press, as referred to
in the Charter, and the opening statement of the Kent
Commission report.
In guaranteeing ‘100% share of voice’ to CAPP, Postmedia is

forgoing this responsibility in all its daily newspapers
throughout much of Canada.
Unfortunately, this also has the effect of damaging readers’

trust in the editorial integrity of every Canadian newspaper.  0
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