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 This is Exhibit “11” to the Affidavit of Michel 
Cormier of Grande-Digue, New Brunswick,
affirmed remotely before me at the Town of 
Newmarket, in the Province of Ontario, on this 
6th day of September, 2021, in accordance with 
O. Reg. 431, 20, Administering Oath or 
Declaration Remotely. 

 __________________________________ 
 A Commissioner, etc. 
 Julie Peacock-Singh 
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Guiding principle for accreditation of media organizations 
and journalists at the leaders’ debates 

Leaders’ Debates Commission 

October 3 2019 

The Commission’s role 

The Leaders’ Commission has agreed, after discussion with the CDPP, the media group 
that producers the debates, to be responsible for the accreditation of journalists and 
media organizations that will cover the debates. 

In doing so, the Commission has turned to two institutions with experience in this type of 
event: the Summit Management Office of Global Affairs, which is tasked with managing 
the accreditation process and the Parliamentary Press Gallery, which provide logistical 
advice on participation guidelines and logistical issues. 

Ultimate decision-making in the accreditation rests with the Commission.  

Principles and guidelines 

The Commission has received a considerable number of accreditation requests, around 
200 for the English debate and 150 for the French debate. These represents a various 
types of media. 

In its consideration of these accreditation requests, the Commission has produced the 
following statement of principle, in consultation with the Secretariat of the Parliamentary 
Press Gallery: 

Journalistic independence is fundamental to the Commission. In order to protect this independence, the 

Commission has asked the Parliamentary Press Gallery Secretariat to be involved in media accreditation 

and to provide support and guiding principles. The Commission respects and maintains that accreditation 

will be granted to recognized professional media organizations. 

00116
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This statement establishes clearly that the Commission will accredit journalists and 
media organizations that respect the recognized norms of independent journalism. It 
precludes media organizations that engage in advocacy and political activism.  

Communication decisions 

In communicating its decision to journalists or media organizations that will not be 
admitted to the debates, the Commission, in keeping with its mandate of transparency, 
will explain its reasoning clearly. 
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This is Exhibit “12” to the Affidavit of Michel 
Cormier of Grande-Digue, New Brunswick,
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O. Reg. 431, 20, Administering Oath or 
Declaration Remotely. 

 __________________________________ 
 A Commissioner, etc. 
 Julie Peacock-Singh 
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Message from the Debates Commissioner  

Democracy matters. But there are worrying currents in societies around the world, including Canada. In 

2018, Canada became a ‘distruster nation’ for the first time in the history of the two-decade-old 

Edelman Trust Survey, meaning a majority of the population did not trust government or media for 

public policy and news.1 While Canada did modestly better in the 2019 survey, we are still not what 

Edelman would call a ‘truster nation.’ To combat this, we must assert that democracy and trusted 

democratic institutions matter: we must also make sure that they are robust. In doing so, we build trust. 

Complacency is our greatest enemy.  

Debates count. Leaders’ debates play an important role in Canada’s democracy. They foster 

conversation, encourage engagement, and inform the electorate. They offer a rare chance to learn 

about each other, the people who want to lead our country, and the policies they intend to implement.  

Debates are a chance to see leaders together on one stage, challenging each other’s ideas and opinions, 

and inviting us to do the same.  

Debates are a window into the world of others. As the way we communicate and consume information 

changes, we can become isolated from opinions outside our own. We believe debates allow us to break 

this bubble and learn about a variety of issues, from a variety of perspectives. 

Debates are something we can participate in together, an opportunity for citizens to come together: to 

watch or listen to the same thing, at the same time and to gain an understanding about the issues at 

hand, what they mean to Canadians, and the changes our potential leaders propose. We believe that 

this collective experience leads to engagement and further conversation.  

The Leaders’ Debates Commission was created in the lead up to the 2019 election.  

Our mandate was two-fold:  

1. Ensure that two high quality and informative debates were made accessible to Canadians from 

coast to coast to coast; and  

2. Assess whether Canadians are well served by a Commission responsible for their delivery and 

advise on how debates can be more effective. 

The following sections report on what we accomplished, what we learned, and provide a roadmap for 

future debates. 

  

1 https://www.edelman.com/sites/g/files/aatuss191/files/2019-
03/2019_Edelman_Trust_Barometer_Global_Report.pdf?utm_source=website&utm_medium=global_report&utm_campaign=downloads 
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I have been privileged to serve as the Commissioner for the 2019 Leaders’ Debates Commission and pay 

tribute to an extraordinary staff and advisory board as well as a wide range of operating partners and 

stakeholders for carrying out this pilot project. We delivered two debates that reached and engaged 

Canadians like never before. More than half of the electorate tuned in to watch one of the two 

leaders’ debates in the 2019 federal election. These debates counted: they were key moments that 

helped Canadians cast informed votes. Not only do debates count, they are a pivotal moment in an 

election campaign. They need to happen in every election, and they need to ensure that the public 

interest is paramount. They help us understand that democracy matters. 

David Johnston 
Debates Commissioner 
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Section 1 – Implementing the Commission’s mandate  

The Leaders’ Debates Commission (“the Commission”) was created to ensure debates serve the public 

interest and are predictable, reliable, and stable. The Commission’s mandate was to organize two 

leaders’ debates, one in each official language, and to submit a report to the Minister of Democratic 

Institutions who will table it in Parliament. This report is to analyze the Commission’s 2019 experience 

and make recommendations about how debates should be organized in the future.  

Traditionally, leaders’ debates were organized by a consortium of the country’s main television 

networks. Debates were considered journalistic exercises: the media determined the format, themes, 

questions, moderators, participation criteria, promotion, and distribution of the debates. Prominent and 

trusted political journalists usually moderated the debates, although this role was occasionally entrusted 

to respected public officials such as university presidents or judges.  

The creation of a public body changed this model. By mandating a Commission to organize two leaders’ 

debates, the Government indicated it wanted to reduce the possibility that negotiations between the 

political parties and the television networks would fail to produce debates, or produce debates with 

limited public reach. It also stated it wanted to bring more predictability and permanence to the debates 

as a forum for unfiltered information. Debates thus became a public trust delegated to an independent 

Commission. The Commission, and by extension, the producer it selected to organize the debates, 

became custodians of this public trust. Debates became an integral part of the democratic process, a 

public institution with a public trust to be protected. 

The creation of the Commission also responded to a number of recurring criticisms of leaders’ debates 

in Canada: first, that the criteria used to decide which party leaders could participate were not always 

publicly known nor transparently applied; second, that party leaders would sometimes use their 

participation as a bargaining chip in negotiations, in some cases preventing debates from 

being organized.  

After the 2015 election, which did not have a national English-language debate with broad reach, the 

Minister of Democratic Institutions received a mandate to “bring forward options to create an 

independent commissioner to organize political party leaders’ debates during future federal election 

campaigns.”2 The Minister, supported by the Institution for Research on Public Policy, launched a 

consultation process that included roundtable meetings in Halifax, Montreal, Toronto, Winnipeg, and 

Vancouver.3 The House of Commons’ Standing Committee on Procedure and House Affairs (“PROC”) 

heard from 33 witnesses in late 2017 and early 2018 and reported in March 2018.4 Both of these 

processes recommended the creation of a commission to ensure that debates served the 

public interest.5 

  

2 https://pm.gc.ca/en/mandate-letters/archived-minister-democratic-institutions-mandate-letter-0 
3 http://irpp.org/wp-content/uploads/2018/04/Creating-an-Independent-Commission-for-Federal-Leaders-Debates.pdf 
4 https://www.ourcommons.ca/Content/Committee/421/PROC/Reports/RP9703561/procrp55/procrp55-e.pdf 
5 “The Creation of an Independent Commissioner Responsible for Leaders’ Debates” contained a dissenting opinion indicating that the Official 
Opposition did not support the report’s recommendations. 
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The Commission was created through Order in Council P.C. 2018-1322 (“OIC”) and mandated to organize 

“effective, informative, and compelling” debates that are accessible to as many Canadians as possible.6 

David Johnston was appointed Debates Commissioner in November 2018. In accordance with the OIC, 

the Commissioner appointed a seven-person Advisory Board in early 2019 to reflect, as the OIC 

stipulated, “gender balance and Canadian diversity” and “a range of political affiliations and expertise.”7  

The Advisory Board met in person or by teleconference 12 times over a 13-month period. The 

Commission’s work was supported by a secretariat of six full- and part-time staff. The debates 

themselves were produced by the Canadian Debates Production Partnership (“CDPP”), following a 

Request for Proposals (“RFP”) issued in May 2019. 

A budget of $5.5 million was provided by the Government for the 2019 election cycle. As a public entity 

established under the Financial Administration Act, the Commission’s management practices followed 

core public sector standards related to personnel, finance, procurement, accommodation, and 

reporting. While fully independent in its decision-making, the Commission received administrative 

support from the Privy Council Office. The Commission also received website and media expertise from 

Global Affairs Canada’s Summit Management Office. We are grateful to both for their valued support.  

The Commission’s work covered nine phases: 

• appearing before PROC and consulting with political parties and over 40 stakeholders with

backgrounds in democratic participation, debates, and the media

• establishing a seven-person advisory board, whose involvement covered the full range of the

Commission’s mandate

• developing a statement of work and the design of a two-stage RFP process to select the

debates producer

• launching the Commission’s website and creating over 50 communications products (videos,

infographics, press releases etc.)

• developing an outreach program to:

o share information and toolkits about the debates

o undertake debates participation programs with non-governmental organizations involved in

democratic development

o facilitate the hosting of debate viewing experiences with 25 Cineplex theatres across the

country, the WE Global Learning Centre in Toronto, the Halifax Public Library, and the

McNally-Robinson Bookstore in Saskatoon

6 See Appendix 1 for the full text of the OIC. 
7 See Appendix 2 for the Advisory Board’s terms of reference.  
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• interpreting the debate participation criteria provided in the OIC  

• supporting the debates producer as required to produce the debates, 

including media accreditation  

• consulting with stakeholders, conducting research, and hosting a January 2020 workshop on the 

future of debates in Canada  

• producing a final report, drawing on survey responses, interviews, and research on international 

debates organization, carried out in consultation with academic partners 

The Government specified that the Commission’s report would inform whether and how a publicly-

funded entity would continue to organize leaders’ debates. This phased approach recognized that, in 

looking around the world, Canada’s Commission is a rare experiment. Few democracies have election 

debates that are organized by a public entity solely dedicated to this purpose. Countries such as the 

United Kingdom and Australia have been attentive to our 2019 experience for potential application in 

their jurisdictions.8  

The following section reviews whether we have fulfilled our mandate and whether a publicly-funded 

entity should continue to organize leaders’ debates in Canada.  

 

  

8 https://www.prospectmagazine.co.uk/politics/election-debates-case-for-independent-commission-johnson-corbyn  

https://www.electoral-reform.org.uk/what-can-we-learn-from-canadas-leaders-debate-commission/  
https://blogs.lse.ac.uk/medialse/2019/11/05/the-backroom-deal-between-the-conservatives-labour-and-itv-proves-it-the-uk-needs-an-

independent-debate-commission/ 
https://www.aspistrategist.org.au/australias-election-silences-show-need-for-mandatory-debates/ 
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Section 2 – Principal findings & recommendation 

The OIC provided several objectives for the Commission: 

1. Debates should be “effective, informative, and compelling”

2. Debates should be accessible to as many Canadians as possible

3. Debate invitations should be made on the basis of “clear, open, and transparent

participation criteria”

4. Debates should be organized to serve the public interest

Additionally, in its 2019-2020 Departmental Plan, the Commission indicated it would measure the 

degree to which Canadians are aware of, and have access to, debates that it organized. 

To review whether the Commission and its debates succeeded in achieving these objectives, we studied 

the 2019 leaders’ debates. This included contracting independent research institutes at the Universities 

of Toronto and British Columbia. One of the primary resources available to these research teams was an 

analysis of survey responses conducted through the Canadian Election Study (“CES”). The survey 

included a range of questions to assess the success of the Commission’s debates with the purpose of 

determining what citizens expected and got out of the debates.9 We also sought feedback on alternative 

debate formats, and conducted research on the history of election debates in Canada and around the 

world.10 After the election, the Commission consulted 28 stakeholders11 and hosted a workshop with 18 

participants to solicit feedback from academics, civil society members, and think tanks with expertise on 

the topic of debates.  

2.1 Were the debates effective, informative, and compelling? 

Evidence indicates the Commission’s debates served as a focal point for the 2019 election campaign, 

drawing substantially more viewers than debates in previous campaigns. Over 14 million Canadians 

tuned in to the English-language debate and over 5 million watched the French-language debate. 

These numbers are large, both in comparison to international and previous Canadian election debates. 

9 See Appendix 8 – Canadian Election Study – Evaluation of the 2019 leaders’ debates 
10 See Appendix 7 – Literature Review – Canada’s Leaders’ Debates in Comparative Perspective. 
11 See Appendix 3 – Stakeholders Consulted.  
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2019 Debate viewership 

.

.The total of 14,129,000 for the English debate includes radio listeners (849,000), digital viewers (3,640,031) and television viewers (9,640,000). 
As such, it is possible that the 14,129,000 could include some people who watched on more than one device at the same time. For television, 
9,640,000 is the total number of viewers over the 120-minute duration. The average minute audience was 3,900,000.  

The total of 5,023,435 for the French debate includes radio listeners (72,900) digital viewers (650,535) and television viewers (4,300,000). As 

such, it is possible that the 5,023,435 could include some people who watched on more than one device at the same time. For television, 
4,300,000 is the total number of viewers over the 120-minute duration. The average minute audience was 1,630,000. 
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2019 Digital Debate viewership 
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Stakeholders noted the debates acted as a collective experience. This feedback is especially noteworthy 

given the general declines in television viewership and increasingly fragmented media audiences. Not 

only did more people tune in to the debates, they watched for longer. The average retention rate for the 

English-language debate was 52 minutes over its 120-minute duration. This is a 6% increase from the 

last English-language consortium debate (2011). The average retention rate for the French-language 

debate was 50 minutes, a 14% increase from the last French-language consortium debate (2015).  

Moreover, not only did more people watch, the debates impacted their behaviour: nearly 60% of 

English-language viewers and nearly half of French-language viewers reported discussing the debates 

with other people. Polling done for the Commission also indicated watching the debates caused viewers 

to pay more attention to news about the federal election, to talk more about the federal election, and 

to learn more about party promises.12 

Viewership is one way to measure success, but there are other ways to measure if debates are effective, 

informative, and compelling. First, we can see the debates had an impact on social media; Twitter 

activity related to Canadian politics reached its peak for the entire campaign the day following the 

English-language debate.13 Second, citizens said the debates made a difference; an IPSOS poll indicated 

that 56% of Canadians said the leaders’ debates were important for their vote.14 Third, before the 

debates, voting intentions were largely static. They began to change around the same time as the 

debates. Although it is impossible to determine what role the debates played in these shifts, this 

evidence is consistent with other indicators of the impact of the debates. 

Initial feedback on the English-language debate was positive; the CES social media analysis found 

sentiment in the first 36 hours was favourable. However, there was an abrupt change about 36 hours 

after the debate that coincided with negative media coverage.15 The most oft-repeated criticism 

concerned the format of the English-language debate and specifically the producer’s choice of, and 

number of, moderators. 

The French-language debate, by comparison, was considered more efficient and effective. It was hosted 

by one veteran television anchor and had a simpler format. 

2.2 Were the debates accessible? 

The English-language and French-language debates were available live on 15 television networks, three 

national radio networks, and 24 digital platforms. This is unprecedented. The debates were provided in 

four accessible formats and 12 languages, including Indigenous languages. Fewer than 10% of non-

viewers indicated that their main reason for not watching the debates was because they were not able 

to access them.16 

12 See Appendix 8 – Canadian Election Study – Evaluation of the 2019 leaders’ debates 
13 See Appendix 8 – Canadian Election Study – Evaluation of the 2019 leaders’ debates 
14 https://www.ipsos.com/en-ca/news-polls/One-Week-from-E-Day-Canadians-Hearing-More-Negativity-About-Candidates-Leaders-than-Policy 
15 See Appendix 8 – Canadian Election Study – Evaluation of the 2019 leaders’ debates 
16 See Appendix 8 – Canadian Election Study – Evaluation of the 2019 leaders’ debates 
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2.3 Were debate invitations issued on the basis of clear, open, and transparent 
participation criteria? 

