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Quebec, March 17, 2020 
 
Following the last election campaign and the post-mortem I carried out in the Quebec City region, I have undertaken to draft a plan that the 
Green Party of Canada (GPC) could implement to usher its next electoral breakthrough. It is important to note that this document is not 
intended to be exhaustive; it could certainly be improved or altered. 
 
Actions have been divided as follows: 
 

● Review management practices 
● Election preparedness:  

○ Technology 
○ Communication 
○ Organization 
○ Program 

● Increase our resources and seize opportunities 
 
I’m looking forward to working with you, 
 
 
Samuel Moisan-Domm 
GPC candidate in 2000 and 2019 
Spokesperson for the region of Québec—Chaudière-Appalaches within the Quebec wing of the GPC (AQPVC) 



ACTION COMMENTS 

REVIEW MANAGEMENT PRACTICES 

Review the GPC’s governance as a whole: Federal Council, Shadow Cabinet, committees, etc. 
and associated management practices (agenda, meeting minutes, frequency, etc.) 

Before reviewing the GPC’s governance, there 
should be a status report. 
 
It would be important to review the management 
practices that are associated with the GPC’s 
governance so that it is more effective and that it 
meets the needs of the party and its key players. 

Carry out a renewal exercise on our vision, mission, culture and strategy Many people feel that the GPC has deviated from its 
values. Thus, some suggest carrying out an exercise 
on our vision, mission, culture and strategy. 

Establish internal values as an organization (organizational culture) The GPC already has values as a party but the party 
should also develop values in its relationship with 
members and other stakeholders. 
 
It is recommended to promote a culture based on 
rigor / attention to detail, competence and good 
judgment. 

Establish measurable objectives in the short and medium term This action is probably already carried out but it could 
be improved.  
 



Examples of indicators: Number of sympathizers 
identified, number of members and volunteers, 
number of electoral district associations (EDA), funds 
raised, number of LIKE on our Facebook page, 
number of followers on Instagram and Twitter, media 
coverage. 

Create a dashboard supported by indicators The objectives should be written in the dashboard 
and these objectives must be supported by 
indicators.  
 
A visual dashboard with good objectives and good 
indicators points us in the right direction and 
stimulates our growth. 

Review communication within the party in terms of format and content (party vs provincial wings, 
party vs EDAs, party vs members and supporters, party vs volunteers, between members) 

Before reviewing our communications, there should 
be a status report.  
 
Right now, content often does not meet the needs of 
many and the format does not meet best practices. 

Review document management: creation, modification, access to documents In Get Organized, some documents do not exist (e.g. 
generic template for a press release) or are very 
difficult to find despite the index (document titles 
often make searching difficult). 
 
In addition, there exists a section for Members on the 
GPC website but it is difficult to navigate.  



Optimizing key processes to be more efficient and agile Examples of key processes: Responding to emails, 
Sending a press release, Organizing a press 
conference, Hiring a new employee, etc.  
 
Too often, these essential processes are too 
cumbersome and execution is too slow. 

Establish customer service standards and review its associated procedures For example, an email from the public or a supporter 
should be answered within X minutes (or hours).  
 
Currently, what is our average response time? What 
would be an ideal vs. acceptable timeframe? How 
can we improve our procedures so that this is 
possible? 

Separate call service in French vs English There have been several instances where members 
who called the French line were answered in English. 
A dedicated telephone line in French would therefore 
be important in order to offer equivalent service in 
both official languages. 

Maintain a list of all incidents and complaints, whether it concerns IT, language quality, etc .; 
monitor it and make the necessary corrections 

Over time, the same incidents / errors should no 
longer occur again or occur much less frequently. 

Handing out formal expectations to each employee This formalizes the deliverables and results expected 
from each employee. 

Assessment of the performance of each employee and the added value of their tasks If the GPC is unable to find competent staff for 
certain areas, the party should resort to hiring 



contractors or offer further training to staff. In the 
worst case, some employees could be laid off.  
 
