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INTRODUCTION
The BC Liberal Party has held power in British Columbia for 16 of the first 21 years of
the new millennium. The party had become accustomed to governing, held together
by the discipline and trappings conferred upon a governing party. In opposition, it has
struggled to reorganize itself as a vehicle for holding the government to account while
rebuilding trust with the voting public, with the goal of rebuilding a coalition to form
government.
In the prior two decades, the winning BC Liberal coalition consisted of urban
professionals, suburban immigrants and the rural working class. This alliance
transcended national political parties, including both federal Liberals and
Conservatives. This is the very definition of a “big tent” party in Canadian politics.
These disparate groups coalesced around competent fiscal management, focusing
on economic growth and meaningful action on climate change.
The BC Liberals confounded people from outside the province, as the party does not
fit the mold of a typical North American right or centre-right party. However, it is this
unusual pragmatism that has always been its greatest strength.
While the upcoming BC Liberal leadership race will answer the big questions around
vision and ideology, this report compiles the views and recollections of party
members to examine the mechanics and execution of the last election campaign and
provide recommendations for the future.
It is possible for a post-mortem review to quickly devolve into an unconstructive
finger-pointing exercise, but this analysis aims to drill down on the tactical execution
questions rather than assign blame.
It is noteworthy that there was almost no finger pointing by those interviewed.
Respondents took responsibility for their own misjudgments and failures and
expressed genuine hope for the coming political cycle. Not one person interviewed
was ready to throw in the towel.
There are early signs that the seeds of the BC NDP’s defeat have already been sown.
Nearly everyone who participated in this review was eager to begin preparation for
the 2024 election campaign. This document presents lessons learned from the last
campaign and provides insight into the BC Liberal Party’s renewal, reimagining its
place in BC political life.

METHODOLOGY
This report employs a dual-methodology approach using both a mass survey and
individual interviews.
The survey was sent to over 3,000 BC Liberal Party volunteers, staff and candidates.
There were 821 respondents and the survey was weighted on a regional basis. This is
a strong response rate for this sample size.
Overall results from the quantitative study are considered accurate to +/- 3.4%, 19
times out of 20.
Figures in the graphs representing quantitative findings may not add up to 100% due
to rounding.
Nineteen qualitative interviews were conducted with HQ staff, candidates, former
party strategists, campaign managers and senior party officials. These interviews
were conducted by video conference or telephone and the conversations lasted
between 30 and 60 minutes.
Thank you to everyone who took the time to participate in this important process.

CIRCUMSTANCES OF THE ELECTION
Among participants, there was universal acknowledgment that the circumstances of
the 2020 BC election were less than ideal.
In the fall of 2020, Premier John Horgan and the BC NDP were at a high point in their
popularity. Heading into the fall season, the BC NDP raised twice as much money as
the BC Liberals, and the public was broadly satisfied with the government’s pandemic
response at that time. Media in the province were perceived to be friendly toward
Horgan and his inner circle, and broadly dismissive of the BC Liberal Party and
Andrew Wilkinson.
Given the state of public health measures in response to the COVID-19 pandemic,
there was limited ability to conduct public events, recruit and mobilize volunteers, or
do anything that could create a sense of political momentum. Other elections that
occurred during the pandemic in 2020, notably in New Brunswick and Saskatchewan,
showed a huge advantage for incumbent governments.
Horgan had control over the timing of the election and he timed it opportunely for the
BC NDP. It was an effective political calculation.
“It’s not rocket science to know that the NDP and Horgan had a huge
advantage to have the campaign and election when it was held. They
were constantly in the media regarding health issues and it was
difficult for Wilkinson to break into that conversation. Wilkinson and
the BC Liberals handled the campaign as well as could be expected
given the circumstances.” - Survey respondent
In interviews, the question arose whether the election was winnable. Most senior staff
interviewed felt that by the time the election was called, it probably was not.
However, many felt that the BC Liberals could have retained more of their seats with a
different strategy, message and leadership style.
There was also a general perception, in both the survey comments and in interviews,
that the leadership team could have better anticipated the election call.
“The party should have been more prepared for the election call.
Horgan was tough. He took advantage of COVID and the perceived
weakness of BC Liberals.”- Survey respondent

