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Background 
Canada has a reputation of being a democratic 
and just nation. In 2015, Canada ranked fourth for 
most effective government chosen by respond-
ents on an international survey by the Reputation 

Institute. 

The criteria for effective government included 
business and institutional environment, social and 
economic policies, international participation, 
safety, efficient use of public resources, and politi-
cal ethics.  

Despite Canada’s positive political reputation, vot-
er turnout has been decreasing since the 1960s. 
Civic participation and active citizenship is essen-
tial to strengthen Canada’s democracy.  

Voter Turnout in Canadian History 



The Issue 
Traditional communication strategies 
do not engage modern Canadian vot-
ers. Political campaigns that lack 
strategic social media plans are 
missing a vital opportunity to con-
nect with voters. While it is often 
thought that lack of civic engage-
ment is only a problem with Canadi-
ans aged 18-24, too many voters 
across the age spectrum aren’t cast-
ing their ballots on election day.   

Poor communication strategies 

cause frustration and fuel political apathy 
amongst all Canadians, regardless of age.  

For example, during the 2015 federal election, Ste-
phen Harper required that all attendees of his 
campaign events receive prior screening by the 
Conservative Party. Furthermore, attendees were 
not permitted to post photos of the event on so-
cial media. After receiving wide-spread criticism, 
the Conservative Party revoked the ban on social 
media two months before the election,  however 
the invitation policy remained.  

The Solution 
While Canadian voters are not engaged with poli-
tics, simultaneously, two in three Canadians are 
active on social media. And with one in three Ca-
nadians checking their social media feeds daily, 
political leaders in the 2015 federal election saw 
this correlation as an opportunity and understood 
that they could reach apathetic voters with social 
media. 

TWO IN 

THREE  
CANADIANS  
USE SOCIAL  

MEDIA. 



The Strategy 
Rather than use social media to only broadcast 
party principles and policies, campaign leaders 
must employ Facebook, Instagram, and Twitter to 
create a dialogue with voters and elicit their en-
gagement. When leaders employ strategic, rele-
vant hashtags and digital media content, they en-
tice voters to share their parties’ messages and 
involve them with the campaign. 

During the 2015 federal election, the Conserva-
tives produced a short video criticizing Justin Tru-
deau and his policies by saying he was too inex-
perienced and unprepared to be Prime Minister of 
Canada. At the end of the clip, they deduced he 
wasn’t ready for the role and commented that he 
had “nice hair, though.”  

Trudeau’s hair was a hot topic in the media and to 
show that the Liberal Party leader was listening to 
what people were saying about him, the party 
then released their own video poking fun at his 
hair. With the humorous slogan: “nice hair, nice 
platform,” the video is one example of many 
where Trudeau used social media to humanize his 
image. 

Furthermore, during his political campaign, Tru-
deau’s tone on social media was relatable as he 
often shared glimpses of his personal life, evoking 
an emotional connection to voters.  

https://www.youtube.com/watch?v=c86-9HitWg0
https://www.youtube.com/watch?v=Wpi-YYILzJU


More Strategy 
Elizabeth May also seized the opportunity to use 
social media to engage with voters. May posted a 
stream of video clips on her Twitter account in re-
sponse to the other leaders’ statements after not 
being invited to the Globe and Mail’s leader de-
bate on the economy. Social media gave May a 
platform to use her voice when she was excluded 
from the debate. More people than ever were fol-
lowing the debate on Twitter and May gained the 
most mentions from Twitter users in comparison 
to each other party leader.  Twitter Mentions During the Debate 



Tom Mulcair, Stephen Harper, 
and Justin Trudeau all saw a 
significant increase in their so-
cial media following through-
out the election campaign. 
However, it was Trudeau who 
continually came out on top.  

While Harper appeared to have 
an advantage on Twitter, it 
should be noted that he gained 
the majority of those followers 
during his prior term as Prime 
Minister. 

Party leaders should be also be 
mindful that not all engage-
ment is positive for their cam-
paign. For example, Harper 
was 60 percent more likely 
than Trudeau and 51 percent 
more likely than Mulcair to re-
ceive negative mentions from 
Twitter users.  

In total, five million unique accounts engaged with 
the party leaders on Facebook over the election 
campaign. This registered 40 million different in-
teractions.  
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Election Results 
While the 2011 federal election had the 
third lowest overall voter turnout in Cana-
dian history, the 2015 election had the 
highest overall voter turnout since 1993.  

It is notable that voter turnout for each 
age demographic increased and that the 
most substantial rise was seen with vot-
ers aged 18-24 who, historically, have 
been the most difficult demographic to 
engage with. 

Increase in Voter Turnout by Age in 2015 

7.6% 



Conclusion 
Judging by these results, all political parties 
should make it a top priority to engage with Cana-
dians via social media. Political leaders should 
take note of Justin Trudeau and Elizabeth May’s 
successful social media tactics, as well as Ste-
phen Harper’s lack of effective social media, and 
consider their strategies for all future campaigns 
at the federal, provincial, and municipal level.  
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Apathy is Boring is a Canadian, non-partisan chari-
table organization that uses art and technology to 
educate youth about democracy. They are for 
youth and by youth and act as knowledge transla-
tors for all things civic engagement.  