Currently, the skills that seem to be the most deficient 
relate to: graphics design, public relations / strategy, 
French. 
 
Assessing the added value of tasks is also important 
to ensure that we optimize our human and financial 
resources. For example, employees spend many 
hours producing numerous or lengthy documents that 
are not necessarily useful and relevant.  

Review compensation and working conditions in order to be competitive with the job market This would help us attract the best employees and 
show that we value our current employees. 

Establish a minimum wage of $15 per hour The minimum wage should reflect our values and be 
competitive. 

Commit to at least 25% of staff whose mother tongue is French This would help increase the number of votes, 
members and volunteers in Quebec. It would also 
contribute to our credibility as a party.  

Require that all staff assigned to communication tasks be bilingual This is very important if we wish to increase the 
number of votes, members and volunteers in 
Quebec. It would also contribute to our credibility as a 
party. 



Offer training to staff or reimburse some training fees (English / French language, graphics 
design, public relations, marketing, campaign management, etc.) 

By increasing the knowledge and skills of our staff, 
we will be more effective. 

Website and GVote performance and capacity tests, then make the necessary corrections This would, for example, prevent a GVote crash due 
to an overload. 

Review contract management The GPC must ensure that each employee is 
competent and well occupied for the time we pay 
them. Otherwise, it would be better to resort to 
contractors in order to only pay for the time or skills 
that we need. 
 
Currently, many deliverables do not seem to meet 
best practices. In these cases, it would be relevant to 
consider resorting to contractors or specialized firms. 

Monitor national, provincial and regional public issues To this end, consider obtaining a press review 
service. A press review would help us identify the 
issues on which we should react or we might have to 
react to. 

Benchmarking on how to manage a political party and run an electoral campaign Benchmarking should be one of the fundamentals for 
improving our electoral results. For example, what 
does Bernie Sanders, the European Greens or 
Québec Solidaire do to get good electoral results? 

Require staff to upgrade their knowledge of best practices Once a benchmarking is completed on how to 
manage an electoral campaign, the next logical step 
would be to inform staff of best practices. 



 
In addition, each member of staff should know the 
best practices specific to their field. 

Subscribe to Campaigns & Elections magazine Campaigns & Elections magazine is the most 
well-known American magazine on campaign 
management. It would be normal to stay abreast of 
new trends in the field. 

Assess the needs of members, volunteers, EDAs, MPs, etc. Currently, several EDAs and many members feel that 
the Ottawa Office is disconnected from their needs. 
The first logical step to better meet these needs is to 
know them. 

Establish a quality assurance function On many occasions, the GPC has made major errors 
in French, on its website design or even in issuing its 
tax receipts. A well-established and effective quality 
assurance function would help reduce the number of 
errors that damage our credibility. 

ELECTION PREPAREDNESS: TECHNOLOGY 

Add new innovative features to the national website The Québec Solidaire website could inspire us in this 
regard. For example, anyone can create an event 
without having to go through a GVote equivalent. 

Add a Robocall function to GVote If this is possible, a Robocall function in GVote would 
make it possible to reach many voters at a low cost 
with the same message. 



 
A Robocall, unlike a radio ad, has the advantage that 
it can be used to identify our supporters. 

Offer a regional / multi-candidate website template. Many candidates / ridings have little interest in having 
a candidate website; too expensive for what it’s 
worth. However, several regions would probably be 
interested in having a regional / multi-candidate 
website. 

Improve the website template offered to candidates / EDAs by adding new features, such as a 
Blog and a Media section 

 

Reduce the price of the website offered to candidates For a big campaign, a website at $295 for a month 
may seem little. But, for a small campaign, it's a lot. 
This should ideally be offered free of charge by the 
party. 
 
The other drawback is that by charging so much, 
some candidates try to develop their own 
unprofessional website, which damages our 
credibility as a party. 