INTERNAL CAMPAIGN DYNAMICS
Overall, staff on the central campaign reported that their teams functioned fine, were
cohesive, and effectively did their jobs. Nobody described a major system failure or
oversight that impacted the execution of the campaign. While some staff described
minor personality conflicts, none seemed particularly serious or out of place in the
context of a high-pressure election campaign.
“The war room and stakeholder engagement teams worked hard to
engage without actually being able to engage with people outside of a
normal campaign environment. As a member of the central team, I can
easily say that the campaign did everything they could to work within
the confines of public health restrictions.”- Survey respondent
During a regular campaign, staff work side-by-side, share meals and socialize.
Natural interaction helps build a strong cohesive team. The absence of this in-person
experience likely resulted in missed opportunities to bounce ideas off each other in
real time and may have lead to slower rapid-response times.
At the local level, despite other problems, people – particularly in target ridings – felt
supported by the central campaign. Requests were dealt with in a timely manner,
communication from the centre was clear and at an appropriate cadence and
professional and relevant campaign materials were provided promptly.
Some ridings reported that field organizers/regional campaign managers were
overextended but were doing the best they could with the available resources.

PREPARATION & ELECTION TIMING
There was a general acknowledgement, both at the local and central campaign levels,
that some elements of the party were caught off guard by the election timing.
While many staff argued correctly that Horgan was setting up for a fall election, others
thought it was a bluff right up until the end. More than one person on the central
campaign admitted to this misjudgment and felt that it might have had a material
impact on the campaign.
“The BC Liberals should have been working harder. There is no defense
for the lack election preparedness. When in opposition, you should
always be ready for an election.”- Survey respondent
Specifically, for lower priority ridings, it was noted that candidate packages were
delayed until weeks into the campaign and the party was left scrambling to recruit the
last batch of candidates.
There was also a perception that a small number of these delayed nominations were
waiting for the writ to drop before holding nominations so star candidates could stand
for election.
Some senior officials expressed that some senior incumbent MLAs didn’t take the
election threat seriously and hadn’t done enough fundraising by the time the fall of
2020 arrived.
However, no interviewee felt that this miscalculation would have changed the ultimate
result. A few more weeks or months of preparation may have saved a few marginal
seats, but it would not have been enough to ultimately turn the tide.
Target ridings are those internally earmarked for additional resources because based
on party data, the party is within reach of winning the seat with concerted effort.
These are the seats required to rise from the current seat count to a number that will
form a stable government, identified through polling and other research.
In the survey, respondents in target ridings were more likely than those in non-target
ridings to report that they felt unprepared. This may be part of the reason the BC
Liberal Party underperformed in these seats.

PREPARATION & ELECTION TIMING (CONT.)

“Some winnable seats were lost due not recognizing the Greens/
Conservatives are actually the most threatening competitors in some
ridings. We can’t stick to a one-size-fits-all approach.”
- Survey respondent

TRAINING
Respondents generally felt they had adequate training to carry out their jobs at the
local level.
In ridings where there was a BC Liberal victory or close result, respondents expressed
satisfaction with the degree of training. This result indicates that the central campaign
did a good job prioritizing training in those ridings which were most likely to be
competitive.
In interviews, participants on more than one occasion noted that new campaign
managers felt overwhelmed and could have used more preparation. While this is not
an uncommon sentiment from those working day-to-day on elections, the pandemic
made in-person training opportunities scarce and necessitated inexperienced
campaign managers relying on virtual materials to learn the ropes. However, there
seemed to be an understanding that the central campaign did the best it could, given
the health restrictions and compressed timeline of the campaign.
There was a noted lack of campaign managers, meaning some people were
responsible for managing more than one riding. This was less than ideal and should
not be repeated in 2024.
Campaign managers always have an extremely stressful and difficult job. Several
interview participants felt that more frequent training and mentorship opportunities
should be made available to those who may end up in the role.

TRAINING (CONT.)