In 2019, the criteria were made public in advance of the election campaign, as they were included within 

the OIC. Invitations to party leaders were made public, as were the leaders’ responses.  

The Commission also made public its interpretation of the participation criteria and how they were 

applied.17 

Stakeholders generally thought the criteria were applied fairly by the Commission. There was, however, 

considerable stakeholder consensus that the criteria should not be determined by the government of 

the day and should be revised to be clearer.  

2.4 Were the debates organized to serve the public interest? 

In 2019, the overall responsibility of delivering the debates shifted from the television networks to the 

Commission. The Commission became responsible for their success or failure.  

Mindful of the importance of high journalistic standards and independence, the debates producer was 

chosen through an RFP.  

The RFP reflected the values permeated in the Commission’s mandate: inclusiveness, democratic 

education, high journalistic standards, cost effectiveness, organizational experience, and accessibility 

especially for people with disabilities, people living in official language minority communities, and 

residents of remote regions.  

The debates producer was responsible for the promotion, production, and distribution of the debates 

including: format, moderating, themes, and questions. The Commission was not present during 

negotiations with the political parties. The debates producer briefed the Commission regularly on the 

progress of negotiations and preparations for the debates. 

Post-debate consultations showed there is widespread agreement that an independent and impartial 

Commission should play an important role in ensuring the public interest is given full consideration in 

debate organization.  

  

17 See Appendix 5 for the Interpretation of Participation Criteria for Leaders’ Debates. 
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2.5 Principal recommendation: the establishment of a permanent Commission 

We believe the above findings indicate the Commission fulfilled its mandate. By the standards set out in 

the OIC, the English-language debate held on October 7, 2019 and the French-language debate held on 

October 10, 2019 achieved their objectives.  

There is also broad support for the continued existence of a Commission, provided that measures are 

maintained to ensure its independence, impartiality, and transparency. A range of stakeholders also 

concluded that a future Commission should have a more active role in some aspects of debate format. 

Entrusting the Commission with the mandate to hold two debates in 2019 may well have changed the 

nature and scope of debate organization in the future. While debates must meet high journalistic 

standards, they are more than journalistic exercises; they are democratic exercises. This change in 

perspective, which was repeated throughout the Commission’s consultations, goes beyond semantics. It 

speaks to the fact that the Commission is mandated with a public trust, and that its accountability is to 

the people of Canada. It also makes the Commission responsible for the success of the debates in their 

entirety. Given this was a first for Canada, the fact that a range of voices argued a Commission should be 

more involved in the future supports the rationale for its continued existence. 

The financial uncertainty of media organizations is another reason to consider a permanent 

Commission. In 2019, the Commission financed elements of the debates including the public venue, 

some distribution costs, interpretation, and outreach programs. Producers provided significant in-kind 

contributions related to debates promotion and production. 

We conclude leaders’ debates are important to the democratic process and should be a predictable 

feature of our election campaigns.  

With the rest of this report, we make recommendations based on our 2019 experience, to inform both 

the makeup and mandate of a future debate authority and the debates themselves. 

PRINCIPAL RECOMMENDATION: 

We recommend the establishment of a permanent, publicly-funded entity to organize leaders’ 

debates. 
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Section 3 – Beyond 2019: improving the next 
leaders’ debates  

This section provides recommendations that seek to improve the legitimacy, role, mandate, structure, 

efficiency, and cost-effectiveness of a future Commission. This permanent, publicly-funded entity could 

either take the form of the current Commission, or it could be another publicly-funded debate authority. 

For the purpose of readability, we use the term Commission.  

3.1 Appointment of a future Debates Commissioner 

In 2019, the Commission was headed by a Debates Commissioner, who was a part-time OIC appointee. 

The Government selected the 2019 Debates Commissioner, but the process did not include consultation 

with opposition parties. The Government nominated the Debates Commissioner, who then appeared 

before the House of Commons’ Standing Committee on Procedure and House Affairs to allow political 

parties to study the nominee’s credentials. Following this appearance, the Debates Commissioner was 

appointed to the office.  

Consultations following the debates revealed that this approach was unsatisfactory not only to 

opposition parties, but to a broad range of stakeholders.18 The lack of support for the appointment 

process was a significant potential constraint on the Commission’s legitimacy. Despite this, most 

stakeholders acknowledged the Debates Commissioner carried out his work in an impartial and 

independent manner and appreciated the transparency of the Commission’s decisions.  

We believe the role of the Commissioner is an important one and should be maintained. We conclude 

the appointment should be validated through consultation with opposition parties. This gives the 

Commission visibility and profile as well as credibility for decisions on things such as the participation 

criteria. The specific rationale for those decisions would rest with the Commissioner, rather than the 

government of the day, in order to increase transparency and minimize any perceptions of political bias. 

The role of the Commissioner should be subject to a term whose end date is separate from the end date 

of a particular election cycle. 

RECOMMENDATION #1: 

The Commission should be headed by a Debates Commissioner whose appointment process 

involves consultation with the registered political parties represented in the House of Commons. 

18 The IRPP also emphasized that the Commission “should have, and be seen to have, broad support from political parties” and the PROC 

committee report included a dissenting opinion calling for consultation. http://irpp.org/wp-content/uploads/2018/04/Creating-an-
Independent-Commission-for-Federal-Leaders-Debates.pdf  
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3.2 Number of debates 

Many of the features of debates such as the format, venue, timing, and participation of leaders will be 

influenced by the number of debates organized by a future Commission. In 2019, the Commission had a 

mandate to organize two debates: one in each official language. These debates, in the words of the 

OIC’s preamble, were supposed to “benefit from the participation of the leaders who have the greatest 

likelihood of becoming Prime Minister or whose political parties have the greatest likelihood of winning 

seats in Parliament.”  

Some stakeholders and commentators suggested the two debates in 2019, particularly with six 

participants, did not provide enough speaking time for each participant and did not allow for sufficient 

interaction between the candidates who were considered most likely to become Prime Minister. As a 

result, we gave some consideration to the possibility of organizing four debates in the future: two in 

each official language. The first two in English and in French would bring together a smaller group, up to 

four leaders, with a reasonable chance of becoming Prime Minister. The second two debates would 

include the party leaders, perhaps five or six, who meet a lower threshold of participation criteria, as in 

the 2019 debates. 

However, most stakeholders advised that adding more debates could create new problems. For 

instance, it could necessitate the development and application of two different sets of participation 

criteria. More debates might also dilute the viewing audience and detract from the shared experience of 

debates. Political parties have also voiced concerns about scheduling additional debates, with more than 

two debates historically only being held during longer campaign periods (such as 2005 to 2006 and 

2015.) This compounds the potential that increasing the number of debates organized by a future 

Commission might make it even more difficult for other organizations to secure the participation of 

party leaders in their debates.  

While there may be future demand for additional debates related to specific issues (in our view a very 

desirable outcome), these could be hosted by other organizations. In 2019, the Commission was 

instructed to “conduct its activities in a manner that does not preclude other organizations from 

producing or organizing leaders’ debates or other political debates.” Maclean’s and Citytv organized an 

English-language debate on September 12, 2019 involving Elizabeth May of the Green Party of Canada, 

Jagmeet Singh of the New Democratic Party, and Andrew Scheer of the Conservative Party of Canada. 

Justin Trudeau of the Liberal Party of Canada did not participate. On October 2, 2019, TVA hosted a 

French-language debate involving Yves-François Blanchet of the Bloc Québécois, Jagmeet Singh of the 

New Democratic Party, Andrew Scheer of the Conservative Party of Canada, and Justin Trudeau of the 

Liberal Party of Canada.  

Several stakeholders noted the Commission’s existence may have created the semblance of ‘official’ 

debates that party leaders could use in order to decline invitations to non-Commission debates. In 

particular, a separate debate on foreign policy was cancelled. The Munk Centre stated that this was due 

to Justin Trudeau of the Liberal Party of Canada’s decision not to participate. However, other 

stakeholders observed that some of these conflicts are the result of overemphasizing the role of party 

leaders in Canadian democracy, noting that other organizations might effectively produce debates 

featuring cabinet members. 
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In 2019, the two debates organized by the Commission were held in the same location for cost 

effectiveness, and because neither the political parties nor the debates producer were enthusiastic 

about the idea of travelling between debate days. Future Commissions may want to consider hosting 

the English-language and French-language debates in different locations and perhaps outside of Ontario 

and Quebec. 

RECOMMENDATION #2: 

The Commission should organize two publicly-funded debates, one in each official language. 

3.3 Participation criteria 

In 2019 the Commission did not set the participation criteria for the debates that it organized. Instead, 

the task was to interpret and apply the mandated criteria laid out in the OIC. Political parties had to 

meet two of the following criteria in order to participate: 

Criterion (i): the party is represented in the House of Commons by a Member of Parliament who 

was elected as a member of that party; 

Criterion (ii): the Commissioner considers that the party intends to endorse candidates in at least 

90% of electoral districts in the general election in question; 

Criterion (iii): 

a. the party’s candidates for the most recent general election received at that election at

least 4% of the number of valid votes cast; or,

b. based on the recent political context, public opinion polls and previous general election

results, the Commissioner considers that candidates endorsed by the party have a legitimate

chance to be elected in the general election in question.

After consulting the political parties, the Commission published its interpretation of the criteria. We 

stated that criteria (i) and (iii)(a) did not require an extensive assessment because they are based on the 

review of objective evidence. Criteria (ii) and especially (iii)(b), on the other hand, did require 

assessment.19 In the case of five political parties, the application of the criteria was straightforward. We 

issued invitations to these parties’ leaders on August 12, 2019, almost two months before the debates.20 

None of these five invitations required the interpretation and application of criterion (iii)(b).   

However, determining whether to invite a sixth political party, the People’s Party of Canada (“PPC”), 

required further assessment. Rather than inviting the leader of the PPC in August alongside the other 

five leaders, the Commission sought additional and more current information, including from the PPC 

and from polling conducted on our behalf, before making a determination of whether more than one 

19 See Appendix 5 for the Interpretation of Participation Criteria for Leaders’ Debates. 
20 Invitations were sent on August 12, 2019 to the Bloc Québécois, the Conservative Party of Canada, the Green Party of Canada, the Liberal 
Party of Canada, and the New Democratic Party. See https://debates-debats.ca/en/interpretation-participation-criteria-leaders-debates/ 
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candidate endorsed by the PPC had a legitimate chance of being elected. We issued an invitation to the 

leader of the PPC on September 16, 2019.21  

This decision to invite the leader of the PPC created some controversy,22 although, in post-debate 

consultations, most people generally agreed the criteria as set out in the OIC were fairly and 

transparently applied by the Commission.  

Nevertheless, two consistent concerns were expressed: 

1. The Government of the day is ill-placed to set participation criteria for leaders’ debates, given

the perception of a conflict of interest caused by the Prime Minister’s future participation in the

debates; and

2. The criteria as written introduced a high degree of ambiguity, which detracted from the

certainty that a Commission was intended to provide to debate organization.

We conclude both of these concerns are valid. The fact that debate participation criteria were laid out in 

advance of the election was intended to make the process transparent, impartial, and predictable as 

well as to ensure public accountability. These objectives are sound and important. The use of public 

participation criteria in 2019 represented a step forward for debate organization in Canada, especially as 

it relates to transparency.  

Improvements could be made to the process to further realize these objectives. 

First, to ensure impartiality, the determination of debate participation criteria should not rest with the 

government of the day. No level of transparency and fairness on the part of a Commission will ensure 

that the overall debate organization process is viewed as non-partisan if the participation criteria are 

perceived as being set by one interested party.  

Second, to ensure predictability, efforts must be made to remove undue ambiguity from the 

interpretation of the participation criteria. Criterion (iii)(b) required an interpretation of a number of 

components, including what number of “candidates” were needed to meet the threshold and what was 

meant by “legitimate chance.” More fundamentally, it also required an overall assessment of the 

electability of candidates, essentially in all 338 electoral districts.  

Each of these items provided a possibility for observers to arrive at different conclusions as to whether a 

party did or did not meet the stated criterion. The Commission considered a range of evidence to 

support the conclusions it reached in interpreting the criteria as provided. Nevertheless, this level of 

interpretation, coupled with the need to collect evidence on electability, did not lead to a process that 

was completely satisfactory. 

21 See https://debates-debats.ca/en/interpretation-participation-criteria-leaders-debates/peoples-party-canada/. For polling undertaken by the 
Commission, see https://debates-debats.ca/en/transparency/public-opinion-research-provide-evidence-interpretation-participation-criteria-

leaders-debates/ 
22 See Appendix 4 – Leaders’ Debates Commission – Media Coverage. 
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We conclude that setting the criteria should be a responsibility of the Commissioner, but we include 

some analysis from our 2019 experience here for potential future Commissioners to consider. 

No consensus emerged from consultations on specific participation criteria. We heard differing opinions 

about whether the debates should: 

• feature candidates who are more likely to be Prime Minister or those who reflect a broad range of 

public opinion 

• emphasize only national concerns or make space for party leaders representing regional 

considerations 

• feature participation criteria that look backwards or explicitly avoid privileging incumbency 

• feature participation criteria that reflect the principles of Canada’s parliamentary system of electing 

individuals from local constituencies to Parliament and not directly electing a Prime Minister   

While there was little support for either the existing criteria or the total absence of criteria, we heard 

often that there is likely no perfect set of criteria. 

Responses to the CES survey reveal that the three types of participation criteria with the most support 

are, in order from most popular to least popular:  

• number of candidates running for a party 

• poll results 

• number of MPs that a party has in the House of Commons 

However, using the number of candidates running for a party alone to determine participation could 

disadvantage regional parties, some of which have historically achieved success and parliamentary 

influence. Put differently, the number of candidates a party is able to field may not be an indicator of 

future success or popular support for a party. Looking at the number of elected MPs alone, on the other 

hand, risks hindering the success of emerging parties and reinforcing the influence of historically 

successful parties. In sum, who should be in the debates and how they should be chosen is a matter that 

remains without a clear answer.  

As we approached this task in 2019, we carefully considered the language of the OIC. In particular, one 

clause in the preamble stated that debates should “benefit from the participation of the leaders who 

have the greatest likelihood of becoming Prime Minister,” yet also, of leaders “whose political parties 

have the greatest likelihood of winning seats in Parliament.” Then, in the body of the OIC, the specific 

criterion declared that a leader whose party’s candidates “have a legitimate chance to be elected” be 

allowed to participate, thus further tilting towards more participants reflecting a wider range of political 

parties and interest. These two objectives, one narrowly aimed at the most likely Prime Minister and the 

other reflecting broader inclusiveness and a range of views, are somewhat at odds. A focus on the 

former would suggest a smaller slate of debate participants, perhaps as small as two or three in the 

Canadian context. A focus on the latter would broaden the stage to include as many as five or six 

leaders. 
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While our decision focused on the interpretation of the specific criteria provided in the OIC, we believe 

debates organized by a future Commission should, through its choice of invited leaders, focus on 

potential representation in Parliament and not on potential Prime Ministers. Canada does not have a 

presidential system, and leaders’ debates should therefore feature leaders of political parties that are 

likely to be an important part of public policy making in the House of Commons. 

In 2019 one criterion in the OIC required focusing on electability to assess the legitimate chance of 

candidates being elected. It was concluded that if more than one in four voters in a riding considers 

voting for a party, that party has a reasonable chance to elect its candidate. In our postmortem review, 

we commissioned further research in the area of electability from Nanos Research.23 That analysis 

suggests that a standard of 40% “willing to consider” may be a more robust indicator of electoral 

success. However, rather than assess the potential electability of individual candidates, we suggest 

future Commissioners move towards objective criteria.  

The goal of reducing ambiguity, coupled with our view that debate participation focus on potential 

representation in Parliament, suggests the possibility of using a combination of two measures: party 

leaders would be invited if their party’s candidates received at least 4% of votes cast in the previous 

election, or, if the party has at least 5% national support in an aggregate of current public opinion polls. 

The timing of the public opinion polls should balance the need for the Commissioner to make decisions 

based on the best data available to make an assessment, with the need for debate producers to 

have sufficient time to produce high-quality debates. The asymmetry of 4% of actual votes versus 5% in 

polls is accounted for by the fact that not all support indicated in a poll translates into actual votes.  