ELECTION PREPAREDNESS: COMMUNICATIONS 

Find a debate coach for the party leader It is important for any leader, especially a new one, 
not to assume that they are already good at debating, 
even less so in French.  



Carry out debate mockups with the next leader In addition to having a debate coach, it is a 
recognized practice to hold debate mockups. For 
example, someone could play the role of Justin 
Trudeau and another Yves-François Blanchet in 
preparation for the real leaders' debate. 

Create professional videos on the party leader and our values, philosophy and key positions Videos are a very popular medium these days and 
yet we have very few videos to showcase our party 
and our ideas. 

Offer key phrases to candidates concerning the main issues as well as key messages  During the last election, many candidates would have 
found it useful to have access to key phrases 
concerning the main issues rather than having to 
improvise.  
 
It is true that there were Lines of communication sent 
to all candidates but it was almost always too long to 
read for candidates who are already quite busy. 

Review the target audience, use, format and content of the Lines of communication Who was targeted by the Lines of communication? 
What was its purpose? It wasn’t obvious. 
 
In addition, they were often too long for candidates 
who are already quite busy during an election period.  
 
It was also unrealistic to expect candidates to 
memorize all of the points mentioned. 



Offer sign templates (vertical and horizontal; various sizes) as well as suggest one or more 
suppliers in each region of the country 

Currently, the party suggests a single supplier 
(Lakefront Graphix) for all of Canada, which is very 
expensive. Ideally, the GPC would advise candidates 
to do business with a supplier that is both local / 
regional and more affordable. 
 
As for sign templates, they did not meet the 
expectations of many candidates in terms of size. 

Offer brochure, postcard and bookmark templates (non-customizable, semi-customizable and 
customizable without having to purchase a software) as well as one or more suppliers in each 
region of the country 

Currently, the party suggests a supplier (Lakefront 
Graphix) for all of Canada, which is very expensive. 
Ideally, the GPC would advise candidates to do 
business with a supplier that is both local / regional 
and more affordable. 
 
As for the templates, the party did not offer 
semi-customizable templates. In other words, it was 
not possible to slightly adapt the text of, say, a leaflet; 
you had to either reinvent everything or take it as is. 

Send daily content (in both official languages) to candidates that they can publish on social 
media  

The GPC produced content for social media during 
the last campaign. However, many candidates were 
unaware.  

Increase the production of social media images that meet the following criteria: 
● Concrete, less generic 
● Establishes contrasts with our opponents 
● Format usable for a Facebook ad 

In many ways, social media images produced by the 
party or MOLOTOV did not meet one or more good 
practices. Fortunately, it would be easy to fix. 



● Fewer words / numbers 
● Readable (big enough font) 
● More photos of humans and real life 

Provide training on Facebook, Instagram and Twitter Many candidates are not familiar with Facebook, 
Instagram and Twitter. Even if they are, very few 
know how to use social media to its full potential, 
hence the importance of training. 

Provide training on Facebook and Instagram ads Most candidates and local campaigns did not use 
Facebook and Instagram ads. Unfortunately, most of 
the time it was not by choice but because they did not 
know how to do it or it was already too late. 

Give guidelines concerning the use of Robocalls Currently, there are no guidelines concerning the use 
of Robocalls, nor any company recommended by the 
party. 
 
Robocalls make it possible to reach many voters at a 
low cost with the same message. 
 
In addition, a Robocall, unlike a radio ad, has the 
advantage that it can be used to identify our 
supporters. 

Preparing media responses to potential scandals related to our candidates During the last election campaign, many candidates 
were criticized for their past racist comments, run-ins, 
etc. The party rarely reacted and the other 



candidates were not sure what to do or say about it. If 
we had been ready to face this eventuality, we could 
have better managed this situation which damaged 
our credibility. 

Develop a simple procedure to allow regional advertising by an EDA during an election Currently, there is no procedure allowing an EDA to 
purchase regional advertising. Yet regional 
advertising often costs less than if each local 
campaign purchases its own advertising individually. 
 