VOLUNTEER RECRUITMENT
The pandemic made volunteer recruitment and motivation extremely difficult. The
social aspect of a campaign is often the glue that holds a local team together. Absent
the ability to gather a group of people together to phone bank and then socialize over
beer and pizza, many people opted to sit the election out or simply weren’t asked to
participate.
“I requested to work as a volunteer and asked for a lawn sign multiple
times. No one contacted me. I have volunteered on campaigns over
the past 20 years. Perhaps, that is why Liberals lost, they did not
communicate well given the COVID restrictions.”
- Survey respondent
In interviews, participants on more than one occasion noted that new campaign
managers felt overwhelmed and could have used more preparation. While this is not
an uncommon sentiment from those working day-to-day on elections, the pandemic
made in-person training opportunities scarce and necessitated inexperienced
campaign managers relying on virtual materials to learn the ropes. However, there
seemed to be an understanding that the central campaign did the best it could, given
the health restrictions and compressed timeline of the campaign.

VOTER IDENTIFICATION
As in previous campaigns, the BC Liberals relied heavily on paid callers to identify and
mobilize voters. Unlike previous years, the lack of door-knocking and in-person events
meant that these calls were the only line of direct contact many voters had with the
BC Liberal campaign.
“Recognizing that voter contact is key, I would have liked to see more
of a push from central for campaigns not to shy away from doorknocking. I believe there was and is a safe way to knock on people’s
doors and talk to them from a distance.”
- Survey respondent
Overall, local campaigns gave the central campaign high marks when it came to
voter identification. In the Interior, Fraser valley and Northern BC, well over 60% of
respondents felt that their campaigns had the tools and resources needed to find their
voters.
The lowest level of satisfaction was in Vancouver, where only 41% of respondents felt
that they had everything needed to feel supported in their voter ID efforts.

VOTER IDENTIFICATION (CONT.)
In interviews, respondents did not blame the central campaign for the lack of
identified voters in lost ridings. They felt that the mechanics of voter ID worked as
they should have and that the lack of supporter motivation and turnout could be
blamed on other factors.

THE PLATFORM
The average voter does not read the platform of each political party cover-to-cover,
weigh the pros and cons, and then make a rational, informed, decision on their vote.
Platforms are used to market broad policy directions to attract a coalition and sell the
party’s message.
While platforms are not the sole determinant of a successful campaign, they provide
an opportunity for the leader to demonstrate his or her values and drive campaign
coverage toward specific issues.
In interviews, most people were accepting but unenthusiastic toward the BC Liberal
policy platform. Many senior staff argued that the platform attempted to put forward
a serious plan for post-pandemic economic recovery. Local campaigns reported
that the policies contained therein were uncontroversial with their voters and did not
represent a liability while campaigning.
“Create a platform that represents what British Columbians actually
want. I feel like this platform did not connect with either party
members or voters at large.”
- Survey respondent
In the survey, positive views about the content of the platform were correlated with
the success of the individual riding. In Vancouver, where the party lost significant
support, the platform was viewed most negatively, with only 30% of respondents
saying that the platform reflected their priorities. In ridings where the BC Liberals won,
this number rose to 58%.
“Do not fall into a trap of rolling out the same ideas. The demographics
have changed immensely, and people have new concerns not strictly
related to the economy. Be fresh, come up with new ideas, don’t
redecorate old ideas with new names.”
- Survey respondent
However, even in ridings where the BC Liberals won, many respondents felt that the
platform did not do a good job of “understanding the problems of everyday British
Columbians.” This illustrates an interesting disconnect between what BC Liberal
activists feel are their personal values versus the values they perceive are held by the
wider voting public.

THE PLATFORM (CONT.)

THE PLATFORM (CONT.)
One generally agreed-upon criticism of the platform was that it was announced too
late to be utilized effectively. People on the ground felt that they could have used
some of the policy items well in advance to build support in their constituencies.
In terms of the individual policies, the clear winner among respondents was ending
the ICBC monopoly. Surprisingly, removing the PST for one year was the most
controversial, and creating a “fair tax commission” to review all provincial taxes was
seen as the least compelling.

