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Radio·Canada silent on reasons for dropping expansion project 
MONTREAL - A massive building and 
expansion project in Montreal, three years in the 
making, has been abandoned by RadioCanadai 
CBC without any explanation. 

Prodevco Lavalin Inc. , a Montreal-based 
engineering conglomerate, was notified in late 
July that Radio-Canada is withdrawing from the 
La Cite du cinema project. The crown 
corporation called for tenders in November 1986 
to build and operate the largest audio-visual 
complex in Quebec with 142,000 sq. ft of office 
space on Boul. Rene Levesque on a lot adjacent 
to La Maison de Radio-Canada. Radio-Canada 
was to be the main tenant and to lease the land 
for 50 years at $1. The opening of the complex 
was scheduled for the summer of 1990. 

Lavalin was one of four private-sector 
concerns to tender a bid and in June 1988 was 
awarded the project based on a proposal to build 
a $50 million complex with three sound studios 
ranging in size from 4,000 to 18,000 sq. ft. 

Francois Macerola subsequently resigned as 
film commissioner of the National Film Board of 
Canada in Dec. 1988, to join Lavalin and become 
head of operations of the proposed project. 

On July 25, the board of directors of 
CBClRadio-Canada met to review the proposal 
and determined that as a " global proposal" (the 
overall assessment) it was unacceptable. 

Guy Theriault, assistant director of public 
relations in the CBC head office, says the board 
declined to give specific reasons for its sudden 
decision. 

"There was no indication that the decision is 
related to the CBC funding cutbacks (of $140 
million over four years)," says Theriault. 

"In fact the project was supposed to be 
self-sustaining and cost-beneficial to the CBC, " 
he says. 

A studi% ffice expansion project in Toronto 
with similar benefits accruing to CBC with use 
by the private sector has not been cancelled. 

On July 28, Bernard Lamarre, president of 
Lavalin, said Radio- Canada had not given any 
reason for its decision. He said Lavalin would 
protest the decision but would not likely attempt 
to start a new round of negotiations. 

Oement Richard, vice-president in charge of 
public relations at Lavalin, told Cinema Canada, 
"We don't understand what happened. " 
Lavalin, he explained, had no reason to suspect 
that Radio-Canada would withdraw from the 
project. 

"Apparently, they don't plan to provide an 
explanation, " says Richard, who added that as 
far as Lavalin is concerned, the project is off 
indefinitely. 

Theriault of CBC said that in announcing its 
decision, the CBC " did not deal with any 
question of the future . " 

When asked if Radio-Canada' s decision raised 
legal questions after the time and expense of 
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planning by Lavalin, Richard repeated that 
Lavalin had no idea the Radio-Canada would do 
this. 

Macerola is equally in the dark. He said it was 
uncertain whether Lavalin would pursue 
Radio-Canada or continue to work on a Cite de 
cinema project without Radio-Canada. 

"I don't understand it," says Macerola, "in 
their letter they stated they had fundamental 
differences with the proposal but did not 
specify. " 

According to Macerola, Lavalin got 
assurances, earlier this year, that CBC funding 
cutbacks would not stop the project. He 
suggests that a new (CBC) chairperson might 
revive the project. 

Lavalin's proposal for the cite du cinema was 
not the first to be dropped by Radio-Canada. A 
bid by Astral Bellevue Pathe to build a $175 
million complex was chosen in July 1987. The 
Astral bid was subsequently dropped for the 
second-place bid by Lavalin after further study. 

Paul-Emile Lamis of CBC Engineering says the 
Astral bid was selected with the understanding 
that further study and negotiations would or 
would not lead to a contract. Unable to comment 
on the Lavalin project, he suggested that the 
same thing has happended in this case. 

"Astral didn't meet certain criteria in the 
(Radio-Canada) proposition and the negotia­
tions were ended. Negotiations with Lavalin 
lasted a year and ended with the decision of last 

week, " says Lamis. 
Pierre Brasseau, one of six partners in the $23 

million Cite de I'image, a cultural centre, 
currently under renovation across the street 
(Notre Dame) from La Maison de Radio-Canada, 
says he is discussing the use of his buildling 
space with Radio-Canada. 

"My understanding is that their short term 
need is close to 125,000 sq. ft. " says Brasseau, 
who adds that Cite de !'image, which currently 
rents 20,000 sq. ft. to Radio-Canada Enterprises, 
could meet all of the Cite de cinema requirements 
including office and studio space. 

Continlled on page 40 

Cultural centre under renovation on Montreal waterfront 
MONTREAL - A block of old industrial 
buildings on Montreal's waterfront is 
undergoing a transformation that will provide 
artists with 360,000 sq. ft. of studio and 
exhibition space. 

This renaissance of five different buildings, 
the oldest of which was built in 1854, on rue 
Notre-Dame (east) between Papineau and 
Delorimier, is the private initiative of a group of 
. six business associates who call themselves La 
Citi de l'image . 