We recognize that a future Debates Commissioner would likely need to do further analysis on the 

precise thresholds and methods, including whether a level of regional support as opposed to, or in 

addition to, national support may supplement the above two potential criteria. It is our belief that the 

use of these or similar criteria would achieve the objective of ensuring the participation of those leaders 

that are likely to play a role in Parliament. Additionally, the use of such criteria recognizes there is value 

in including party leaders with either a sizable historical or potential support within the Canadian public, 

as opposed to requiring a future Commission to focus on riding-level results.  

The use of criteria such as these seem to be consistent with public opinion on debate participation. For 

instance, polls in 2008, 2011, and 2015 indicated a majority of Canadians (often more than 70%) wanted 

to see the Green Party’s Elizabeth May in the leaders’ debates. The party consistently polled around the 

5 percent mark before the election.24 

RECOMMENDATION #3: 

The Debates Commissioner should set the participation criteria for the debates; these criteria should 

be as objective as possible and made public before the election campaign begins. 

23 See Appendix 6 NANOS Research – Examination of the standard for debate inclusion 
24 2008: https://www.ctvnews.ca/greens-threaten-legal-action-to-join-election-debate-1.321232 
2011: https://www.theglobeandmail.com/news/politics/ottawa-notebook/most-canadians-want-elizabeth-may-at-leaders-debate-poll-

shows/article613119/ 

2015: https://ottawacitizen.com/news/politics/canadians-want-greens-elizabeth-may-at-future-debates-poll 
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3.4 Measures to encourage participation 

The Commission's capacity to ensure the participation of leaders may be proportional to its ability to 

organize debates that draw audiences too large for political parties to ignore. In the past, leaders 

haven’t always participated and this can lead to debates being cancelled (2019 Munk Debate, leaders’ 

debates in 1972, 1974, 1980, and 2015.) Additionally, party leaders may strategically use their 

participation as a bargaining chip in format negotiations, or to request concessions, such as the 

exclusion of other leaders. 

The requirement that the Commission “ensure that the leaders’ responses to the invitations to 

participate in the leaders’ debates are made publicly available before and during the debates” was 

designed to encourage party leaders to participate. Yet, the debate examples noted above demonstrate 

that publicity may not be sufficient to motivate participation. 

However, there was little support for the notion of compelling party leaders to participate. Our 2019 

experience leads us to believe the best ways to encourage participation are: 

• deliver a large audience for the debates

• engage with leaders and political parties in advance of the election

• create a climate of expectancy and stability

• make debates invitations and responses from parties transparent

RECOMMENDATION #4: 

The Commission recommends that the government encourage rather than compel leaders to 

participate. 

3.5 Debates production 

The Commission’s relationship with the CDPP was productive and positive. Effective debates require the 

right combination of players, including broadcasters, digital platforms, and high-quality journalists. The 

CDPP provided leading capability and significant in-kind contributions valued at more than $3 million. 

The CDPP brought together an unprecedented number of partners, with excellent results in the areas of 

audience reach, retention rate, and accessibility.  

We also believe it is important that smaller entities with innovative ideas are able to come forward. The 

RFP was weighted towards innovation rather than simply size. The CDPP emerged as the clear winner for 

the 2019 exercise for a variety of reasons, the principal ones being experience, technical capability, and 

reach; the CDPP offered promotion and distribution to ensure the debates reached the greatest number 

of Canadians.  

As for the RFP process, while it was of high quality it was often cumbersome and prone to delays. This is 

problematic because the time frame for organizing debates is limited, particularly in a minority 

government scenario.  

383



Once contracted, the CDPP took full responsibility for the promotion, production, and distribution of 

debates while maintaining regular communications with the Commission.  

As described above, the Commission was not involved in the format, moderating, themes, or questions 

of the debates. That responsibility was delegated to the CDPP. A future Commission could take a more 

hands-on approach to producing debates, closer to the model used in the U.S. However, there are some 

disadvantages to this model that should be considered: 

1. The extensive expertise and experience that is required to produce debates would be difficult

to build “in-house” in a short time period.

2. It would require a large staff and infrastructure, which would be less cost-effective than the

existing model.

3. Having a future debate authority produce the debates from end-to-end would mean being fully

responsible for the journalistic exercise.

While we do not recommend future debates be produced “in-house,” we do believe a future 

Commission should be better able to represent the public interest. To do that, it should be more 

involved in decisions about the debates. 

High journalistic standards and journalistic independence are essential to the credibility of debates. 

However, the Commission believes these concepts should be reinterpreted to allow the Commission a 

greater involvement in format and moderating.  

Traditionally, the journalistic exercise encompassed the choice of format and moderating as well as 

themes and questions. The Commission believes it can have a greater say in format and moderating 

without encroaching on the journalistic independence of the producer. The producer would continue to 

have authority over the themes discussed during the debates and the questions posed by moderators. 

The Commission also believes the way to achieve best practice in terms of format and moderating is to 

maintain a constructive and productive relationship with potential producers, experts, and political 

parties between elections. 

RECOMMENDATION #5: 

The Commission should select the debates producer through a competitive process, emphasizing the 

need for high journalistic standards, creativity, innovation, experience, technical expertise, wide 

distribution, and accessibility. 
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3.6 Format and moderating 

There is widespread agreement that the Commission’s French-language debate fared better than the 

English-language debate. The existence of two distinct Commission-organized debates serve as a kind of 

natural experiment, making it possible to gain insight about format and moderating choices.  

There was considerable negative media coverage of the English-language debate format.25 Critics said: 

• there were too many participants, including both moderators and party leaders

• the format itself was too complicated

• the rigid time limits reduced spontaneity

• the format of the debate allowed leaders to avoid answering questions

• the format of the debate allowed leaders to talk over and interrupt one another

The reaction to the French-language debate was more positive, with many praising the performance of 

the moderator. 

The choice of moderator is an important one, and future Commissions should pay considerable 

attention to how this decision is made. In addition, the Commission should ensure a format that allows 

moderators to challenge leaders on the accuracy and relevance of their answers.  

Citizens appear to have been less critical of the debate format than media. A majority of surveyed 

citizens agreed both debates were informative, helped them better understand the issues, and helped 

them better differentiate between the parties. Responses were generally more positive for the French-

language than the English-language debate. For both debates, clear majorities observed that the 

moderators treated leaders fairly and asked good questions, but that the moderators could have done 

more to correct factual inaccuracies and intervened with more penetrating follow-up questions to stop 

leaders from avoiding questions.  

It is also not clear that citizens are opposed to debates with more participants. While survey results 

suggest a majority (63%) agreed the English-language debate had too many leaders participating, the 

results for the French-language debate indicate only 41% of respondents thought there were too many 

participants on stage. This suggests six participants is not too many in the eyes of viewers, depending on 

the approach taken to format and moderating. 

25 See Appendix 4 – Leaders’ Debates Commission – Media Coverage. 
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Debate format should avoid unnecessary complexity. The moderator, and the format they are working 

within, must have the capability to: 

• maintain proper time allocation

• ask follow-up questions that ensure leaders answer the questions posed

• avoid undue interruptions between leaders

• avoid cross-talk (leaders talking over one another)

• ensure civil discourse

Neither the Commission nor political parties should be involved in choosing the themes or  the 

questions. 

RECOMMENDATION #6: The Commission should reserve the right of final approval of the format 

and production of the debates, while respecting journalistic independence. 

3.7 Venue and timing 

Both debates took place at the Canadian Museum of History in Gatineau, Québec. The venue provided a 

sense of place, but some stakeholders noted this came at the cost of the logistical simplicity that would 

be provided by a dedicated television studio. A number of regional segments were included to reflect 

Canada’s diversity, but these needed to be produced more carefully to achieve a feeling of national 

importance while showcasing regional diversity and local identity. 

The Commission agreed with those consulted that there was value to having a live audience. However, 

some stakeholders said it was awkward to have the audience seated behind the participants, and others 

wanted to see more questions from audience members.  

The English-language debate took place October 7, 2019 at 7 pm ET and the French-language debate 

was held on October 10, 2019 at 8 pm ET. There is consensus that having the debates take place roughly 

two weeks prior to election day, in this case, October 21, was appropriate, as it was before the advance 

polls and many voters do not begin to follow the campaign until relatively late. Political parties generally 

supported having at least a day between debates, although this increased the cost 

of production.  

More controversial was the choice of timeslot for the English-language debate, which began at 4 pm PT. 

The existence of six time zones across Canada makes scheduling difficult. We believe an 8 pm ET start 

time, as used in the French-language debate, or a consideration of holding the debate on a weekend 

is preferable.  

English-language broadcasters appear reluctant to carry debates during prime time in Ontario and 

Québec, citing concerns about lost revenue. The Commission should work with the debates producer to 

see if there are better ways to serve people in different time zones. 
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The Commission could also examine other ways to take account of Canada’s six time zones, such as 

hosting the two debates in different locations, encouraging ways for citizens to interact with the debates 

outside of the live broadcast, and ensuring regional locations are represented in the themes and remote 

locations.  

Finally, the Commission should make public the dates and times of the debates as early as possible, to 

allow other organizations to plan around them. 

3.8 Media accreditation 

One element of debate organization that remained in the purview of the Commission was media 

accreditation. The 2019 debates created interest from journalists and media organizations interested in 

covering the events. The Commission received more than 200 requests for accreditation. 

In its desire to provide an environment conducive to professionally responsible coverage, the 

Commission consulted with the Parliamentary Press Gallery, and ultimately decided to limit 

accreditations to professional journalistic organizations. 

Four organizations were turned down because the Commission concluded they were involved in political 

activism. Two of the four organizations challenged the decision in Federal Court. They obtained an 

injunction requiring the Commission to allow them to cover the debates and press availabilities of the 

leaders immediately following the debates. The Court ruled on an interim basis that, among other 

things, the Commission did not follow the rules of procedural fairness in respect of its denial of 

accreditation and ordered the accreditation of the two organizations.  As at the date of this report, the 

application for judicial review remains before the Federal Court. 

3.9 Accessibility 

For leaders’ debates to be a democratic exercise, citizens must be able to access and experience the 

debates in a way that is accessible.  

The English-language and French-language debates were available on 15 television networks, three 

national radio networks, and 24 digital platforms. Together, these networks are accessible to nearly all 

Canadians. As of 2017, 84% of Canadians have access to high-speed internet capable of streaming 

videos, but rural households and Indigenous communities are less likely to have such access.  

As mentioned above, fewer than 10% of the people who did not watch the debates indicated that the 

main reason for not doing so was because they were not able to access them. However, there is some 

evidence that rural Canadians were more likely to report being unable to access the French-language 

debate.26 Analysis of data from CES found no evidence that disability, official language minority status, 

or age made the debates inaccessible to non-viewers.27  

26 See Appendix 8 – Canadian Election Study – Evaluation of the 2019 leaders’ debates 
27 See Appendix 8 – Canadian Election Study – Evaluation of the 2019 leaders’ debates 
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Digital viewership 

The vast majority of viewers reported they watched the debate on television. Online streams on 

Facebook, YouTube, and Twitter accounted for 83% of digital views, with the distributor’s own video 

platforms accounting for approximately 16% of views.  

Platforms English-language debate French-language debate 

TV 85% 93% 

Radio 5% 2% 

Online 10% 5% 

Language viewership 

The debates were available in 10 languages (in addition to French and English), including Indigenous 

languages Dene, Ojibwe, Plains Cree, East Cree, and Inuktitut.  

Language English-language debate French-language debate 

Arabic 11,000 no data available 

Cantonese 80,000 27,000 

Dene not offered 485 

East Cree not offered 224 

Inuktitut 7,853 not offered 

Italian 23,000 125,000 

Mandarin 70,000 no data available 

Ojibway 1,087 not offered 

Plains Cree 8,613 not offered 

Punjabi 15,000 48,000 

388



Accessible formats 

The debates were also available in four accessible formats (Closed Captioning28, Described Video, ASL, 

LSQ). 

Accessible Formats English-language debate French-language debate 

ASL 1,713 257 

Described Video 4,056 523 

LSQ 1,087 901 

Viewership of the various languages was variable, but the Commission believes this is an important 

initiative. Stakeholders indicated the Commission’s efforts to make debates accessible demonstrated 

respect for Canada’s diverse communities and also served as an inspiration for organizers of local 

debates across the country to make their own debates more accessible. In particular, interpretation into 

several Indigenous languages is consistent with the Government of Canada’s broader interest in 

preserving, protecting, and revitalizing Indigenous languages.29 However, several groups indicated the 

Commission could have done more targeted outreach or advertising, for instance, in ethnic media 

outlets, to ensure Canadians who might benefit from these accessibility initiatives were aware of their 

existence. A future Commission should continue to look for ways to work with networks that offer 

programming in languages other than English and French, in an effort to reach minority language 

communities, as was done in 2019 with OMNI television. A future Commission could encourage 

Indigenous radio stations to carry the debates, either in an official language, or in one of the Indigenous 

languages being offered.  

We believe that interpretation is an important investment in the future of debates in Canada, 

particularly to reach communities who have traditionally faced barriers to inclusion in the democratic 

process. There was also widespread agreement that many of the Commission’s accessibility initiatives 

would not have happened without public funding.  

RECOMMENDATION #7: 

The Commission should ensure the debates are available in languages other than French and 

English, paying special attention to Canada’s Indigenous languages. 

28 Closed captioning was embedded on the broadcast signal, so anyone watching had the option of watching with captions 
29 For example: https://pm.gc.ca/en/mandate-letters/minister-canadian-heritage-mandate-letter 
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3.10 Debates promotion and citizen engagement 

The Commission managed its outreach to work in tandem with the CDPP’s promotion. We provided 

more than 40 pieces of original content to various organizations representing a wide scope of interests, 

challenges, and barriers. The goal was to raise awareness about the debates, promote new features 

(such as languages and accessibility), and promote why debates matter. 

We contracted several organizations to produce original educational and promotional content, and also 

worked with libraries, bookstores, and movie theatres to broadcast the debates in cities across the 

country. 

The Commission engaged with a large number of organizations, but this had less impact than the role of 

the CDPP on promotion, as the organizations we worked with had limited capacity and resources. Only 

about 38% of Canadians reported an awareness of the debate prior and even fewer could accurately 

recall the dates of the debates.30 This suggests many people still find the debates, by flipping through 

television channels or hearing about it on the same day. It is therefore it is important that the debate be 

available on as many channels and digital platforms as possible.  

Approximately 10% of those who watched the English debate with others and 13% of those who 

watched the French debate with others, did so as part of an organized event.31 It is difficult to assess 

how much of this viewing activity is related to the Commission’s outreach efforts, as the survey 

respondents didn’t specify if the event they attended was one of the Commission’s outreach events. The 

survey data are also unlikely to fully capture students under 18 who may have watched part or all of a 

debate as part of the Student Vote program run by CIVIX, which operated in 9,500 schools across 

Canada. These experimental, scalable, and innovative approaches merit further development and 

resourcing. 

3.11 Future mandate, authority, and resources 

The success of a future Commission is dependent on a number of factors. Some of these have been 

discussed previously, but we refer to these here again to guide further analysis. A future Commission 

should ensure:  

• that its head, the Debates Commissioner, is selected in a manner that provides for consultation

with opposition parties

• that it operate and be understood to operate in a manner that ensures its decision-making is

recognized as impartial and free from any political influence

• that it be responsible for submitting a final report after each election cycle and present the report

directly to Parliament without delay upon its completion

• that it be entrusted with enough responsibility and influence to be an effective guardian of the

public trust by playing an active role in the production of the debates

30 See Appendix 8 – Canadian Election Study – Evaluation of the 2019 leaders’ debates 
31 See Appendix 8 – Canadian Election Study – Evaluation of the 2019 leaders’ debates 
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• that it maintain a constant and constructive relationship with political parties, potential debate

producers, and other stakeholders

• that the journalistic independence of the media participants be ensured

• that the debates be considered credible, informative, effective, and compelling

• that it operate transparently and seek to involve the public in its decisions

• that it be cost-effective

• that it build a recognized expertise in evolving debate formats and practices, here and abroad, to

guarantee the best debate experience for Canadians

The 2019 Commission was well-served by the mandate provided in its OIC. Stakeholders commented 

that the core of the Commission’s mandate, which was to impartially and transparently promote, 

organize, and review two debates in the public interest, was well calibrated. There was little appetite for 

expanding the Commission’s mandate, with some stakeholders noting that it is still a new entity.  