COMMUNICATIONS MATERIALS & ADVERTISING
In the survey, reviews were mixed on the effectiveness of the communications
materials produced by the central campaign.
Predictably, in places where the BC Liberal Party retained their seats, local campaigns
were more satisfied than not with campaign materials. Inversely, in places where the
result was a disappointment, campaigns were more likely to express dissatisfaction
with the communication products provided by the central campaign.

When it came to advertising, interviewees were split on the effectiveness. Some
individuals from the Lower Mainland felt that the ads were too geared toward rural
and suburban voters and ceded too much ideologically and geographically to the NDP.
Those respondents felt that the overall image portrayed in the ads and tour events
was too conservative and too rural for a party looking to gain support in the Metro
Vancouver area.
However, one official on the central campaign reported that much of this was a
deliberate, “furniture saving” strategy to prevent a broader collapse of the BC Liberal
vote. Very early on, it became apparent that the party was going to lose seats, and
thus, the “pick-up trucks and blue jeans” strategy was employed to shore up the rural
base. Some felt that this strategy, while painful, ultimately worked in preventing a

COMMUNICATIONS MATERIALS & ADVERTISING (CONT.)
worse electoral defeat.
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In terms of execution, staff reported that recall of BC Liberal advertisements was very
good compared to the NDP – it just wasn’t enough to move the needle. Officials also
suggested that although they were outspent on broadcast by the NDP, that they didn’t
feel they lacked resources in this area.
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COMMUNICATIONS MATERIALS & ADVERTISING (CONT.)
During the writ period, it has been reported that the BC Liberals significantly outspent
the BC NDP on online advertising. However, in the pre-writ period, the NDP spent
significant sums of money, blanketing social media with advertisements, mostly
uncontested. Some felt that the pre-writ BC NDP advertising may have been a major
factor in shoring up support for Horgan.
It was also noted that there is a void in third party advertisers who support the BC
Liberals. While some aligned groups exist, these entities don’t compare in size and
scale to the union-backed campaigns supporting the NDP.

SOCIAL MEDIA
In any election – but especially during a pandemic – political discourse is primarily
shaped by what happens online. Journalists often take the temperature on any
particular issue from a small group of influencers on Twitter and file their stories
accordingly. There was a sense among campaign staff that the press gallery
was already cozy with the Horgan campaign and unlikely to ask too many difficult
questions unless a major controversy was to erupt.
The type of people who are active and influential on Twitter tend to be younger, urban
members of the professional/managerial class. Unfortunately for the BC Liberals, this
is a group of people who tend to support the BC NDP.
Survey participants and interviewees pointed out how the BC Liberals were outflanked
online and lost the political arguments before stories were even written. Survey
participants reported that they were “visually bombarded” with BC NDP content online,
both organic and paid.

SOCIAL MEDIA (CONT.)
Reviews were mixed on the overall social media support from the central campaign.
Most felt that they were being outflanked by the NDP online, with many saying social
media was a major factor in the BC Liberal defeat.
“The campaign could have used technology more strategically
to connect with voters, i.e., different virtual events with the local
candidates and the leader rather than relying on the news media to
pick up where the leader was that day.”
- Survey respondent
Inversely, senior officials claimed that some MLAs were incapable or unwilling to
build their presence online, instead believing that they would be elected based on their
reputation alone.
One participant suggested a return to the 2013 strategy of curating and coordinating
a large group of BC political social media influencers to help shape elite public opinion
on Twitter.

EARNED MEDIA
Respondents from both local and central campaigns felt that the media strategy was
ineffective and lacked focus.

Multiple interviewees described a difficult media environment, with the press gallery
left with a small number of overworked journalists who were uninterested in reporting
on BC Liberal announcements. Most reporters rightly focused on the more substantial
news of the daily COVID-19 briefings from Dr. Bonnie Henry in the lead up to and
throughout the campaign.
Some officials felt that throughout the summer and fall, the BC NDP were cynically
using Dr. Henry to shield themselves from criticism of the pandemic response. They
described a situation in which legitimate concerns over government policy existed,
but MLAs didn’t want to be seen as undermining or attacking Dr. Henry or the public
health effort.
Being the opposition during a major crisis meant that very little the BC Liberals said
or did would ever merit a headline. Even when Premier Horgan called a nakedly
opportunistic election in the middle of a pandemic, he experienced very few
consequences from the media or public. An examination of available opinion polling
confirms this.