Note that it is allowed according to the electoral law 
as long as it is authorized by the party and that we 
follow the accounting rules prescribed by Elections 
Canada. 

Mandatory proofreading of everything that is published on the website (PC and Mac, Android 
and iPhone) or public 

Currently, there are commonly French mistakes as 
well as content that does not appear well on a cell 
phone. Proofreading therefore seems essential 
(quality assurance). 

Language courses in person and online for the party leader (devote enough time to it) Quebecers highly value the quality of spoken French 
by party leaders. Courses, whether in person or 
online, are essential. To be effective, a variety of 
learning methods should be considered. 

Interventions in French in the House of Commons Quebeckers highly value the quality of spoken 
French by party leaders. The best way to learn is to 



practice, such as when speaking in the House of 
Commons. 

Use Antidote for all public writing in French Using Antidote is not a panacea but it is an essential 
software for correcting French for an organization like 
ours. 

Ban lawn signs in Quebec, except on request and if it's in French From a public relations point of view, lawn signs were 
a real disaster. Not only were they seen as a waste of 
plastic, but the fact that they were bilingual with 
English first certainly hurt the Green Party in Quebec. 

Establish a language standard for all means of communication targeting Quebec In Quebec, the presence and quality of the French 
language are very important. Unfortunately, in the 
absence of a language standard for all means of 
communication (sign, brochure, postcard) targeting 
Quebec, some local campaigns have developed 
bilingual materials (but English was dominant). This 
notably allowed the Bloc Québécois to make it an 
electoral issue in some ridings. 

Explain to candidates how to complain to the CRTC if we believe that we are being treated 
unfairly by the media 

For example, candidates in the Quebec City region 
expected to be ignored by the Journal de Québec, 
and to receive media attention from Radio-Canada. 
On the contrary, the Journal de Québec exceeded 
our expectations and Radio-Canada almost 
completely ignored us. Unfortunately, we did not 
know what remedies we had. 



Clarify the freedom that EDAs and candidates have to manage media relations, issue press 
releases and hold press conferences / press briefings 

For example, candidates in the Quebec City region 
lost a few months’ time during the spring and summer 
2019 because they did not know if they were allowed 
to issue press releases and hold press briefings. This 
needs to be clarified. 

Send all press releases to candidates Candidates should receive press releases from the 
Ottawa Office, the AQPVC and star candidates. This 
is important in case one has to react as a candidate. 

Identify the shortcomings of the Greens, the leader or the program that could be exploited by our 
adversaries, then determine how to counter them 

By knowing our shortcomings, we can immunize 
ourselves preventively through our messaging or be 
prepared to respond if our opponents attack us. 

Establish an approach and a mechanism for responding to attacks by other parties or other 
groups  

On several occasions, the party had to defend itself 
against attacks (eg Alex Tyrrell on pipelines and the 
issue of abortion). Unfortunately, we generally 
responded too late and too softly. It is therefore 
important to establish an approach and a fast and 
efficient mechanism to respond to these attacks. 

Identify and seize media coverage opportunities Across Canada, there are many media attention 
opportunities that we could anticipate and seize. It is 
heartbreaking that we act as if these opportunities do 
not exist. 

Devote resources to identifying the weaknesses of the platforms and messages of our 
adversaries, then determine how to exploit them 

If we want as a party to advance political discourse 
(the dominant thought), we must identify the 
weaknesses of the platforms and messages of our 



adversaries in order to contrast our proposals with 
theirs. 

BE READY FOR THE NEXT CAMPAIGN: ORGANIZATION 

Nominate our candidates as soon as possible We must be ready for an election at any time. 

Review the process of background checks and approval of candidates so that it is faster and up 
to 5 years back 

The background checks and approval process was 
very slow in several cases, going up to almost a 
month or even more. In some cases, this has led to 
the withdrawal of good candidates. 
 
In addition, during the election, the media revealed 
that several of our candidates had problematic 
histories. This should have been noticed first by us, 
not by the media or our adversaries. 