The initial OIC captures the scope of a future entity’s task, should one be established.32 The language 

stating the Commission was to be guided “by the pursuit of the public interest and by the principles of 

independence, impartiality, credibility, democratic citizenship, civic education, inclusion and cost-

effectiveness” was particularly helpful in guiding the Commission’s task in 2019. Provisions for research, 

assessment, and awareness-raising also equipped the Commission with the tools needed to support the 

delivery of its core functions, and similar provisions would be central to its continued operations.   

Below are some areas that could be adapted, should our recommendations be adopted. 

Participation criteria: section 2(b) 

This section might be adapted, should our recommendation that a future Commissioner set the 

participation criteria be adopted. Specifically, it could lay out the principles and values that should guide 

a future Debates Commissioner’s approach to debate participation, rather than specific metrics to 

interpret. The Commissioner would then determine well in advance of the election debates the specific 

participation criteria. Provisions might also be drafted to ensure a future Debates Commissioner 

provides for timely and transparent decisions and that reasons are publicly provided.   

Other debates: section 2(i) 

In 2019, the Commission did receive inquiries from a number of groups and organizations that were 

seeking to organize debates of their own. They included requests for the Commission to liaise with 

political parties on the organizer’s behalf, or to offer approval of their debates as well as requests for 

monetary assistance. We adopted a policy that no financial support would be provided for the actual 

organizational cost of other debates. This policy was adopted to focus Commission expenditures on the 

delivery of the other elements of its core mandate including its own debates. It was also due to the 

inherent difficulty in establishing criteria that would be applied to determine which debate organizers 

32 See Appendix 1 for the full text of the OIC. 
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would be eligible and which would not. While the Commission should encourage other debates, it 

should not be a grant-making body. 

Calls for proposals: section 5(2) 

This section provided a helpful frame to guide the 2019 RFP, but might be examined to ensure they align 

with our earlier recommendations that the Commission be entrusted to actively assert its role to ensure 

debates fulfil their function as a democratic exercise, rather than principally a journalistic one. 

Governance: sections 6 to 9  

We have provided reasons why a future entity should continue to be headed by a Debates 

Commissioner. The provisions describing the Debates Commissioner should consider the potential to 

add language outlining consultations with political parties. Provisions in the Canada Elections Act with 

regard to the appointment of the Broadcasting Arbitrator may be a useful starting point.33  

The Commission established the Board in accordance with the OIC’s provision mandating the Advisory 

Board’s “composition is to be reflective of gender balance and Canadian diversity and is to represent a 

range of political affiliations.” Our Board proved essential to the successful fulfillment of the 

Commission’s mandate, and provisions should be made for a future Commission to ensure it continues 

to rely upon such thoughtful external viewpoints and the ability to test potential decisions. The inclusion 

of Board members with political experience was a key contributor to the value provided to the 

Commission.  

In terms of institutional makeup, a future Commission needs to be designed to achieve the outcomes 

listed at the start of this section, with a particular focus on operational independence, both real and 

perceived, cost effectiveness, and administrative agility.  

The 2019 Commission enjoyed complete operational freedom. The only interactions to occur with the 

Minister of Democratic Institutions (the Minister responsible for the Commission) involved discussion 

with regards to the application of, and potential need for, exemptions to Treasury Board policies.34 No 

direction was received nor sought with regards to Commission decision-making. Nevertheless, the 

Commission’s independence was questioned by some observers, owing in part to the selection process 

of the Debates Commissioner.  

  

33 Section 333 of the Canada Elections Act mandates a meeting, convened in the case of the Broadcasting Arbitrator by the Chief Electoral 
Officer, for the purposes of holding consultations amongst political parties on the selection of the person to occupy the position.   
34 As a new entity with a novel mandate, the Commission encountered situations where, in its view, exemptions to certain Treasury Board 

policies (such as those related to communications, federal identity, and public opinion research) may have been appropriate to allow for the full 
completion of its mandate. Exemptions to some provisions of these policies have been sought and received by other entities such as Elections 

Canada and others. A future entity, should it be created and depending on its status, should undertake a review of potentially applicable 
policies and consider seeking exemptions where it believes they are warranted.  
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Cost effectiveness and administrative agility  

The current institutional model of the Commission (i.e. a government departmental agency under I.1 of 

the Financial Administration Act) may not be optimal for a future entity. In particular, the need to 

advance a procurement process for debate production under tight timelines as well as contracts to fulfil 

its mandate to raise awareness, proved challenging in the Commission’s current operating environment. 

Nevertheless, owing to lessons learned and increased familiarity on the part of Commission personnel 

and other government departments of the Commission’s mandate, there are opportunities to 

streamline and improve the RFP process in the future.  

Summary of expenditures 

A budget of $5.5 million was provided by the Government for the 2019 election cycle. Of this amount, 

approximately $4.1 million was spent in five categories:  

1. Research, evaluation, and outreach initiatives: this included research undertaken by the 

Canadian Election Study consortium and UBC’s Centre for the Study of Democratic Institutions 

and limited partnerships related to the preparation and dissemination of debates promotion 

materials and debate-viewing events in major centres across the country.  

2. Professional services: this included polling in relation to debates participation criteria, legal 

advice, web coding, and report editing and layout.  

3. Contract for incremental costs for debate production: certain production costs related to 

elements such as increased accessibility, language interpretation, and venue organization were 

reimbursed by the Commission.  

4. Commission salaries and administrative expenses: these expenses related primarily to 

employee services (six full- and part-time staff) and support to the seven-person Advisory Board. 

5. Privy Council administrative expenses:  this included the provision of back-office support in 

relation to procurement, finance, information technology, personnel, and accommodations. 

 

Activity Preliminary estimate ($ millions) 

Research, evaluation and outreach initiatives 0.3 

Professional services 0.5 

Contract for incremental costs for debate production 1.7 

Commission salaries and administrative expenses 1.2 

Privy Council Office administrative expenses 0.5 

Total35 4.1 

 

35 Figures may not add up to totals due to rounding 
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In addition, the Commission benefitted from significant in-kind contributions from the debates producer 

and partner organizations. These additional contributions, valued at over $3 million, involved extensive 

debates promotion by the CDPP, special measures to ensure greater reach and accessibility, design and 

hosting of the Commission’s digital presence by Global Affairs Canada’s Summit Management Office, 

hosting of debate-viewing events, and partner outreach. 

There was broad agreement that the Commission’s continued capacity to organize accessible, inclusive 

debates with broad reach will need to rely on sufficient funding. In particular, members of the CDPP 

noted that interpretation services, accessibility, and high production values might not have been 

achievable without the Commission’s direct financial support. The ability to draw on stable funding will 

also be necessary for the Commission to fulfil its contracting and staffing requirements prior to the 

organization of debates. 

Future mandate 

Most stakeholders believe the Commission should continue to some extent between elections, 

increasing staffing some months prior to the debates. This would allow the Commission to preserve 

institutional memory, determine or interpret participation criteria outside of election periods, and 

consult with citizens and stakeholders to prepare for future debates (e.g. preparing RFPs). These 

functions are particularly important in the case of a minority government situation where the 

Commission may be required to organize debates on short notice and increase staff urgently. 

Consideration should be given to the Commission regarding the Public Service Employment Act and its 

status related to the “core public service” to potentially benefit from the possibility of secondments or 

assignments in the lead-up to the debates.  

As the custodian of the debates, a future Commission should also monitor and keep abreast of evolving 

best practices in debates in Canada and elsewhere. This would ensure that debates are organized with 

the best expertise and most current understanding of debate formats, distribution, and the changing 

media environment. Sharing this information widely and regularly with producers and political parties 

would encourage a commitment to best practice and to the most useful democratic experience possible 

for the viewing public. 

As further recognition that debates are a public trust, several stakeholders emphasized the critical task 

of a future Commission to determine ways to consult Canadians periodically on their views about 

debates, whether through surveys, focus groups, or other types of consultation. 

There are a range of models that enable a future Commission to be mandated with these responsibilities 

and that would achieve the stated goals of independence, cost effectiveness, and administrative agility. 

Several stakeholders raised the possibility that the Commission might be organized as an Agent of 

Parliament due to its greater perceived independence. Others referred to entities such as the 

Broadcasting Arbitrator, the Canadian Human Rights Commission, the Pan-Canadian Expert Initiative, 

and the Canadian Foundation for Innovation as examples of entities whose governance contributes to 

both real and perceived independence from the government of the day. 

Finally, a future Commission should prepare a report after each election cycle and this report should be 

delivered directly to Parliament. 
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RECOMMENDATION #8: 

The Commission should ultimately be established through legislation (or similar mechanism) in 

order to prioritize greater continuity, transparency, and access to resources. Its institutional makeup 

should prioritize real and perceived operational independence, cost effectiveness, and 

administrative agility. 

RECOMMENDATION #9: 

The Commission should maintain some permanent capacity with a reduced form between elections, 

and a one-year ramp-up in majority government situations and sufficient permanent infrastructure 

to organize debates in minority government situations. 

RECOMMENDATION #10: 

The Commission should maintain a relationship with interested parties between elections to foster 

discussion about best practices in debate formats and production, both in Canada and other 

countries. 

Conclusion 

We warmly thank our Advisory Board as well as our partners in the Canadian Debates Production 

Partnership, the University of British Columbia, the University of Toronto, the Privy Council Office, and 

Global Affairs Canada’s Summit Management Office. We delivered two debates that reached and 

engaged Canadians like never before. We also hope future Commissions will continue to measure and 

study debates in Canada and internationally: we need to learn so we can continue to improve.  

These debates counted. They were key moments that helped Canadians cast informed votes. In an era 

of concern about our institutions and the health of democracy itself, that is a harbinger of hope.  
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Recommendations 

Principal recommendation 

We recommend the establishment of a permanent, publicly-funded entity to organize leaders’ debates. 

Recommendations for the next leaders’ debates in Canada 

RECOMMENDATION #1: 

The Commission should be headed by a Debates Commissioner whose appointment process involves 
consultation with the registered political parties represented in the House of Commons. 

RECOMMENDATION #2: 

 The Commission should organize two publicly-funded debates, one in each official language. 

RECOMMENDATION #3: 

The Debates Commissioner should set the participation criteria for the debates; these criteria should be 
as objective as possible and made public before the election campaign begins. 

RECOMMENDATION #4: 

The Commission recommends that the government encourage rather than compel leaders to 
participate.  

RECOMMENDATION #5: 

The Commission should select the debates producer through a competitive process, emphasizing the 
need for high journalistic standards, creativity, innovation, experience, technical expertise, wide 
distribution, and accessibility.  
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RECOMMENDATION #6: 

The Commission should reserve the right of final approval of the format and production of the debates, 
while respecting journalistic independence.  

RECOMMENDATION #7: 

The Commission should ensure the debates are available in languages other than French and English, 
paying special attention to Canada’s Indigenous languages.  

RECOMMENDATION #8: 

The Commission should ultimately be established through legislation (or similar mechanism) in order to 
prioritize greater continuity, transparency, and access to resources. Its institutional makeup should 
prioritize real and perceived operational independence, cost effectiveness, and administrative agility.  

RECOMMENDATION #9: 

The Commission should maintain some permanent capacity with a reduced form between elections, and 
a one-year ramp-up in majority government situations and sufficient permanent infrastructure to 
organize debates in minority government situations. 

RECOMMENDATION #10: 

The Commission should maintain a relationship with interested parties between elections to foster 
discussion about best practices in debate formats and production, both in Canada and other countries. 
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Appendix 1 – Leaders’ Debates Commission
Order in Council P.C. 2018-1322
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Appendix 2 – Leaders’ Debates Commission – Advisory 
Board terms of reference 

Mandate 

The Leaders’ Debates Commission advisory board is established to provide advice to the Debates 

Commissioner on matters relating to the organisation of debates in Canada’s two official languages 

during the 2019 federal election campaign. Considering that leaders’ debates are an essential 

contribution to the health of Canadian democracy, board members will be guided by the pursuit of the 

public interest and by the principles of independence, impartiality, credibility, democratic citizenship, 

civic education, inclusion and cost-effectiveness. 

Membership 

The Advisory Board is to be composed of seven members, and its composition is to be reflective of 

gender balance and Canadian diversity and is to represent a range of political affiliations and expertise. 

Members are appointed by the Debates Commissioner to hold office on a part-time basis. The Advisory 

Board will meet at least four times in the period of one year before a general election and at least two 

times in the period of five months after a general election. The meetings will be chaired by the Debates 

Commissioner. 

Role of Board members 

The Board members will advise the Commission on how to carry out its mandate, including issues such 

as: 

-  ensuring that the debates are broadcast and distributed widely and free of charge. 

-  ensuring that the debates reach as many Canadians as possible, including those living in remote 

areas, those living in official language minority communities and those living with disabilities. 

-  ensuring that the debates are conducted under high journalistic standards. 

-  ensuring that calls for proposals for the production and distribution of the debates identify clear 

criteria by which the proposals will be evaluated. 

-  ensuring that the Commission undertake an awareness raising campaign and outreach activities to 

foster interest in and awareness of the debates. 
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-  ensuring that the Commission provide advice and support for other debates relative to the general 

election. 

-  ensuring that the criteria for participation of political parties in the debates be applied fairly and in 

full transparency. 

-  providing advice on evidence-based assessment of the leaders’ debates and recommendations for 

the Commission’s report to government. 

Compensation of Board members 

Members of the Board shall be eligible for reimbursement of reasonable travel expenses from their 

residence to Ottawa and shall be compensated for their participation in meetings of the Board at a rate 

of $450.00 per diem. 

Operating principles 

Regardless of their backgrounds and affiliations, members shall serve in an individual capacity, having 

regard to the public interest, and not as the delegates or representatives of particular organizations, 

sectors or groups. While knowledge of political context and processes is needed, particular care must be 

taken to avoid political partisanship. 

Members of the Board should declare any actual or potential conflicts of interest at the start of all 

meetings, including meetings of committees or working groups. A determination of whether recusal is 

appropriate shall be made in consultation with the Commissioner. 

Deliberations by the Board and its committees and working groups shall be open, frank and confidential, 

in conformity with Chatham House Rules. Different perspectives should be presented with candour and 

accorded respect. In communicating with stakeholders and media about the Board and its work, Board 

members should respect the confidentiality of their colleagues and shall not attribute statements or 

views to individual fellow members. 
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Appendix 3 – Leaders’ Debates Commission – 
Stakeholders consulted 

Academic  

• Gerald Baier, Associate Professor, Department of Political Science, University of British Columbia 

• Karim Bardeesy, Distinguished Visiting Professor and Special Advisor, Ryerson University  

• Frederic Bastien,  

• André Blais, University Research Chair in Electoral Studies, University of Montreal  

• Aengus Bridgman, PhD Candidate, McGill University 

• Mark Bulgutch, Journalism Lecturer, Ryerson University 

• Maxwell Cameron, Professor of Comparative Politics, University of British Columbia 

• Megan Dias, PhD Student, Department of Government, University of Texas at Austin 

• Elizabeth Dubois, Assistant Professor, University of Ottawa 

• Joanna Everitt, Professor, Department of Political Science and the Director of the UNB Urban and 

Community Studies Institute, University of New Brunswick in Saint John 

• Peter Loewen, Professor, Department of Political Science and the Munk School of Global Affairs & 

Public Policy, University of Toronto 

• John McAndrews, Postdoctoral Fellow, Department of Political Science and the Munk School of 

Global Affairs & Public Policy, University of Toronto 

• Spencer McKay, Postdoctoral Fellow, Centre for the Study of Democratic Institutions, University of 

British Columbia 

• Tamara A. Small, Associate Professor, Department of Political Science, University of Guelph 

• Shannon Sampert, Retired Professor, Political Science, University of Winnipeg; Regular Columnist, 

Winnipeg Free Press 

• Paul Tomas, Adjunct Research Professor and Senior Research Associate, Carleton University 

• Christopher Waddell, Professor, School of Journalism and Communication, Carleton University  

Government  

• Canadian Radio-television and Telecommunications Commission 

• Communications Security Establishment 

• Elections Canada 

• Public Services and Procurement Canada 

Indigenous  

• Assembly of First Nations 

• Inuit Tapiriit Kanatami 

• Métis National Council 
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Media and Social Media - organizations 

• Accessible Media Inc 

• Canadian Journalism Foundation 

• Corus Entertainment 

• CBC  

• CTV 

• Facebook Canada, Public Policy 

• Fédération professionnelle des journalistes du Québec (FPJQ) 

• Google Canada, Public Affairs 

• La Presse 

• Le Devoir 

• TVA 

• Twitter Canada  

Media and Social Media - individuals 

• Tom Clark, former host, The West Block with Tom Clark, Global Television  

• Marc Mayrand, former CEO, Elections Canada 

• Don Newman, former Senior Parliamentary Editor, CBC 

• Steve Paikin, Anchor, The Agenda, TVO 

• Anna Maria Tremonti, Host of podcast "More”, CBC 

• Collette Watson, Senior Vice President, TV and Broadcast Operation, Rogers Television 

• Paul Wells, Senior Writer, MacLean’s Magazine 

• Peter Van Dusen, host of PrimeTime Politics, CPAC 

Organizations  

• 4H 

• ABC Life Literacy Canada 

• Apathy is Boring 

• Canadian Ethnocultural Council 

• Canadian Federation of Independent Business 

• Canadian Teachers' Federation 

• Canadian Urban Transit Association 

• Chamber of Commerce Canada 

• CIVIX 

• Colleges and Institutes Canada 

• Commission on Presidential Debates 

• Council of Canadians with Disabilities (CCD) 

• Ekos Research Associates 

• Federal Accessibility Legislation Alliance 

• Fédération des communautés francophone et acadienne du Canada 

• Institut du Nouveau Monde 

• Institute for Research and Public Policy 

• National Democratic Institute, USA 

• Nanos Research 
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• Public Policy Forum 

• Samara Centre for Democracy 

• Universities Canada 

• WE Org 

Political Parties 

• Bloc Québécois  

• Conservative Party of Canada  

• Green Party of Canada  

• Liberal Party of Canada  

• New Democratic Party  

• People’s Party of Canada
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Appendix 4 – Leaders’ Debates Commission 
Media coverage 

Overview: 

In general, both French- and English-language media attention and coverage the debates and the 

Commission itself received was factual, balanced and included all of the relevant key messages 

associated with the Order in Council Mandate. As anticipated, there was a range of views expressed 

amongst opinion columnists and editorials. Aside from opinion pieces, “straight news” content was 

broad, factual, and generally neutral. Criticisms tended to focus on who was invited to participate (i.e. 