EARNED MEDIA (CONT.)
As one lower mainland candidate put it:
“... to change government in the middle of a real crisis requires
extreme dissatisfaction with the status quo. That simply did not exist.
We never stood a chance with the media or the public under these
circumstances.”

TOUR & EVENTS
In a normal election campaign, high-energy political rallies are used to communicate a
sense of excitement and momentum.
In addition to being a signal to the media and broader public, events also act as
a morale boost for overworked candidates and campaign staff in the middle of a
grueling schedule.
During the pandemic, such events were very difficult to conduct. Social distancing
rules meant that the only types of rallies that could take place involved people being in
their vehicles.
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These events contributed to a view by some that the campaign was too focused on
rural imagery. One senior staffer pushed back on this, saying that there were many
different types of events but that the media tended to focus on the truck rallies
because they made for interesting photos/video.

TOUR & EVENTS (CONT.)
Site visits, normally the bread-and-butter of the day-to-day campaign tour schedule,
were extremely restricted. Press availabilities were generally held outdoors with
camera/mic operators present but no journalists. Reporters would ask their questions
over the phone, and then the leader and/or candidates would respond. The tour team
also described problems with getting cooperation from local campaigns connecting
them with willing business/organizations to host campaign events.
Here is an example of a typical press availability setup provided by a staff member:
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Sentiments among local campaign staff were divided on the effectiveness of events
planned by the central tour team. In winning ridings, around half felt that they helped
create media coverage for the local campaign.

TOUR & EVENTS (CONT.)

CRISIS MANAGEMENT
The biggest communications challenge of the election was the handling of the
controversies surrounding Laurie Throness and Jane Thornthwaite.
“The campaign got sidetracked by issues relating to internal party
decisions. The issues that surfaced should have been dealt with in a
far more decisive way. The hesitancy to deal with these issues was a
missed opportunity.” - Survey respondent
There was a sense early in the campaign that Premier Horgan did not have a
satisfactory explanation for why he called an election. Further, his appointment of
Nathan Cullen to lead a riding which was supposed to be reserved for “equity-seeking
individuals” was causing real consternation among progressive voters. Horgan’s
answers didn’t make any sense, and some on the BC Liberal campaign felt that there
was a real opportunity to chip away at his lead.
However, any sense of momentum the campaign had was stalled when the
Thornthwaite and Throness controversies hit the news.
Opposition research deployed by the NDP effectively took over the news cycle and
pushed the BC Liberals off message. The twin controversies were easy for the public
to understand and difficult to quickly move past. To summarize the controversies:
On October 10, 2020 a Vancouver podcaster posted a leaked video of a semi-closed
virtual Zoom event, billed as a “roast” of former BC Liberal MLA Ralph Sultan. In the
video, Thornthwaite is seen making offensive comments about BC NDP MLA Bowinn
Ma. A number of other BC Liberal MLAs, including Andrew Wilkinson, are seen in the
video, witnessing the offensive comments. Ma reacted immediately, condemning
the video and expressing outrage at the comments. Other political commentators,
candidates and leaders did the same. Wilkinson publicly chastised Thornthwaite but
did not remove her as a candidate.
The Laurie Throness affair was more drawn out. Controversy surrounding his
candidacy started early in the summer, as media articles pointed out that he was
one of several BC Liberal MLAs who had taken out ads in a magazine which had
expressed opposition to curriculum in public schools that dealt with sexual orientation
and gender identity. In response to the media coverage, Wilkinson condemned the
views expressed in this publication and prohibited MLAs from advertising there in
the future. Throness then openly defied the edict, proclaiming that he would continue
advertising in the magazine. On October 14 at an all-candidates meeting, Throness