These associates who purchased the buildings 
for $5 million in Sept. 1988 are Francois Prevost, 
Roland Smith, Francine Brule, Claude Brule, 
Philippe Dufour and Pierre R. Brasseau. 

Smith, the former owner of the Outremont 
Theatre, who sold his theatres to manage 
Cinemas Unis (Famous Players) in Quebec told 
Cinema Canada that although La Citi de l'image 
was initially proposed as a government-sub­
sidized cite du cinema, it is entirely privately 
funded. 

Smith says the location of the complex in a 
sector of the city populated by production and 
broadcasting companies has already been taken 
advantage of by Radio-Canada Enterprises 
which became a tenant in June. 

When renovations are completed within the 
next two years, the complex will fea ture a theatre 
(I,lOOcapacity), a multi-purpose hall, gallery, a 
caQaret hall, a museum, an emporium for books, 
records, and other cultural products, a 
restaurant overlooking the Port of Montreal, 
offices, studios and workshops, a parking 
complex, for an overall price tag, including 
restoration, of $18 million. 

To date, 80,000 sq. ft. , has already been 
renovated and is being used by various cultural 
organizations and 100 of the 116 small studios 

have already been rented for $10 per sq. ft . 
"Judging from the number of calls we are 

getting there doesn't seem to be enough studio 

space in Montreal," says Smith. "A studio is not 
just four walls. Sometimes a nice view is 
necessary. " 
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Product placement: 
A means to raise capital or defer costs? 

MONTREAL - Ever since £. T. sent the sales of 
candy-coated Reese's Pieces through the roof 
and into deep space, product placement has 
been something to watch in film and television. 
This unconventional form of product advertising 
has become big business in the U. s. , and is 
represented in Canadian film and television by a 
small handful of companies including MMI 
Product Placement, the StarPro Marketing 
Group and AIfranca Film Services Ltd. 

Philip Hart of MMI and Allen Douglas of 
Alfranca Ltd. may agree that " subtle " is the 
operative word and that product placement 
must not draw too much attention to itself on the 
screen, but on the role of product placement in 
supporting the Canadian film industry there is a 
great philosophical parting of the ways. 

Hart, whose company has been in the 
business for over five years with 25 clients, 
operates on a contra-basis whereby the client 
pays MMI an annual retainer to place product -
read ; flash his logo - in as many selected 
productions as possible. 

Douglas, the new kid on the block, proposes 
to work on a non-exclusive per-production 
contract basis. The client pays a fee to the 
producer based on distribution projections and 
AIfranca takes a commission. 

Douglas, a former Los Angeles advertising 
executive, is certain that the way of the future is 
being able to guarantee the client significant 
exposure of his product in exchange for services 
and additional production funding, but Hart 
says it can't be done in the Canadian marke t. 

"It is not unreasonable to ask a corporation to 
pay fair value for fair value," says Douglas. 
"Not only is there a service provided, there is 
money up front for production. " Douglas 
moved to Montreal, one year ago, with his 
partner Francesca Gesualdi . Both represent 
AIfranca which recently negotiated a deal with 
Molson's whereby the brewery paid $5,000 
towards a Sass Jordan music video budget (of 
$20,000). Molson's also provided beer. In 
return, the Laurentide Rock logo was draped in 
the background of the club setting. 

Alfranca jumped into Montreal's relatively 
wide-open product placement market with a 
promise of 50 per cent of the fee paid up front by 
the client with the balance, minus Alfranca's 
commission, after the client approved the first 
completed print. 

For his money, the client is given a com­
prehensive dossier on the producer and senior 
production staff, a treatment of the project and 
an ongoing distribution report. The client is also 
eligible, according to Douglas, for a 166 per cent 
tax write-off for film investment in Quebec 
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which provides a far greater savings than tax 
breaks on advertising expenses. 

He says the Canadian film industry is too 
dependent on the ebb and flow of public 
spending not to seek out other means of 
financial support. 

Alexis Roshuk of the Independent Film and 
Video Alliance, with over 700 members, agrees 
with Douglas's financial assessment of the 
Canadian film industry. 

"We are seeking ways to become less 
dependent on government funding without 
compromising our ideals," says Roshuk. 

"With product placement the client would not 
be investing that much money. It is one thing to 
work out a contra deal where you get a little 
credit at the end of the film but quite another 
thing if people are going to drink your beer on 
the screen. " 

Unfortunately, a disagreement over how his 
fee should be paid forced Douglas to cancel a 
seminar for the IVFA on July 29. 

Hart of MMI takes exception to Douglas's 
approach because, he says, there is no way to 
guarantee that the product will stay in the film. 