Maxime Bernier’s preliminary exclusion and subsequent inclusion), the number of debates (news 

organizations wanted more) and the degree to which participants behaved strategically/politically with 

regard to their participation in debates other than the two “official” debates.  

Methodology: 

The following analysis is based on a broad (though not comprehensive) sample of media coverage, 

beginning with the announcement of the Commission's creation. We have attempted to provide a 

reasonable sense of both the neutral/positive and negative coverage. We have not quantified the 

overall volume of readership. Nor have we attempted to quantify how coverage may have influenced 

opinions related to the Commission's activities or to the debates themselves.  

Establishment of the Commission/Appointment of the Commissioner: 

Media coverage of the creation of the Commission and appointment of the Commissioner was generally 

neutral/positive and factual in tone and content, although it clearly included the partisan elements 

associated with the initiative. 

The Canadian Press featured a story on October 30, 2019 titled “Ottawa creating independent 

commission to organize leaders’ debates,” focusing on the announcement from Democratic Institutions 

Minister Katrina Gould. The story explained the rationale behind the decision, outlined the process and 

criteria for participation and other salient points. It also noted, in the second sentence of the story, 

immediate elements of partisanship:  

“The plan went over like a lead balloon with the Official Opposition, who say the plan is evidence of 

election rigging.” 

In addition, Executive Director Michel Cormier outlined the process and formulation of the Commission, 

its advisory board and the request for proposals for the producers in a lengthy CBC News Network 

interview on March 26, 2019: 

https://www.cbc.ca/news/politics/powerandpolitics/leaders-debates-commission-advisers-meet-

1.5072195 

On May 3, 2019, Canadian Press published “Federal commission urged to make leaders’ debates more 

civil, accessible and educational,” which focused on the advisory board consulted by Commissioner 

Johnston and the RFP process to select the debate producers:  
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“Televised leaders’ debates during the fall federal-election campaign ought to be more accessible, more 

civil and more educational for voters trying to make an informed choice. That was the advice of some 45 

individuals and groups consulted by David Johnston, the former governor-general who heads up 

Canada’s first commission on leaders’ debates. Michel Cormier, executive director of the commission, 

says those consulted included academics, cultural communities, journalists, experts in civic education, 

debate organizers in other countries, as well as representatives of the six Canadian political parties most 

likely to meet the criteria required for their leaders to take part in two debates – one French, one English 

– prior to the Oct. 21 election. The commission is preparing a request for proposals to produce the 

debates. It’s to be issued shortly, with the winner to be announced in mid-June.” 

 

This story successfully captured the Commission’s key points about impartiality, accessibility, 

transparency, and journalistic integrity in the course of the interview with Michel Cormier: 

“Since 2015, Mr. Cormier said the need for widely accessible debates has increased – with the rise of fake 

news promulgated by bad domestic and foreign actors trying to manipulate the outcome of elections, 

sow dissension and undermine voters’ trust in democratic institutions. With such disinformation and 

misinformation and manipulation, we believe the debate is one of the few places where people can 

actually have the same information, unmediated, at the same time, to help them make a choice,” he 

said. So we think these debates are even more important now because we live in filter bubbles, 

everybody, and it’s harder to get verified information or information that hasn’t been manipulated.” 

Relationships with journalists at La Presse (Melanie Marquis, Fanny Levesque), Le Devoir (Leila Jolin-

Dahel), and Radio-Canada (Daniel Thibault) were developed over multiple interviews and were 

productive, direct, process-focused, and thorough. 

Announcement of the Canadian Debates Production Partnership (CDPP): 

Despite some minor stories about delays surrounding the request for proposals for production of the 

debates, the announcement of the CDPP received excellent coverage about the partnership, its 

distribution platforms, and accessibility, as captured by the July 31,2019 Canadian Press story “Federal 

election leadership debates will be more accessible than ever, commission says”: 

“Canadian political junkies will be able to access this fall’s federal election debates with unprecedented 

ease thanks in large part to strong media partnerships, the commission responsible for organizing the 

events said Wednesday as it lifted the veil on plans for the televised campaign confrontations. Both 

events will be held in the Ottawa area and are tentatively scheduled for Oct. 7 in English and Oct. 10 in 

French, said Michel Cormier, the executive director of the Leaders’ Debates Commission. The production 

group includes broadcasters CBC News/Radio-Canada, Global, and CTV; newspapers Toronto Star, Le 

Devoir and the magazine L’Actualite; and digital outlets La Presse, HuffPost Canada and HuffPost 

Quebec. The large, diverse group of media partners means the debate should have strong reach across 

Canada, Cormier said: “Canadians will be able to watch the debates on the platform of their choice, at 

the time of their choosing.” Perhaps the biggest change over debates in the past is that the events will be 

free to stream and distribute for anyone, meaning any Canadian can set up an event or gathering in 

order to watch the show, he added. The debates will also be translated into several different languages, 

including some Indigenous languages, as well as Mandarin, Cantonese, Punjabi and Italian, though 

Cormier said that list is not finalized. Canadians with disabilities should also have easier access, he noted, 
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as the debates will have sign language interpretation, closed captioning and described video. The ease-

of-access is important, Cormier said, because leaders’ debates could serve as points in the campaign 

where “all people have access to the same information in real time, that’s unmediated and undistorted.” 

Participation Criteria/Maxime Bernier: 

Coverage from French-language media were focused on the mechanical details of the decision-making 

process of the Commission, and especially true regarding the decision to include the People’s Party of 

Canada. La Presse and Le Devoir closely scrutinized each of the criteria and sought precise information 

during interviews with Michel Cormier. 

The announcement in August 2019 that five party leaders had been invited to participate in the debates 

(and the preliminary exclusion of Maxime Bernier) received wide coverage, as captured in the Globe and 

Mail’s “Five political parties invited to televised leaders’ debates, Bernier left out for now”:  

“Calling Monday’s decision a “preliminary assessment,” the commission said it would give the party until 

Sept. 9 to further make its case. The commission will make a final decision by Sept. 16. “As we moved 

forward, we didn’t believe we had enough evidence to make a decision, that it would have been unfair to 

Mr. Bernier to call the shot in early August,” Michel Cormier, executive director of the commission, said 

Monday in an interview. Giving the party more time will allow a snapshot of the party’s prospects as 

close to the election as possible, while still allowing time to organize the debate properly, Cormier said. In 

determining whether the candidates had a “legitimate chance,” the commission considered a variety of 

sources of information, including evidence from the parties, national and riding-level polls, past 

candidate performance, membership, fundraising and media visibility, he added. There is no specific 

threshold for poll numbers, for example, that would have constituted a legitimate chance of election, 

Cormier acknowledged, calling the determination a “difficult question.” 

Bernier’s exclusion resulted in extensive debate in the media on both sides, but in general there was 

significant support for his inclusion: 

“Maxime Bernier’s ideas should not disqualify him from debating other leaders” (Chantal Hebert, The 

Toronto Star, August 19, 2019): 

“The positions Bernier is embracing will not go away just because he is kept off the leaders’ debate 

podium.”  

https://www.thestar.com/politics/political-opinion/2019/08/18/maxime-berniers-ideas-should-not-

disqualify-him-from-debating-other-leaders.html 

“What’s a debate if you don’t hear from the opposite side?” (John Ivison, The National Post, August 17, 

2019): 
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“As the PPC pointed out in a statement expressing its disappointment at the preliminary decision, if the 

commission truly considered “recent political context” it would have to weigh the potential for rapid 

growth of any populist party in the Western world.” 

https://nationalpost.com/opinion/john-ivison-whats-a-debate-if-you-dont-hear-from-the-opposite-

side.html 

“Let Bernier debate so Canadians can see what he’s all about” (Dan Leger, The Chronicle Herald, August 

16, 2019):  

“Whatever motivates Bernier, he’s working to build a party based on right-wing ideas that would have 

seemed un-Canadian in the pre-Trump era just a few years ago. He’s crisscrossing the country signing up 

members and organizing constituency associations, the fundamental building block of every party…. The 

PPC claims to have 40,000 members across Canada and has named at least 312 out of 338 potential 

candidates. They won’t all be good candidates, but they’re evidence of the 

party’s reach.” 

https://www.thechronicleherald.ca/opinion/local-perspectives/dan-leger-let-bernier-debate-so-

canadians-can-see-what-hes-really-all-about-342271/ 

A countervailing view: 

“In defence of leaving Bernier off the leaders’ debate invite list (for now)” (Kady O’Malley, iPolitics, 

August 13, 2019): 

https://ipolitics.ca/2019/08/13/process-nerd-in-defence-of-leaving-bernier-off-the-leaders-debate-

invite-list-for-now/ 

His subsequent inclusion, announced September 16, 2019, attracted predictably wide attention: 

“Maxime Bernier invité aux débats des chefs” (La Presse, Sept 16, 2019): 

https://www.lapresse.ca/elections-federales/201909/16/01-5241447-maxime-bernier-invite-aux-

debats-des-chefs.php 

The Debates: 

Criticism of the English-language debate centred on the following: too many moderators, a chaotic and 

unfocused format, and the overrepresentation of leaders who had no realistic chance of forming 

government.  

“Flurry of attacks but no knockouts in chaotic federal leaders debate” (The Globe and Mail, October 7, 

2019) https://www.theglobeandmail.com/politics/article-federal-election-english-leaders-debate/ 

“The debate featured Mr. Trudeau, Mr. Scheer, NDP Leader Jagmeet Singh, Green Leader Elizabeth May, 

Bloc Québécois Leader Yves-François Blanchet and People’s Party Leader Maxime Bernier. The leaders 

frequently talked over each other and jousted on issues such as abortion and same-sex marriage. The 

event was organized by the Leaders’ Debates Commission and moderated by five journalists. Held in 

Gatineau in advance of the Oct. 21 election, the debate began with Mr. Scheer on the attack, accusing 

Mr. Trudeau of “always wearing a mask.” Mr. Scheer, who struggled in last week’s French-language 

debate, appeared more comfortable in his first language. NDP Leader Jagmeet Singh, who has fought to 
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break through in the election campaign, had a forceful performance in the debate, taking aim at both 

Mr. Scheer and Mr. Trudeau and earning a rare round of applause from the audience who had been 

asked to refrain from clapping. “You don’t have to choose between Mr. Delay and Mr. Deny,” Mr. Singh 

said in reference to the Liberal and Conservative Leaders’ climate change policies. Mr. Trudeau, tried to 

stay out of the fray, and at times even abstained from defending his record against attacks, for example 

on Indigenous issues.” 

The Globe and Mail’s editorial was less concerned about the shouting; rather, it decried the fact that 

there weren’t more (English-language) debates: 

“But the one truly disappointing thing about this year’s first official English-language debate? The fact 

that it’s also the last. The creation of an official Leaders’ Debates Commission was supposed to give us 

more and better debates. Instead, 2015’s three unofficial English-language contests were reduced to this 

year’s solitary official meeting. The Liberals have for weeks insisted that’s an improvement over last 

election, apparently relying on a new version of discovery math where one is more than three. One short 

debate, with space and time limited, and with six competing leaders often forced to talk over one 

another in order to be heard, left little room for anything more than sound bites and talking points. For 

undecided voters, the decision will have to come down to meatier stuff – each party’s platform, and its 

record.” 

https://www.theglobeandmail.com/opinion/editorials/article-what-canadians-learned-from-the-one-

and-only-english-language-debate/ 

Media critic Simon Houpt of the Globe echoed a common refrain, that strong moderating was an 

essential element of a successful debate: 

“Where’s a cattle prod when you need one? That and other questions from the federal leaders’ 

debates” (Simon Houpt, The Globe and Mail, October 13, 2019): 

“To be sure, moderating a debate is harder than it looks. It requires a level of skill that takes years to 

hone; like electricity in a house, you only notice when it’s missing. Moderators need to set an appropriate 

tone, move the proceedings along, juggle producers talking in their ear, keep the participants in line and 

make sure that none of the rabid partisans in the audience (at home or in the hall) can accuse you of 

favouritism. More to the point, TV is no place for amateurs. Delacourt is an impressive political reporter, 

and she’s a knowledgeable commentator and panelist, but she flubbed repeatedly when asking 

questions or transitioning between speakers. At one point, she told Elizabeth May she had one minute to 

ask a question, when in fact May had only 25 seconds: Delacourt ended up cutting her off halfway 

through. But if LaFlamme, Raj and Friesen were perfectly fine, it wasn’t until Barton took control for the 

last segment that viewers may have realized what had been missing all night. She was refreshingly 

merciless, cutting off the leaders within milliseconds after they’d hit their time limits. After hearing Justin 

Trudeau give an insufficient answer to a question she’d asked about climate change and the planned 

construction of the Trans Mountain expansion, she observed flatly: “I noticed you didn’t answer the last 

part of that question.” 

https://www.theglobeandmail.com/arts/article-wheres-a-cattle-prod-when-you-need-one-and-other-

lessons-from-the/ 

There was also coverage of the injunction successfully pursued by two organizations originally denied 

media accreditation: 
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“Right-wing outlets win legal battle to attend leaders’ debates” (Canadian Press, October 7, 2019): 

“A federal court judge says Rebel Media and the True North Centre for Public Policy have established that 

they would suffer “irreparable harm” if denied access to Monday night’s English-language leaders’ 

debate in Gatineau and the French-language debate happening Thursday. Justice Russel Zinn says the 

reasons for his ruling will be released at a later date.” 

https://www.theglobeandmail.com/politics/article-canadian-right-wing-outlets-turn-to-court-after-

being-barred-from/ 

The French-language debate was generally considered to have had a better, more controlled format (i.e. 

with a single moderator and more methodical interactions among the leaders). Most French media 

shared the general opinion that the English debate was poorly moderated and formatted. French media, 

understandably, provided more coverage of the French-language debate, in particular the moderating 

skills of Patrice Roy and the format itself. 