CRISIS MANAGEMENT (CONT.)
compared contraception to eugenics, setting off a media firestorm. The next morning
Wilkinson accepted Throness’ resignation.
Some people interviewed felt that Throness should have never been allowed to run
in the election. His controversial views on gay rights and abortion were not shared
by the leadership or staff of the BC Liberal Party and did not represent the political
agenda they were pursuing.
Officials said that the party’s tolerance of his behaviour resulted from a fundamental
tension which exists within the BC Liberal Party and most other centre-right parties
in Canada. There is a belief, correct or otherwise, that alienating socially conservative
Christian voters will make it impossible to assemble a winning coalition.
Others, particularly from Lower Mainland ridings, argued that associating with social
conservatives alienates far more voters than it gains. They pointed out that the
province is becoming more progressive on social matters, with even traditionally
conservative ridings starting to fill up with progressive-minded ex-urbanites fleeing
the city for affordable real estate.
It was generally agreed upon that Wilkinson should have removed Throness as
a candidate earlier than he did. Once the early controversies started bubbling up,
some advocated for a more decisive response to limit the damage to one or two
news cycles. They felt that Wilkinson waited far too long to oust Throness and did
significant damage to his own brand as a result.
“It’s easy to Monday-morning-quarter-back something like this in
hindsight. Overall, I think the leader was hamstrung by many issues
outside of his control. In an effort to maintain the coalition, Andrew
was oftentimes not as decisive as he could’ve been and erred on the
side of caution one too many times.”- Survey respondent
A different criticism was levelled in the handling of the Thornthwaite episode. While
it was understood that Wilkinson should have immediately apologized for his silent
acquiescence on the Sultan zoom meeting, some felt that his public dressing down of
Thornthwaite was similarly unhelpful.
One senior strategist suggested that Wilkinson’s comments on October 13 that Jane
“made a fool of herself” may have done more to harm his image in the eyes of women
than the initial controversy. They felt that Wilkinson should have delivered his own
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unqualified apology and simply moved on after her initial response.
“There was inconsistent treatment of ‘trouble making’ candidates
like Jane Thornthwaite and Laurie Throness. Leadership was needed
to get out ahead of these controversies. Instead, they permeated, and
commentary ensued for hours or days before adequate responses.“ Survey respondent
It is clear that these controversies and the way they were handled did material harm
to the campaign effort.

PERCEPTIONS OF THE LEADER
As with any unsuccessful election campaign, the leader bears ultimate responsibility
for the outcome – a responsibility Wilkinson readily accepts.
While it is not particularly useful to rehash criticisms of his character or actions, it is
noteworthy that many people felt that Wilkinson struggled to come across well on
television and online video. People reported that in one-on-one situations, Wilkinson
came across as thoughtful and empathetic – someone who strove to understand
complex problems and solve them. However, a common refrain was that on screen,
Wilkinson came across as “stilted,” “combative” and “uncomfortable.”
Some of this may be fair comment, but as one strategist pointed out:
“...when you are winning, everything you do is interpreted as being
done from a position of strength. You look like a leader. When you are
losing, the opposite is true. All moves look desperate, and you look
weak no matter what you do.”
Predictably, survey respondents did not have strong reviews of Wilkinson’s
performance on the campaign. Even in places where the BC Liberals did well,
participants expressed broad dissatisfaction with his leadership.

PERCEPTIONS OF THE LEADER (CONT.)
Some of the written responses in the survey centred around Horgan being more
approachable than Wilkinson and beating him on the “would like to have a beer with
this guy” test.
Not all comments were negative. Many people were sympathetic to the
circumstances of the campaign, felt that Wilkinson would have made a great premier
and did the best as could be expected.
However, even among his biggest fans, there was a general sense that he did not
possess some of the intangible qualities that would be required for someone to break
through under such difficult political circumstances.
“He is an excellent speaker and would have made a good leader. I
think he needed more time in advance to inform the public of who he
was and what he stood for. We didn’t see enough or hear enough to
get to know him, to realize his qualifications and skill set.” - Survey
respondent