Explicitly ask potential candidates if they have ever made comments that could be interpreted as 
racist, Islamophobic or pro-life. 

The background check questions to candidates did 
not cover those issues. 

Restore a balance between the quality of the candidate's profile and gender equality In some cases, the party has had to sacrifice quality 
candidates in the name of gender equality. Ideally, 
the party should be able to recruit more women and 
visible minorities without compromising the quality of 
our candidates. 

Offer a generic campaign plan to candidates The Get Organized section contains a huge amount 
of information. There is now an index and it 
represents an improvement. But, for a small 



campaign or a campaign without experience, it would 
be useful to have access to a generic campaign plan 
which covers all the essentials. 

Provide training for candidates (bootcamp) Candidates and their key volunteers (eg campaign 
manager) need training on the basics of a good 
campaign. Zoom training is not enough. There is also 
a need for in-person and more practical training. 

Offer candidates a photo shoot alone and with the leader At least in Quebec, no photo shoot was organized 
with the candidates, nor with the leader. Having a 
photo of the candidate with the party leader is always 
very useful for getting known. 

During the campaign and pre-campaign, plan a meeting between the leader and the candidates This kind of meeting contributes to strengthening 
mobilization, team spirit and enthusiasm / motivation 
for the coming or current campaign. 

During the campaign and pre-campaign, plan meetings between the candidates This kind of meeting contributes to strengthening 
mobilization, team spirit and enthusiasm / motivation 
for the coming or current campaign. 

Consider renting a bus or electric car for the leader's campaign OR offsetting for carbon 
emissions if not electric 

While the other parties do not hesitate for a second to 
take a plane, a train, a bus or an automobile for the 
campaign of their leader, the GPC severely restricted 
these options, with a few exceptions, to the train. This 
prevented us from covering as many regions / ridings 
as the other parties, which gave our opponents a 
clear advantage. 



Plan a leader's itinerary in Quebec that goes beyond the Outaouais region and Montreal The party leader's itinerary should include all of the 
main cities in Quebec (Montreal, Quebec, Gatineau), 
all cities or regions with a high vote potential (eg 
Sherbrooke) as well as all cities or regions where we 
could address strategic issues for the Greens (eg 
Chicoutimi concerning GNL Québec). 
 
We should use a similar approach across Canada. 

Risk analysis of an electoral campaign A risk analysis consists of anticipating potential 
problems, then planning ways of preventing them. 
Imagine if the party had carried out a risk analysis… 
our campaign would have been much better! 

Review Get Organized with the aim of providing just enough of the right information at the right 
time 

Get Organized contains so much information and 
documents that it is scary. Ideally, a candidate, 
campaign or EDA needs to be provided with only 
what they need when they need it. A candidate, 
campaign or EDA does not want to fear being 
drowned in a mass of information.  
 
The solution is not necessarily simple but we should 
explore alternatives. 

Hire master’s students in campaign management from Carleton University As a federal party, we are fortunate to have Carleton 
University in Ottawa offering a master’s degree in 
campaign management. We should hire students 



from this program to enrich our knowledge and 
practices. 

Send Greens to get a master’s degree in campaign management from Carleton University As a federal party, we are fortunate to have Carleton 
University in Ottawa offering a master’s degree in 
campaign management. We should send Greens to 
be educated there in order to improve our practices 
or to discover new ones. 

Offer candidates official position for positioning requests received from groups and citizens During the last election, candidates received 
numerous positioning requests from groups or 
citizens. However, the party very rarely 
communicated to the candidates what the party's 
official position was. This gap has potentially lost 
many votes. 
 
Note that an even more promising alternative would 
be if the party responded directly to all of these 
groups. 

CAMPAIGN PREPAREDNESS: PROGRAM 

Meet the main lobby groups to find out their demands Currently, the GPC gives the impression of 
developing public policies in a vacuum without being 
aware of the demands of the main lobby groups 
across the country. When we agree with their claims, 
we should be aware of it and state it publicly.  
 