“Débat des chefs en français : un exercice ordonné, à une exception près” (La Presse, October 11, 2019): 

https://www.lapresse.ca/elections-federales/201910/10/01-5244938-debat-des-chefs-en-francais-un-

exercice-ordonne-a-une-exception-pres.php 

“Trudeau, Scheer call on Quebeckers to reject resurgent Bloc in French-language debate” (The Globe 

and Mail, October 11, 2019): 

“The French-language debate was less chaotic than Monday’s English-language debate, with a single 

moderator directing exchanges throughout the evening. Leaders were frequently divided into groups of 

three to reduce the risk of indecipherable shouting…. The decision to divide the candidates into groups 

during Thursday’s debate meant few opportunities for Mr. Trudeau and Mr. Scheer to challenge each 

other directly…. The discussion of the economy was the only time the two were grouped together for a 

debate. While most of the evening was calm, the exchange between the Liberal and Conservative leaders 

was often heated as each accused the other of lying.” 

https://www.theglobeandmail.com/politics/article-trudeau-scheer-call-on-quebeckers-to-reject-

resurgent-bloc-in-french/ 

Post-debates coverage: 

Post-debates, there were thoughtful opinion pieces, such as in the Winnipeg Free Press, from Royce 

Koop, associate professor and head of the political studies department at the University of Manitoba, 

who argues for fewer leaders in the debate (and implicitly assumes a future role for the Commission 

itself): 

“(W)e got the new Leaders Debate Commission (sic), an impartial government agency tasked with 

organizing the debates. The commission is supposed to, through its impartiality, give the debates a boost 

in legitimacy. This was achieved in part through the appointment of the impeccably neutral former 

governor general David Johnston as commissioner…. The commission also established clear criteria that 

determine when party leaders may participate in the debate…. The commission hoped to avoid the 

perception that the opportunity to participate was itself a political football…. Thus, the 2019 English 

language debate included six leaders. The result was predictable, as the leaders interrupted one another, 

occasionally yelled and vied for each little snippet of precious time in front of the cameras…. Debates are 
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one of the few real opportunities Canadians have to evaluate the party leaders. Leaders can speak 

directly to voters, but they are challenged by their competitors. The frustrating part of the 2019 English 

debate was that the exchanges between the major party leaders-- Liberal leader Justin Trudeau, Scheer 

and NDP Leader Jagmeet Singh-- were often interesting and even downright informative. Undecided 

voters could have learned much from the debate….. But they were likely prevented from doing so by the 

sideshow of the three minor party leaders using up airtime and speaking over the other leaders… 

Hopefully the Leaders Debate Commission will recognize this and write much stricter criteria for party 

inclusion in the next election’s debates.” 

https://www.winnipegfreepress.com/opinion/analysis/time-to-rethink-leaders-debates-

563353062.html 

In contrast, the Toronto Star’s post-election editorial of Saturday, October 26 titled “After all, a sensible 

people” validates the Commission’s decision to include the People’s Party of Canada leader:  

“Most western countries have seen a rise in far-right populist politics and it was never a foregone 

conclusion that Canada was immune. Bernier had a national political profile and might well have done 

better…. But voters definitively turned thumbs-down on Bernier’s anti-immigrant, “Canadian values” 

message. They had a chance to hear him out, including two national TV debates and their verdict was a 

resounding “no thanks.” It’s an outcome that does the country credit and a victory for the democratic 

process of open debate. Those who wanted to deny Bernier the right to speak out of fear that gullible 

voters would fall for his message should be ashamed of themselves for failing to trust the people.” 

https://www.thestar.com/opinion/editorials/2019/10/25/canadians-are-a-sensible-people-after-

all.html 

The Toronto Star, in an earlier editorial, argued for more debates, fewer leaders, and a tighter format:  

“After Monday night, it’s time to fix the debates” (editorial, October 8, 2019): 

“The national Leaders’ Debates Commission set up last year by the Trudeau government and chaired by 

former governor general David Johnston is due to produce a report suggesting how the process can be 

improved for the next time around. Johnston would do voters a big service by proposing a fundamental 

rethink of how we do national debates. He should start with the number of debates. Two (one in each 

official language) just isn’t enough. Our federal elections go on for five to seven weeks, plenty of time for 

at least two in each language. If the parties truly had voters’ interests in mind and not just their own 

partisan advantage, they’d have a debate a week. Monday night showed there should be fewer leaders 

on stage. Maxime Bernier shouldn’t have been there-- not because his ideological positions are so 

objectionable but because the People’s Party is a fringe group. Nor should Bloc Québécois leader Yves-

Francois Blanchet be included in an English debate when he doesn’t bother to run candidates in more 

than three-quarters of ridings. National debates are for leaders of national parties. The format should 

include extended interaction among the main players, not 30-second jabs and rehearsed soundbites. 

Voters want to see the leaders with a real chance of holding power go at one another directly. That’s the 

whole point of a debate, after all.”  

https://www.thestar.com/opinion/editorials/2019/10/08/after-monday-night-its-time-to-fix-the-

debates.html 
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Appendix 5 – Interpretation of Participation Criteria for 
the Leaders’ Debates 

Overview and Context 

The Leaders’ Debates Commission (“the Commission”) is mandated to organize two debates (one in 

French and one in English) for the upcoming 2019 federal general election. As part of its mandate, the 

Commission is tasked with selecting the party leaders who will be invited to participate in the debates. 

This invitation is predicated on the application of participation criteria set out in Order in Council P.C. 

2018-1322, dated October 29, 2018 (“OIC”). 

The present document describes the Commission’s guiding principles; the open and transparent process 

it has and will continue to follow to determine which party leaders will be invited to participate in the 

debates; the Commission’s interpretation of the participation criteria; and its decision-making timeline. 

Based on a preliminary assessment, the Commission communicated with six political parties from whom 

it sought submissions as to their interpretation of the participation criteria and whether they qualified to 

participate in the debates based on the participation criteria. Following a review of these submissions 

along with an analysis and application of the participation criteria, on August 12, 2019, the Commission 

issued five invitations to the 2019 leaders’ debates. The six letters in respect of each of these political 

parties are available below: 

• Invitation letter to the Bloc Québécois 

• Invitation letter to the Conservative Party of Canada 

• Invitation letter to the Green Party of Canada 

• Invitation letter to the Liberal Party of Canada 

• Invitation letter to the New Democratic Party 

• Letter to the People’s Party of Canada 

These letters should be read in conjunction with this document to understand the Commission’s 

decision-making process with respect to which party leaders will participate in the 2019 leaders’ 

debates. 

Guiding Principles 

As outlined in section 2(b) of the OIC, invitations to participate in the leaders’ debates are to be 

extended to “the leader of each political party that meets two of the following criteria”: 

i. at the time the general election is called, the party is represented in the House of Commons by a 

Member of Parliament who was elected as a member of that party, 

ii. the Debates Commissioner considers that the party intends to endorse candidates in at least 90% of 

electoral districts in the general election in question, 
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iii. the party’s candidates for the most recent general election received at that election at least 4% of 

the number of valid votes cast or, based on the recent political context, public opinion polls and 

previous general election results, the Debates Commissioner considers that candidates endorsed by 

the party have a legitimate chance to be elected in the general election in question. 

As part of its assessment of whether the leader of a party should be invited, the Commission is informed 

by the OIC, including the following provisions: 

• Preamble: “it is desirable that leaders’ debates be effective, informative and compelling and 

benefit from the participation and benefit from the participation of the leaders who have the 

greatest likelihood of becoming Prime Minister or whose political parties have the greatest 

likelihood of winning seats in Parliament”; 

 

• Preamble: “it is desirable that leaders’ debates be organized using clear, open and transparent 

participation criteria”; 

• Section 3(d): “the decisions regarding the organization of the leaders’ debates, including those 

respecting participation criteria, are made publicly available in a timely manner”; and 

 

• Section 4: “the Leaders’ Debates Commission is to be guided by the pursuit of the public interest 

and by the principles of independence, impartiality, credibility, democratic citizenship, civic 

education, inclusion and cost-effectiveness.” 

Open and Transparent Process 

In light of the above guiding principles and in order to determine how best to interpret and apply the 

participation criteria, and in recognition of the importance of its decision, the Commission has followed, 

and will continue to follow, a process that: 

• is open and inclusive: registered political parties have an opportunity to show how they meet the 

participation criteria; 

• provides an opportunity to be heard: political parties are provided with an opportunity to make 

submissions with respect to how they meet the criteria; in addition, should the Commission 

conclude that a political party does not meet the participation criteria, that party may provide 

additional information for the Commission’s consideration before a deadline that is 

communicated to the parties and to the public; 

• is independent and impartial: the Commission shall not pre-judge which political parties should be 

invited; 

• is transparent: the Commission will issue written reasons with respect to the application of the 

participation criteria to political parties, whether they meet such criteria or not; and 

• is effective: notwithstanding the above considerations, the Commission will ensure its process is 

timely and cost effective. 

The Commission has been and will be consulting with academics, independent pollsters and the 

Commission’s Advisory Board and also considered other available relevant information, including 

publicly available polling data and media coverage. The Commission also sought written submissions 

from those political parties that, based on a preliminary assessment, the Commission concluded had the 

greatest likelihood of meeting the participation criteria. 
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Interpretation of the participation criteria 

Following its consultations, the Commission reviewed the political parties’ submissions. The Commission 

concludes that the application of the mandated participation criteria contains both objective and 

subjective elements. 

While the OIC sets out what appears to be three criteria to be interpreted and applied, these can in fact 

be divided as follows: 

• Criterion (i): the party is represented in the House of Commons by a Member of Parliament who

was elected as a member of that party;

• Criterion (ii): the Commissioner considers that the party intends to endorse candidates in at least

90% of electoral districts in the general election in question;

• Criterion (iii):

a. the party’s candidates for the most recent general election received at that election at least

4% of the number of valid votes cast; or,

b. based on the recent political context, public opinion polls and previous general election

results, the Commissioner considers that candidates endorsed by the party have a legitimate

chance to be elected in the general election in question.

Criteria (i) and (iii)(a) do not require an extensive assessment by the Commission as these criteria are 

applied based on the review of objective evidence. 

Criteria (ii) and (iii)(b) on the other hand require an assessment and consideration by the Commission. 

With respect to criterion (ii), in determining whether a party “intends to endorse candidates in 90% of 

electoral districts”, the Commission has considered and will consider the following: 

a. Evidence provided by the party in question, including but not limited to a declared intention by the

party leader;

b. Evidence of the party’s record in previous elections, if applicable;

c. Evidence of registration with Elections Canada;

d. Evidence of the party’s nomination processes; and

e. Evidence of the party’s number of riding associations.

With respect to criterion (iii)(b): 

1. In determining “recent political context, public opinion polls and previous general results”, the

Commission has considered and will consider the following:

a. Evidence provided by the party in question in relation to the criterion;

b. Both current standing and trends in national public opinion polls;

c. Riding level polls, both publicly-available and internal party polls if provided as evidence by the

party and riding projections;

d. Information received from experts and political organizations regarding information about

particular ridings;

e. Parties and candidates’ performances in previous elections;

f. Media presence and visibility of the party and/or its leader nation-wide;
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g. Whether a party is responsive to or represents a contemporary political trend or movement;

h. Federal by-election results that took place since the last general election;

i. Party membership; and

j. Party fundraising.

2. In interpreting the phrase “candidates endorsed by the party”, the Commission, in accordance with

principles of statutory interpretation, considered the words of the OIC in their entire context and in

their grammatical and ordinary sense harmoniously with the scheme of the OIC, the object of the

OIC, and the intention of the OIC. The Commission concludes that the word “candidates” in the

context of the OIC should be interpreted as plural. In other words, political parties will need to

demonstrate that more than one candidate endorsed by the party has a legitimate chance to be

elected. This is because:

First, some parties argued that “candidates” should be interpreted as a collective noun meaning a field 

or spectrum made up of individual parts and that the threshold for inclusion in that field could be as low 

as one. However, this argument is inconsistent with the plain wording of the provision which explicitly 

refers to candidate as plural; 

Second, the drafters of the OIC were explicit in using the singular when that was the intention. Indeed, 

criterion (i) refers to “a member of Parliament”. Moreover, the preamble to the OIC provides that for 

the leaders’ debates to be effective they would benefit from the participation of leaders who have the 

greatest likelihood of becoming Prime Minister or whose political parties have the “greatest likelihood 

of winning seats in Parliament”; and 

Third, some parties argued that provisions in the Commission’s OIC related to the principle of inclusion 

suggested a more expansive interpretation of the word “candidates”. While “inclusion” is to be 

considered by the Commission in fulfilling its mandate (OIC, section 4), the OIC also mandates that the 

leaders’ debate be effective, informative and compelling. It further provides that the leaders’ debates 

would “benefit from the participation of the leaders (…) whose political parties have the greatest 

likelihood of winning seats in Parliament”. This provision suggests a more restrictive number of 

candidates participating in the debates. 

In interpreting “legitimate chance to be elected”, the Commission considered the French version of the 

same provision which refers to “véritable possibilité d’être élus.” Based on the common interpretation 

of both versions, the Commission is of the view that “legitimate chance” means “a reasonable chance of 

having someone elected”. 

Overall, in its consideration of criterion (iii)(b), the Commission is of the view that its primary decision 

for the application of criterion (iii)(b) is assessing the chance of candidates to be elected. The factors 

listed above will be considered in this light. Additionally, the Commission notes that the OIC is silent with 

respect to a specific threshold for electability. 
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Decision-making timeline 

On July 12, 2019, the Commission sought submissions from those parties that a preliminary assessment 

concluded had the greatest likelihood of meeting the participation criteria. 

Upon review of the submissions from these six political parties and in consideration of the above 

interpretation of the mandated participation criteria, on August 12, 2019, the Commission invited those 

political parties that the Commission was of the view met two of the mandated criteria. Each invitation 

that the Commission issued contained the party-specific reasons underpinning the Commission’s 

determination. These invitations have been issued at this time in order to ensure that the Commission 

fulfills its mandate to make public its decisions with respect to participation in a timely manner. In 

addition, it is important for the producer of the debates to begin to meet with the participants to plan 

an orderly and well-executed leaders’ debate. This will improve the quality and ensure the high 

journalistic standards of the leaders’ debates as is mandated by the Order in Council. 

The Commission also provided provisional reasons to the party that, at that time, had not met the 

participation criteria. This party has the opportunity to provide updated evidence to the Commission by 

September 9, 2019. The Commission also concluded that it required more evidence regarding specific 

electoral districts in which candidates endorsed by that political party have a legitimate chance to be 

elected. It therefore asked that party to identify, by August 23, 2019, three to five such electoral 

districts. The Commission will then seek additional information on the legitimate chance of candidates 

endorsed by that party being elected in any of those ridings. The Commission will then disclose this 

information to that party for an opportunity to comment. 

The Commission intends to make its final decision with respect to that party by September 16, 2019. The 

date of September 16, 2019, is necessary as it balances: 

1. The need for the Commission to have access to the best evidence available in order to assess

whether political parties satisfy the debate participation criteria; and

2. the need to ensure that both the debates producer has sufficient time to produce a debate of high

quality, as required by the OIC, and that the political parties can properly prepare for the debates in

order to ensure they are informative for Canadians. The debates are scheduled for Monday,

October 7, 2019 (English) and Thursday, October 10, 2019 (French).
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1.0 Executive Summary 

The Leaders’ Debates Commission was responsible for organizing and managing the two debates held 
during the most recent federal election. The following is an examination and analysis of the process for 
deciding which parties should be invited to participate.  
 
For the 2019 federal election, the main question was the appropriateness of inviting a new party such as 
the People’s Party of Canada (PPC) to participate. The Commission decided to invite the PPC because it 
came to the conclusion that it had a legitimate chance to win seats. The analysis here examines the 
decision in the context of electoral competition in Canada using results of the 2019 election and 
previous elections. This examination provides an additional lens to help inform future decisions of the 
Leaders’ Debates Commission. 
 
The report is organized along the following themes: 

• The electoral system and minor parties – The rules of the game are critical factors in shaping 
how new and minor parties operate in our democracy.  

o The first-past-the-post electoral system – Canada’s voting system does not favour 
minor parties. Here we discuss an analysis of the recent historical pattern in relationship 
to the minimum votes needed to win a riding.  

o Movement versus parties formed out of party system failure – Once the nature of 
converting votes to seats is considered, an examination of the difference between 
parties formed out of a movement versus those which are most appropriately thought 
of as those that emerge out of party system failure is explored. That is, when parties fail 
to adequately represent a key constituency. In Canada, this tends to be regionally based. 

o Fixed election dates – Given that the Commission is trying to establish the potential for 
a party to be successful before the campaign begins, we introduce the idea that the 
move to fixed election dates will limit overall campaign effects.  