LESSONS LEARNED
Many respondents had suggestions for how to improve the party and its campaign
operations. Some of them were innovative, others unconventional, and many more
were common-sense ideas. They included comments like:
“Be ever-present, reach out at a grassroots level, constantly educate
voters, not just before an election. Be visible and outspoken on
social media, print media, radio and TV. Go door-to-door, or have
representatives do so, and keep up with each riding’s primary and very
different issues and address them head-on. Don’t try to use last-minute
gimmicks to win undecided voters.”
“Let’s get candidates selected well in advance of the election and
trained over a few years to go into battle. Have a pool of potential
candidates going through a “candidate training program.”
“We will need to be an innovative, practical, centrist, big-tent party to
win.”
“Roll up your sleeves and get to work right away. Seriously take
on rebuilding! Don’t be afraid to take on the tough questions and
challenges. Hold our MLAs accountable for their past & present
discretions. Clean house, change the mediocre mentality of the old
guard. Engage the membership and trust your riding association
volunteers who work in the field every day. Be available to everyone!”
Out of the survey and interview process, a number of themes emerged and some
common sense suggestions were made. We wanted to include them in this
document, in no particular order:
•

Invest substantial time and money into recruiting young people and revitalizing
campus clubs
The volunteer pipeline is running dry, and the only way to replenish it is with
young, energetic activists. Traditionally, campus clubs have been the best places
to recruit and develop young talent. This requires a real investment of time and
money to do properly. Staff and budget need to be committed to the effort if the
party is serious about this.

LESSONS LEARNED (CONT.)
•

Build a multi-year training program for prospective candidates and campaign
managers
This needs to be undertaken earlier in the political cycle and with more
intensity and depth. The BC Liberals lean heavily on a cadre of experienced
political operators, but they are not enough. New people need to be identified
and transformed into political professionals with mentorship and training
opportunities. This should not be left until the six months leading up to an election.

•

Set clear, enforced targets for incumbents when it comes to fundraising,
volunteer recruitment and voter identification
MLAs cannot rest on their laurels between election campaigns. With the new
donation rules, fundraising cannot be an afterthought. Clear expectations need
to be set for incumbents on a year-by-year basis, ensuring that their riding
associations are hubs of activity rather than empty, moribund organizations
activated once every four years.

•

Consider communicating some marquee platform items well ahead of the
campaign
This suggestion is subject to the context of whatever is happening in 2023/2024,
but the principle is valid. It is difficult to build a constituency around a policy item
if there are only a few weeks to communicate it. It will take time to reach and
convince new pools of voters. Communicating an appealing policy agenda ahead
of time is one way of doing that.

•

Invest time and money in revamping the “Digital Influencer” program
In 2013 the “Digital Influencer” team had regular communications, events and
seminars, which allowed for a semi-informal group of online pundits to work
together in order to shape the public discussion, mostly on Twitter. This was a
successful project and it is worth revisiting.

LESSONS LEARNED (CONT.)
•

Conduct research into new branding reflecting the values and aspirations of
persuadable voters in BC
While most of the old language was officially shed, it still ended up in local
campaign materials and talking points in the last campaign. The BC Liberal Party
needs to update its language so that it sounds accessible and responsive to the
needs of ordinary people.

•

Undertake an internal review and reform of the BC Liberal Party nominations
process
Some participants expressed confusion with how the nominations process
was supposed to proceed and others said that more energy needed to go
into recruiting and supporting candidates. Clear guidelines need to be laid out
explaining when, why and how candidates will be appointed without a nomination.

•

Consider setting up an initiative to identify and foster talented elected officials
serving at local levels of government
Talented elected officials may be serving at the local levels of government,
including municipal councilors or school board trustees. Take steps to engage and
recruit candidates at these levels who have a track record of making a difference
in their communities and hold values the BC Liberals espouse.

•

Redouble efforts to recruit and foster talent from diverse backgrounds
The party is perceived by many as lacking diversity – fairly or unfairly. The BC
Liberals need to recruit, listen to, and elevate British Columbians of every gender,
sexual orientation, religion, ethnicity, and economic background. The province has
changed, and so should the BC Liberals.