"We work purely on retainer even with the big 
U. S. productions because we never know if the 
product will be edited out, " says Hart. Product 
placement is not a vehicle to raise capital but 
rather a way to defer costs. " 

"In theory it makes good sense, " says Hart, 
"but it doesn't work unfess the movie has 
sufficient star power that you can ask for 
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Prima Films: "This is our first time in the 
marke t. It's hard to say what will happen. " 
Cinema International Canada: "We're buying. 
It 's a picture by picture proposi tion ... one of 
those markets you can' t an ticipate because you 
don't know in advance which titles will be 
shown. Mon treal comes between Cannes and 
Milan so the biggest problem with Montreal is 
that a lot of good films have already been sold. " 
Suzanne Villeneuve: "The contracts came in 
late this year. The press conferences must have 
been held earlier last year. I didn't take a booth 
because I don't like the idea of working from a 
booth rather than an office. But it should be a 
good market. " 
Groupe Multimedia: "We expect a good 
market. We will be working hard with new 
television product, including Cirqlle dll Soleil, to 
show the originality of Canadian production. " 
Compagnie france Film: "It's always been a 

money. " Fifty-six per cent of Hart's placements 
are in feature films of which 20 per cent are 
Canadian. 

Douglas is not convinced. He says that with 
education among corporate marketing 
strategists, the traditional way (Hart's way) of 
product placement will soon give way to his 
approach. Conditions within each contract, 
including a hold harmless clause which protects 
the producer against a lawsuit and specifies that 
money will be returned, guards against nasty 
edits, he says. 

"Both sides are bound by a contract to respect 
the other's interests, " says Douglas. "If they 
rewrite a piece and it's not shot as planned, they 
are not entitled to the money. It's as simply as 
that. Corporations are not in the business of 
giving away money. " 

Pierre Belanger, manager of promotions for Le 
Brasserie Molson du Quebec Ltee., says product 
placement is, at best, a means of maintaining 
market share. Whether this sort of exposure 
translates into sales of beer, he says, is anyone's 
guess. 

"Exposure and image are important and for 
this we will exchange product for services, but 
we won't spend money on a film," says 
Belanger. 

He explains that Molson's spent money on the 
Sass Jordan video and others because of a 
marketing strategy to target young adults 1vith 
the Molson's Laurentide Rock compaign. 

"Product placement is not a real marketing 

slow market. True, it doesn't cost us much to 
attend but it would be a lot better if more people 
joined in." 
Cine Groupe J. P. Inc. : "Montreal is a great 
follow-up market. We hope to close three deals 
that we entered in Monte Carlo. The market is 
not so big that you lose time. The buyers here are 
the more important buyers. " 

Health and safety 
committee gets 
go-ahead 
TORONTO - The newly formed Film and 
Television Industry Advisory Committee is one 
of only four such committees to have been 
formally recognized under Ontario's Occupa­
tional Health and Safety Act. The other groups 
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strategy. Itdoesn'tseUbeer. It might in the long 
term but it's hard to say. Would you change 
your beer because Rod Stewart drinks a certain 
kind. " 

Michel Roy of Star Pro in Montreal has the 
Molson's account on a retainer basis and was 
able to place the Molson's logo and other 
products, including products for which he has 
not landed an account, in Denys Arcand's Jesus 
de Montreal. He says money is not made 
available for product placement unless one is 
working with a major U. S. production. 

According to Roy, one of the most lucrative 
markets for product placement in Quebec is 
private network television ,,~th more indepen­
dently produced series than ever before. 

Star Pro derives 30 per cent of its business from 
product placement, the rest in promotion and 
marketing. 

Philip Spurrell is the first-time feature film 
director of Overlalld, a certified Canadian film 
with Telefilm distribution fund assistance, 
private investment and product placement 
funding, compliments of AIfranca. 

Spurrell says a good art director can always 
please both the client and the director by placing 
the product "unobtrusively" and giving it the 
exposure the client has paid for. 

"You have got to realize that it is very difficult 
to get money for any kind of film in this country, 
especially if you do not have a proven track 
record. " 

are the police, fire fighters and the pulp and 
paper industry. 

Representation on the committee is divided 
evenly between labour and management, with 
CFTA's president Sam Jephcott and IATSE 
camera local v. p. Nick Brooks acting as 
co-chairpersons. "When I first suggested a joint 
committee," said Brooks in a prepared 
statement announcing the formation of the 
committee, .. some people were a little skeptical 
that labour and management could work 
cooperatively. The lact that both sides have 
willingly come together proves that safety is in 
everyone's best interest. " 

The committee is currently drafting a Health 
and Safety Code covering firearms, 
pyrotechnics, helicopter safety, stunts, animal 
handling, diving and parachuting, and special 
effects technicians. The Code will apply to all 
Ontario productions, regardless whether they 
are local productions, Hollywood movies on 
location, TV commercials or non-broadcast 
video. 
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