• The decision to invite the PPC – After discussing the decision-making process used by the 
Commission, the report examines the decision compared to the actual election outcome. 

o PPC did not convert votes to seats – An analysis of the geographic distribution of 
support for the Party shows a clear lack of geographic base.  

o An analysis of riding surveys conducted in four ridings believed to be likely to elect a 
PPC candidate – The Commission administered a test based on the per cent of each 
riding willing to consider voting for the PPC candidate. In light of the nature of the 
electoral system a post election outcome review suggests that standard was too easy to 
achieve and overestimated the chance of the Party electing multiple candidates. 

• Lessons from other minor party insurgencies – The Green Party, the Bloc Québécois (BQ) and 
the Reform Party experience help inform our understanding of the possibility of the PPC winning 
seats. 

o Green Party – Lacking a regional base, the Party failed to win seats in many elections 
because vote shares below five per cent nationally are unlikely to generate seats. The 
party was more successful in later elections when it had regional strength of 10 per cent 
or more. 

o Bloc Québécois – A classic example of party-system failure, the BQ experience highlights 
the impact of a regional base. Even before the campaign began, its potential to win 
seats was evident given its strong voter support in Quebec. 
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o Reform Party – Like the BQ, the Reform Party was clearly poised to win seats and had a 
strong regional base. Finally, it took the Reform Party two elections to establish a base. 
It did not easily convert electoral presence to seats.  

 
The analysis of the People’s Party experience in light of our democratic system and the experience of 
other parties leads to two elements that the Commission can consider in assessing the process for 
including minor parties in future debates. 

• Regional strength matters. Adding a regional popular support criterion (e.g. 10% minimum vote 

share) to evaluate admission to the Leaders’ Debate would help better capture the dynamics of 

minor parties in Canada. Minor parties without a regional base have a very low likelihood of 

converting votes to seats.  

• A stronger minimum support level should be considered. The Commission may want to 

continue in some circumstances to use a “willingness to consider the party” test to evaluate the 

legitimate chances of winning a seat. Since few candidates win with between 25 and 30 per cent 

of the vote, a standard of 40 per cent willing to consider is probably more likely to be a robust 

indicator of electoral success.  

The 2019 federal election represented a positive first step for the Leaders’ Debates Commission as it 
deliberated on how to best operationalize the parameters for including parties in the Leaders’ Debate.  
The analysis by Nanos suggests that, taking the learnings from the 2019 federal election, the parameters 
for inclusion can be better refined. To follow is a more detailed examination of the items articulated in 
the Executive Summary. 

  

421



2.0 Background 

The Leaders’ Debates Commission is interested in reviewing the process it used for considering which 

parties should be invited to participate in debates. In the lead up to the debates for the 2019 federal 

election, the main question was the appropriateness of inviting a new party such as the People’s Party 

of Canada (PPC). Although initially not invited, the Commission ultimately decided to invite the PPC. This 

memo reviews the process used to invite this new party, considers the true performance of the parties, 

and reviews the historical record of minor parties to offer a set of observations for the Commission to 

consider in formulating future decisions. For the purposes of this discussion a minor party is a party 

without a significant number of seats in the House of Commons. 

The inclusion of the PPC in the debate is not an experiment. Including the party could have had an 

impact on the result. Participation in the debates could have either helped or dampened its electoral 

prospects. Inclusion may have legitimized the party as a serious party with a chance of winning. 

Exposure may have also increased awareness of its platform. It may, however, have exposed the public 

to its platform or to its leader’s competence and character that reduced the likelihood of support.  The 

one known in the process is that the electoral prospects of the PPC did not increase with participation in 

the Leaders’ Debates. 

One should exercise caution in simply concluding that the lack of seats won is an indicator that the Party 

should not have been invited. One can, however, use the PPC experience in 2019 along with the 

experience of other minor parties to evaluate the claim that the party had a legitimate chance to win 

seats (more than one).  
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3.0 The Electoral System and Minor Parties 

I. Minimum votes to win a riding  

Canada’s first-past-the-post system does not favour minor parties. The winner-take-all proposition in 

each riding means that candidates can be elected without getting a majority in the riding.  When we 

examined riding outcomes for the 2004, 2006, 2008, 2010 and 2015 federal elections in Canada, there 

were several key stats that highlight the difficulty in converting votes into seats. 

A review of the five elections leads to a number of key observations: 

• Margin of Victory - The average margin of victory for the most recent elections examined was 
between 18.9 and 22.8 per cent while the median margin of victory ranged between 15.0 and 19.6 
per cent. 

• Winning Support – The average percentage level of support of the winning candidates was between 
48.6 and 50.4 per cent while the median winning support in ridings was between 47.4 and 49.7 per 
cent. 

• Minimum Required to Win – The lowest percentage required to win at the riding level in the most 
recent elections ranged between 26.8 and 32.7 per cent. 

All things being equal, an ‘average’ party expecting an ‘average’ winning level of support would need 
support of about 45 per cent to win in a single riding. The lowest possible level of support is 26.8 per cent, 
which was achieved in 2004 in the Saskatoon-Humboldt riding. Of course, winning with such a low level of 
support requires three other competitive parties to split the other 73 per cent of the vote. 

 

 

 

II. Party system failure versus movement parties 

For the purposes of this memo it is useful to consider two types of minor parties. The first, are those 

who emerge out of party system failure. One or all of the major parties fail to adequately represent a 

large proportion of Canadians usually with decidedly regional grievances. This is not to say that these 

parties are not fuelled by and passionate about ideas. The key is that the broad consensus that underlies 

the party breaks down. Parties fracture. 

The second is parties that emerge as a movement. Here ideas matter more than electoral success. The 

Green Party would fit this mould as would many of the plethora of minor parties that offer candidates 

for office with little expectation of electoral success.  

Election

Mean 

Margin of 

Victory (P)

Median 

Margin of 

Victory (P)

Mean 

Winning 

Support (P)

Median 

Winning 

Support (P)

Lowest 

Winning 

Support (P)

Margin for 

Lowest 

Winning 

Support (P)

Riding with lowest margin in election

2004 20.4 17.4 49.9 48.0 26.8 1.2 Saskatoon--Humboldt

2006 20.7 18.0 49.0 48.0 32.7 3.3 Hull--Aylmer

2008 22.8 19.6 49.5 47.5 29.2 3.0 Gatineau

2010 21.9 19.4 50.4 49.7 31.0 5.0 Vancouver Centre

2015 18.9 15.0 48.6 47.4 28.6 0.4 Pierre-Boucher--Les Patriotes--Verchères

423



The PPC arguably is closer to this conception of a minor party than a party emerging out of party system 

failure. The party focuses on unique issues. For this reason, it is worth considering how parties as 

movement have electoral success in a system that punishes parties for not having concentrated votes. 

III. Fixed election dates and campaign effects 

One of the additional considerations is the fact that we have fixed electoral dates. While it is possible to 

have an early election, the expectation that the election will occur regularly every four years on a 

specific day means that the campaign is effectively much longer than the actual writ period. One can 

reasonably expect that the impact of the formal campaign is smaller when the election day is already 

decided months in advance of the dropping of the writ. Only something that fundamentally changes 

what voters know or are thinking about could dramatically change the fortunes of a small party. Much of 

the likely success of a small party is embedded in the pre-writ survey results.  

4.0 The Decision to Invite the People’s Party of Canada in 2019 

I. How the Commission Decided 

In coming to its decision to invite the parties to participate in the debates, the Leaders’ Debates 

Commission requirements to be met are provided below.  

As outlined in section 2(b) of the OIC, invitations to participate in the leaders’ debates are to be extended 

to “the leader of each political party that meets two of the following criteria”: 

i. at the time the general election is called, the party is represented in the House of Commons by a 

Member of Parliament who was elected as a member of that party, 

ii. the Debates Commissioner considers that the party intends to endorse candidates in at least 90% 

of electoral districts in the general election in question, 

iii. (a) the party’s candidates for the most recent general election received at that election at least 

4% of the number of valid votes cast or, (b) based on the recent political context, public opinion 

polls and previous general election results, the Debates Commissioner considers that candidates 

endorsed by the party have a legitimate chance to be elected in the general election in 

question.[Note: (a) and (b) added by Nanos] 

On the basis of these criteria six parties were invited to attend. The PPC was originally not invited but 

after receiving additional information the Leaders’ Debates Commission did extend an invitation. The 

table below also shows the number of seats won and the criteria that was used to determine 

participation. 
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Party Qualification Criteria Seats won in 

the 2019 

election 

Bloc Québécois i. (Sitting members in House); ii. More than 4% of 

vote in previous election 

32 

Conservative Party of Canada i. (Sitting members in House); ii. More than 4% of 

vote in previous election 

121 

Green Party of Canada i. (Sitting members in House); ii. Offering candidates 

in at least 90% of ridings 

3 

Liberal Party of Canada i. (Sitting members in House); ii. More than 4% of 

vote in previous election 

157 

New Democratic Party i. (Sitting members in House); ii. More than 4% of 

vote in previous election 

24 

People’s Party of Canada ii. Offering candidates in at least 90% of ridings; iii. 

More than 1 candidate has a chance of being 

elected 

0 

NOTE: One seat was won by an Independent candidate in the 2019 election. 

The People’s Party was the party that the Commission had to evaluate closely given that it had no 

previous electoral success that would allow it to be qualified under i. or iii. (a). Because the leader was 

elected as a Conservative and the party had not run candidates in previous elections, there was no basis 

for including the party unless it met criteria ii. (fielding a full slate of candidates >90%) and iii(b) (having 

a legitimate chance of being elected. The Commission determined that a legitimate chance of being 

elected in more than 1 riding was the minimum condition. 

The key wording in iii(b) is the words, recent political context. The Commission in their words used the 

following to determine the political context: 

1. Evidence provided by the party in question in relation to the criterion; 

2. Both current standing and trends in national public opinion polls; 

3. Riding level polls, both publicly-available and internal party polls if provided as evidence by the 

party and riding projections; 

4. Information received from experts and political organizations regarding information about 

particular ridings; 
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5. Parties’ and candidates’ performances in previous elections; 

6. Media presence and visibility of the party and/or its leader nation-wide; 

7. Whether a party is responsive to or represents a contemporary political trend or movement; 

8. Federal by-election results that took place since the last general election; 

9. Party membership; and 

10. Party fundraising.i 

 

On the basis of publicly available polling in Beauce, riding polls conducted in four potentially contending 

ridings by the Commission, and information about fund-raising, party membership and media presence, 

the decision was made to invite the party. 

II. PPC support (national and regional) 

Overall, the People’s Party received 1.6% of votes cast and no seats. This is lower than the national poll 

averages throughout the election, which generally ranged from 2-4 per cent. National vote shares are, 

however, not necessarily indicative of riding success, especially for regionally oriented parties. Regional 

or local strength can convert to seats. 

The People’s Party of Canada, however, had no meaningful regional or provincial support. Below is the 

share of the vote in the election by province/territory. The final vote shares mirror the national polls at 

the beginning of the campaign. The PPC did not have a regional strength, which significantly reduced 

the likelihood of winning seats. 
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III. Analysis of how PPC did in the five ridings the Commission analyzed 

One of the ways the Commission assessed the electoral viability of the People’s Party was to review 

publicly released polling for the Beauce riding. This polling suggested that the PPC was viable in Beauce. 

To establish whether it had a chance to win elsewhere, riding pollsii were commissioned to establish the 

willingness to consider voting for the PPC in four ridings the PPC felt it was most competitive. In each 

riding, respondents were asked “How likely are you to vote for_______, the People’s Party of Canada 

candidate in your riding in the next federal election?”.  

The willingness to consider the party, as was argued elsewhere, has the advantage of assessing the 

potential support for the party without explicitly asking the vote intention question. Potential support is 

independent of any strategic considerations that voters might use in forming their final vote decision. If 

40 per cent of voters in a riding would consider voting for a candidate, that would represent the 

maximum vote share for that party. To get 40 per cent, every person would need to act on their 

consideration. Of course, people are free to consider more than one party. 

It is unrealistic to assume that every single person who is considering a party would actually vote for 

that party. So a party’s ultimate vote will be based on what percentage of the electorate can be 

motivated to act on their openness to consider a party plus any change in the willingness to consider the 

party between the polling and the actual vote. 

The Commission determined that since the Party had more than 25% of the electorate in the riding 

willing to consider it, the PPC was a legitimate contender to win multiple seats.  

As noted earlier, a 25 per cent threshold is the minimum amount of local voter support that has 

produced a winning seat among the most recent federal elections. In order for the PPC to reach that 

minimum share of votes (25%), virtually everyone who indicated that they would consider the party 

would have to actually cast a vote for that party. This represented a minimum standard for the PPC to 

meet. This 25 per cent threshold also requires a number of competing parties which would effectively 

split the vote in a first-past-the-post system. 

The table below shows the percentage who would consider voting for the party and the ultimate vote 

share for the party in each riding. Two things are of note: 

• Actual vote shares did not come close to making the districts competitive. Only in Nipissing-

Timiskaming did the PPC party receive more than 5% of the votes. In the end, less than half of 

those who expressed a certainty to vote for the PPC candidate could have done so to reach their 

level of electoral support. 

• The Commission used a generous interpretation of willingness to consider. The question was 

asked on a 4-point scale and the Commission reached the 25 per cent threshold by adding 

together the percentage who provided a certain to vote, likely to vote, and possibly will vote. 

Given that the probability of actually voting for the party increases with the strength of one’s 

conviction, aggregating all three response categories allowed for a higher legitimacy of the PPC 
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being competitive. For example, for the PPC to reach 26 per cent support in Pickering-Uxbridge, 

the party would need the 9.3 per cent who only felt a vote for the PPC candidate was a 

possibility to cast their vote this way. 

• Getting to the 25 per cent threshold did not provide much chance of electoral success. Even if 

the party received 25 per cent of the vote (which the consideration data indicated was unlikely), 

its chance of electoral success was mathematically still remote. Only one candidate between 

2004 and 2015 was elected with 27% of the vote. 

On election day, the People’s Party was only competitive (finishing 2nd) in one riding (Beauce). In fact, its 
presence in all these ridings did not even impact who won as the winning candidate in each riding won 
by more than the PPC vote share.  
  

Nipissing-

Timiskaming 

Etobicoke 

North 

Pickering-

Uxbridge 

Charleswood-

St.-James-

Assiniboia-

Headingley 

Certain to vote for 

that candidate 
11.2% 15.3% 11.2% 10.6% 

Likely to vote for 

that candidate 
6.1% 5.2% 5.4% 4.4% 

Possibly will vote 

for that candidate 
16.9% 9.4% 9.3% 9.5% 

Will not vote for 

that candidate 
59.0% 62.2% 67.9% 73.2% 

No answer 6.9% 7.9% 6.2% 2.3% 

     

Net: Top 3 23.0% 29.9% 25.9% 24.5% 

Net: Top 2 17.3% 20.5% 16.6% 15.0% 

     

Actual vote share 5.2% 2.8% 2.0% 4.3% 
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5.0 Lessons from Other Minor Party Insurgencies 

I. Green Party 

A useful perspective on the process and the challenges a small party faces having electoral success is the 

Green Party. It has now won seats in three general elections plus some by-election wins but it had 

strong showings in the previous elections with no seat success.   

The challenge of new parties converting votes to seats is not a minor one. In 2008, the Green Party won 

6.5 per cent of the vote nationally but received no seats for their effort. The same vote in 2019 led to 3 

seats. For three elections, between 2004 and 2008, the party was able to surpass the four per cent of 

the national vote but was unable to win any seats.  

 

A look at the regional distribution helps account for the inability of the party to convert votes to seats. In 

2004, provincial vote shares varied between two and six per cent. By 2019, the Green Party had 

achieved double digit vote shares in six provinces or territories. Reaching double digits did not 

guarantee seats in that region but it made it more probable. In B.C., eight per cent of the vote elected 

one candidate in 2011 and one in 2015 but nine per cent in 2008 did not lead to electoral success. 

Movement parties like the Green Party face significant challenges. Without a strong regional base, there 

is no guarantee that votes will turn into seats. And, in the absence of major party failure that frees 

voters to move to other parties, the minor party trajectory for improvement is uneven. Gradually over a 

course of many elections, there is the possibility of increased electoral success but it is always tenuous.  