In addition, meeting these groups would allow us to 
build relationships with potential allies. 

Develop a procedure to quickly position ourselves on any local, regional or national issue Currently, the GPC only seems to be able to position 
itself late on national issues. We must be able to 
respond in a timely fashion to all issues, whether they 
are deemed local, regional or national issues. 
 
In particular, candidates and EDAs need to know how 
much latitude they have to position themselves on 
local issues. Currently, there is a vagueness that 
affects their effectiveness on the ground. 

Prepare a platform specific to Quebec Since Quebec is a distinct society and sees itself as 
such, unveiling a platform specific to Quebec during 
the election is common sense from a strategic point 
of view. 

A shadow cabinet that is more representative of the different regions of Canada Currently, certain regions of the country, such as 
Quebec, are under-represented. 

Develop a platform / budget that meet the following criteria: 
● Explanation of the challenges and their gravity that is consistent with the proposals 
● Propose investment and project promises on local, regional and national issues 
● Projection of a reasonable short-term deficit 
● A budget that reflects our priorities 
● Verification of our budget by people with the required expertise and before it is released 

publicly 

These are all issues that I noted concerning the 
platform and budget 2019. If we had not had these 
issues, our platform would have had more punch and 
our platform / budget would have been more credible. 
 



● Validation of the financial framework and financial measures beforehand by external 
auditors or economists 

● No French language mistakes 
● Without inconsistencies 

As for the quality of the French language, there is 
nothing better than mistakes in French in an official 
document if we want to lose votes in Quebec.  

Develop research expertise on public issues Currently, when the party takes a position, we often 
content ourselves with either generic positions 
(bland) or reasserting old positions. There is little 
effort to make new, innovative or context-specific 
proposals. Developing an expertise on public issues 
would help us ensure that our positions remain at the 
forefront. 

Identify the demands of the main lobby groups and use them to improve our program Currently, the PVC gives the impression of 
developing public policies in a vacuum, in its ivory 
tower, without being aware of the demands of the 
main groups across the country. Lorsque nous 
sommes d'accord avec leurs revendications, nous 
devrions être en mesure de le savoir et de l'affirmer 
haut et fort.  

Pass a motion to the effect that any Green MP would be excluded from caucus if they attempt to 
introduce an anti-choice bill 
 

Our ambiguity on the issue of abortion has done 
great harm to the party, especially among 
progressives. It must now be very clear that we are 
pro-choice and that the right to abortion will never be 
threatened by Green MPs or a Green government. 
 



INCREASE OUR RESOURCES AND SEIZE OPPORTUNITIES 

Reach out to other organizations in order to meet them or to be a speaker at one of their 
meetings 
 

We must no longer wait to be contacted to meet with 
other organizations. We must take the initiative to 
contact them in order to meet them. This would 
contribute to our credibility, in addition to making 
potential allies. 

Create a mechanism so that volunteers can work with the Ottawa Office or the National 
Campaign 

Despite the fact that our volunteers have a wide 
range of expertise from which we could benefit, there 
is very little collaboration between the Ottawa Office 
and volunteers. This must change. 

Set up pilot projects to test innovative mobilization or communication approaches 
 

Examples: Mobilization by text messages (Québec 
Solidaire), fundraising by text messages (Bernie 
Sanders), signs that use augmented reality (Angela 
Merkel), etc. 

Have a budget dedicated to creating videos about our leader, our values, our program, etc. 
 
 

There is a major lack of inspirational videos about 
who we are and what we stand for. 
 
A dedicated budget would help ensure that a 
minimum of professional videos are produced. 

Multi-pronged membership recruitment and fundraising campaign (website, Facebook, 
Instagram, Twitter, EDA, etc.) 
 

Recruitment and fundraising should not be limited to 
our website, emails and phone calls. Other means 
must be considered, such as social media. 



Anticipate and seize opportunities for media attention across Canada 
 

Across Canada, there are many opportunities for 
media attention that we could anticipate and seize. It 
is heartbreaking that we act as if these opportunities 
do not exist. 

Subscribe to a daily press review 
 

A press review is essential in order to follow the news 
across the country and to be able to react promptly, 
thereby getting more media attention. 

Establish a process that would allow the Ottawa Office to react publicly (press release / press 
conference, social media) to any topic within a prescribed timeframe 
 

In a 24-hour news cycle, it is essential to react 
quickly to the news of the day.  
 

Create national / regional campaigns around strategic issues 
 

Orchestrating national / regional campaigns is 
essential to mobilize our supporters and increase our 
visibility between elections. 
 

Grant a part-time press officer to the Quebec Wing of the Green Party of Canada (AQPVC) 
 

Given that Quebec has its own political, social and 
linguistic reality, it is crucial to have a press officer 
assigned to Quebec. Otherwise, we are generally 
ignored by the Quebec media, and for good reason. 

Establish guidelines to maximize the media attention that we receive as a result of our 
interactions with other political parties 
 

The political “game” is played by interacting with the 
other political forces. It is in relation to the other 
parties that we can assert our values and our 
positions. There already are several opportunities 
that we do not take advantage of. This must change. 



Identify and meet the training needs of EDAs with the aim of increasing their level of 
competence 
 

Currently, the party seems to care little about the 
training needs of EDAs and members. Many training 
courses are offered (eg Zoom), but are they linked to 
needs that have been identified or expressed? 

Increase the offer of in-person training / support for EDAs aimed at recruiting members and 
volunteers, organizing activities, raising funds, etc. 
 

Currently, the party offers Zoom training and many 
documents, but very little in-person training. To 
acquire skills, in-person training and support are 
essential. 

Ensure an adequate recurring annual operating budget for all provincial wings 
 

A provincial wing, especially in Quebec, is in many 
ways better positioned to support its EDAs than the 
Ottawa Office. Adequate funding for each provincial 
wing therefore becomes essential. 

In the absence of an EDA, allocate a percentage of local contributions to each provincial wing 
 

Currently, the Ottawa Office offers very little 
adequate and effective support to ridings that do not 
have an EDA. On the flip side, a provincial wing is 
better positioned to provide support to existing EDAs 
and ridings that do not yet have an EDA. By 
entrusting part of these funds to the provincial wings, 
each provincial wing would thus have the financial 
means necessary to support the existing EDAs as 
well as ensure the creation of new EDAs. 

Grant the AQPVC the management of all communications and all means of communication of 
the GPC specifically targeting Quebec, including Facebook, Instagram and Twitter accounts, 
GVote for the entire province of Quebec and communications with the media 

Currently, the Ottawa Office controls practically all 
communications and all means of communication of 
the GPC specifically targeting Quebec. However, the 



 content of social media and communications with the 
media are very often not only unsuitable for the 
Quebec context, but also non-existent. Entrusting the 
management of communications targeting Quebec to 
the AQPVC would strengthen our presence with the 
French-speaking electorate and would be better 
suited to their reality. 

Develop a list of endorsers 
 

Finding and then unveiling our endorsers during an 
election period would strengthen our credibility. 

Encourage members to create a Twitter account 
 

Twitter plays an important role in public and media 
discourse. However, very few of us capitalize on this 
medium, which is widely followed by the media. 

Add a Member Requests channel to the GPC SLACK to better meet members' needs and 
capitalize on the best ideas 
 

As Tesla CEO Elon Musk does with Twitter, this 
would in the short term make it possible to quickly 
know and respond to the needs and suggestions of 
members. In the medium term, this would contribute 
to increasing the number of supporters, members 
and volunteers as well as improve our electoral 
results. 

Organize many reverse auctions throughout Canada and train EDAs on how to conduct them 
 

Since most EDAs have probably never held reverse 
auctions, this represents a great fundraising 
opportunity. 

 