 
N.L. P.E.I. N.S. N.B. Que. Ont. Man. Sask. Alta. B.C. Y.T. N.W.T. Nun. Total 

2019 3% 21% 11% 17% 4% 6% 5% 3% 3% 12% 10% 11% 2% 7% 

2015 1% 6% 3% 5% 2% 3% 3% 2% 3% 8% 3% 3% 2% 3% 

2011 1% 2% 4% 3% 2% 4% 4% 3% 5% 8% 19% 3% 2% 4% 

2008 2% 5% 8% 6% 3% 8% 7% 6% 9% 9% 13% 5% 8% 7% 

2006 1% 4% 3% 2% 4% 5% 4% 3% 7% 5% 4% 2% 6% 4% 

2004 2% 4% 3% 3% 3% 4% 3% 3% 6% 6% 5% 4% 3% 4% 

*highlighted cells indicate where party won seats 
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As an experiment, it is interesting to look back at the criteria for inclusion as they apply to previous 

elections. In 2019, the Green Party qualified under i. (member of the House of Commons) and ii. 

(offering candidates in 90% or more of ridings). It did not, however, meet the threshold of four per cent 

support in the previous election. In fact, electing someone in the previous general election would have 

been critical to getting an invite in 2019 and 2015. In earlier elections as long as the party offered 

enough candidates, it would have been invited to the debate even though it had little chance of 

electoral success. 

The Green Party experience provides several insights into the process by which a minor party converts 

votes to seats. First, vote shares below five per cent nationally are unlikely to generate seats. It is 

possible for an established leader/ politician to win a seat when their party is at five per cent or below 

but this requires a unique person. Second, regional strength of 10 per cent or more is the best indicator 

of potential seats. 

II. Bloc Québécois (BQ) 

The Bloc Québécois represents a classic case of a regionally-based disruption to the party system. Since 

it never offers candidates outside of Quebec, it’s national vote total is not particularly relevant except as 

to understand how a low national vote can sometimes translate into seats. 

National vote shares for the BQ have fluctuated from a low of five to a high of 14 per cent. Even at five 

per cent, the party was able to win 10 seats. Winning seats was a result of receiving 19 per cent of the 

vote in the region. But the shift between 2008 and 2011 highlights a key aspect of the way votes get 

converted into seats. Between 2008 and 2011, the share of the vote in Quebec dropped from 38 to 23 

per cent (15 points or 39%) but seats dropped from 49 to four (a decline of 92%). Once even regional 

vote shares drop below 25 per cent, success in terms of seats is not guaranteed. 

Technically the party did not win seats until 1993, but Gilles Duceppe was elected in a by-election in 

1990, a year before the party was legally formed. As such, the party which would go on to win 54 seats 

would not have qualified under the Commission’s rules for debate inclusion as it had no elected 

candidates, did not field candidates nationally, and had not received four per cent of the vote (iii.a). Of 

course, it would have been considered likely to win seats under iii.b. 

Significant political support was already evident in the Spring of 1993. An Environics surveyiii found that 

among decided voters the B.Q. was at 12.5% nationally and 47% in Quebec. 
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The Bloc Québécois experience highlights the importance of regional/provincial support. It is also 

important in showing the dynamic by which traditional parties get usurped by a new party. Finally and 

importantly, the seeds of the BQ success were evident well before the campaign started. 

III. Reform 

The BQ represents the most regionally concentrated version of a new party that emerged out of party 

system failure. The Reform Party is a further example of a party that started with a regional foothold. 

Formed in 1987, the party contested the 1988 election but did not elect any Members of Parliament.  

• In 1988, the early signs of potential regional impact were evident. Although it did not win any 

seats and was not a national party, it won 15.4 per cent of the vote in Alberta and 4.8 per cent in 

B.C. 

• In June of 1993, an Environics survey found that among decided voters 7.4 per cent would vote 

for the Reform Party if the election was held today. Months before the election, the Reform 

Party also had a regional presence with significant support in Manitoba/Saskatchewan (15%), 

Alberta (19%) and British Columbia (19%).iv 

• The 1993 election catapulted the party to 52 seats. Again, the regional strength was obvious. 

The Party won 52 per cent of the vote in Alberta. 

There are several lessons we can take from the Reform experience. First, while few would have 

predicted the size of the electoral success in 1993, the Party was clearly poised to win seats. Second, its 

electoral legitimacy was driven by its strong regional base. Campaign dynamics shaped the final tally, 

but they were clearly competitive regionally before the campaign started. Third, it took the Reform 

Party two elections to establish a base big enough to legitimately compete for seats. Getting to 15 per 

cent of the vote in 1988 did not lead to any seats but it set the foundation for later success. 
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N.L. P.E.I. N.S. N.B. Que. Ont. Man. Sask. Alta. B.C. Y.T. N.W.T. Nun. Total 

1988 
      

3.3% 
 

15% 5% 
   

2.1% 

1993 0% 1% 13% 8% 0% 20% 22% 27% 52% 36% 13% 8% 
 

18.8% 

1997 3% 2% 10% 13% 0% 19% 24% 36% 55% 43% 25% 12% 0% 19.4% 

6.0 Considerations 

Decisions about who to invite to participate in debates are important for the health of our democracy. 

While we do not make specific recommendations, the analysis here suggests the following key points for 

the Commission to consider going forward. 

• Regional strength matters. The current criteria for inclusion do not specifically address the 

situation where a party is strong regionally but weak nationally. There is room to add a regional 

popular support lens to evaluate admission to the Leaders’ Debate. The BQ would not have 

been invited to participate in a debate in 1993 based on the current decision-making due to the 

fact that they had no previous electoral experience and were not contesting 90 per cent or more 

of the ridings in Canada. Regional strength also matters because minor parties without a 

regional base have a very low likelihood of converting votes to seats. A requirement for a 

minimum vote share (e.g. 10%) in a province might be a useful indicator of whether a seat could 

be won there.  

• A stronger minimum support level should be considered. Recognizing that even provincial 

aggregation may not fully capture significant local support, the Commission may want to 

continue in some circumstances using a “willingness to consider the party” test to evaluate the 

legitimate chances of winning a seat. The standard used in 2019, however, was a lowest bar 

based on recent historical data. Few candidates win with between 25 and 30 per cent of the 

vote. A standard of 40 per cent willing to consider is probably more likely to be a more robust 

indicator of electoral success as opposed to the minimum possible. The experience of other 

minor parties without a strong regional base, such as the Green Party, is that winning more than 

one seat is highly unlikely with less than 10 per cent of the national vote.  
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ENDNOTES 

i Decision: Participation of the leader of the People’s Party of Canada (“PPC”) in the 2019 leaders’ debates 
[September 16, 2019; https://debates-debats.ca/en/interpretation-participation-criteria-leaders-debates/letter-
peoples-party-canada/decision-participation-leader-peoples-party-canada-in-the-2019-leaders-debates/] 

ii Riding polls were conducted by Ekos Research.  
https://debates-debats.ca/en/transparency/public-opinion-research-provide-evidence-interpretation-participation-criteria-
leaders-debates/ 

iii Telephone survey of 1961 Canadians conduced in June of 2003 by Environics. Data accessed through the 
Canadian Opinion Research Archive (CORA). Environics and CORA are not responsible for the analysis presented 
here. 

iv Telephone survey of 1961 Canadians conduced in June of 2003 by Environics. Data accessed through the 
Canadian Opinion Research Archive (CORA). Environics and CORA are not responsible for the analysis presented 
here.  

433

https://debates-debats.ca/en/interpretation-participation-criteria-leaders-debates/letter-peoples-party-canada/decision-participation-leader-peoples-party-canada-in-the-2019-leaders-debates/
https://debates-debats.ca/en/interpretation-participation-criteria-leaders-debates/letter-peoples-party-canada/decision-participation-leader-peoples-party-canada-in-the-2019-leaders-debates/
https://debates-debats.ca/en/transparency/public-opinion-research-provide-evidence-interpretation-participation-criteria-leaders-debates/
https://debates-debats.ca/en/transparency/public-opinion-research-provide-evidence-interpretation-participation-criteria-leaders-debates/


Appendix 7 – Literature Review - Canada’s Leaders’ 
Debates in comparative perspective36 

Spencer McKay, Research Associate, Centre for the Study of Democratic Institutions, School of Public 
Policy and Global Affairs, University of British Columbia 

Introduction: What are debates for? 

While some observers view debates as little more than glorified press conferences or suggest that they are 
inappropriate for a parliamentary system in which prime ministers are not directly elected (Rogers 2009, 
14–15), most observers seem to agree that debates can play an important role in democracies. Perhaps the 
most common view is that “the primary function of debates should be to inform the public” (McKinney 
2005, 199). Yet, this raises the question of what it is citizens ought to learn. Jamieson and Birdsell (1985, 
162-163) argue that debates should allow citizens to learn

(1) What the candidate considers the most pressing problems confronting the country and how he or she
plans to respond to them. (2) Whether the candidate can communicate competently about complex issues
in private and do so clearly and effectively to the nation as well. (3) Whether the person will see that the
laws are faithfully executed and set an appropriate moral tone for the nation. (4) How if at all, the job of
president will change those answers we have received to earlier questions. How would the candidate
respond to the unexpected.

This clarifies that the expectation is not merely that citizens learn about policy, an outcome that might be 
better accomplished through other means. Rather, debates with some interaction or clash between 
candidates are preferable to joint press conferences, as these debates can help highlight the differences 
between candidates (McKinney and Carlin 2004; Pfau 2002, 251) and lead to less scripted, more 
authentic performances (Coleman and Moss 2016).  

These views are largely consistent with the reasons that citizens provide for why they watch debates. 
Citizens have reported that they watch debates in order to “learn the candidates’ positions on issues, to 
compare them as personalities, and to help in deciding which way to vote” (Chaffee 1978, 333). This so-
called ‘uses and gratifications’ approach may not accurately capture the motivations or needs that citizens 
have. For instance, it is also plausible that viewers tune in to cheer on their preferred candidate and find 
reasons not to vote for the others but do not report their purpose as such (Chaffee 1978, 332–33; Wagner 
2017, 549). An alternative approach has focused on the capabilities that citizens need to participate as 
democratic citizens, using focus groups to allow citizens to voice their frustrations and suggest 
improvements. Citizens want to participate in debates, interact with party leaders, make informed 
decisions, and avoid attempts at manipulation (Coleman and Moss 2016).  

Debate effects 

The existing literature suggests that debates “may be the only televised political event capable of 
attracting the attention of the “marginally attentive” citizen” (McKinney and Carlin 2004, 204). They 
provide a focal point for campaigns that can enable democratic citizenship. This includes, but is not 
limited to, allowing citizens to influence the election agenda; to learn about the candidates, their parties, 

36 Thanks to Candice Chan, Sarah Despatie, and Arian Zand for helpful research assistance. 
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and their platforms; to participate in political discussion; and to feel capable of participating in the 
electoral process. A considerable body of research has now addressed whether or not these effects occur, 
although much of the research is focused on the United States and is largely observational rather than 
experimental (Zhu, Milavsky, and Biswas 1994, 311–12).  

The broader political context often affects the size or presence of debate effects. As Jamieson (2015, 87) 
puts it: “debates are most likely to affect the votes of individual viewers and, hence, electoral outcomes 
when at least one candidate is relatively unknown, when many are undecided, when the contest is close, 
and when party ties are weak.”37 Additionally, the effects of debates are also shaped by post-debate 
coverage, interactions on social media, and other forms of citizen interaction and discussion. As a result, 
there is also some debate about whether debate effects are short lived or whether they only appear that 
way because campaigns are ongoing (McKinney and Carlin 2004, 213–14).  

Media coverage and social media 

It has long been noted that it is futile to measure the effects of debates without considering the “total 
communication environment” (Lang and Lang 1978). Pfau uses the term “commingled influence” to 
described the challenge of studying debate effects “in an interwoven communication environment” where 
“attempts to assess the total influence of any one communication form, such as a televised debate, need to 
examine all relevant communication forms simultaneously, assessing the impact of any one form while 
controlling for the influence of all other forms” (Pfau 2002, 257).  

Media coverage tends to follow an established narrative: the ‘debate about the debates’, setting 
expectations for candidates, the debate itself and real-time engagement, and then the post-debate coverage 
(Chadwick 2011; McKinney and Carlin 2004, 214–15). The debates themselves tend to be the single most 
covered campaign event and most studies have focused on post-debate coverage as a result (Kaid, 
McKinney, and Tedesco 2000, 135). Winneg and Jamieson find that about 65% of debate viewers watch 
post-debate coverage the same night or following morning.38 This number is higher for those who 
watched the whole debate and lower for those who only watched part of it (Winneg and Jamieson 2017, 
368). Evidence from Australia suggests that even those who did not watch the debates are influenced by it 
due to media coverage (Senior 2008a).  

Despite this emphasis on media coverage of debates, there is some evidence that citizens think that the 
“postdebate period of spin and counterspin is irritating and confusing” (Coleman and Moss 2016, 18). 
This may be because much coverage focuses on the ‘horse-race’, asking who won and who lost the 
debate, rather than revisiting the key issues (McKinney and Carlin 2004, 215). These features may 
contribute to wider perceptions of incivility (Cho et al. 2009), particularly since the media 
disproportionately emphasizes the negative features of the debate, such as attacks on other candidates 
(Benoit and Currie 2001; Reber and Benoit 2001). A content analysis of German news articles suggests 
that twice as much coverage is dedicated to the question of who won than to discussion of the debate’s 
content (Maier and Faas 2011, 81).  

Debates can also lead to increased TV coverage for candidates, particularly those deemed to have ‘won’, 
although these effects may be short-lived (Denemark, Ward, and Bean 2007, 102). Perhaps part of the 

37 This is a reference to Chaffee (1978). For these reasons, it appeared that the debates in the 2019 Canadian election had the potential to be 
particularly influential, with several party leaders contesting their first election and polls showing the Liberals and the Conservative Party quite 
close. 
38 They measure post-debate coverage with the following question: “Did you watch, follow, or listen to any of the news discussions right after the 
debate or the next morning?” (Winneg and Jamieson 2017, 368). 
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reason is that the pressure to provide polling and analysis immediately after the election leads to 
conclusions that do not hold up upon reflection (Chadwick 2011, 39). Not only do some candidates 
receive more coverage, but experimental and observational studies suggest that exposure to coverage can 
actually change viewers’ perceptions of who ‘won’ the debate (Davis, Bowers, and Memon 2011; 
McKinney and Carlin 2004). The influence of the media on voters’ perceptions understandably appears to 
be stronger for those who did not watch the debate, rather than those who did and are thus equipped to 
make their own evaluations (Tsfati 2003). While some evidence suggests that voters who watch the 
debates may learn more than those who don’t watch (Benoit and Hansen 2004), Blais and Boyer (1996) 
warn that debate effects cannot be determined solely by comparing watchers and non-watchers since 
debates appear to have effects even beyond those who view them. Indeed, media coverage and social 
media may play a role in determining the total influence of debates. 

Some voters follow debates primarily by following online discussion, rather than watching the debate 
itself (Vaccari, Chadwick, and O’Loughlin 2015). Viewers appear to use Twitter to address issues that are 
neglected in the actual debate (Trilling 2015); however, it seems that multitasking by watching the debate 
while also using social media may reduce the amount that viewers learn (Gottfried et al. 2017). Journalists 
and political elites can also shape Twitter discussion, as they garner retweets and engage in “real-time 
spin” (Wells et al. 2016). These users can have large numbers of followers, expanding the reach of the 
debate and perhaps leading more users to tune in (Chadwick 2011; Vaccari, Chadwick, and O’Loughlin 
2015). While there is increasing integration of social media into debate coverage, many of these 
partnerships have “digital players ended up tailoring their offerings in ways that closely fitted with the 
broadcasters’ and newspaper editors’ requirements” (Chadwick 2011, 31).  

The effects of media and social media coverage may disproportionately affect candidates based on their 
personal identities. For instance, debates are often framed and conceived of in stereotypically masculine 
terms, “as battles, sporting events or back street brawls” (Gidengil and Everitt 2003, 561). A study of the 
1993 Canadian leaders’ debates found that, although the female party leaders were not more aggressive 
than their male counterparts, media coverage disproportionately emphasized and negatively characterized 
their more combative contributions to the debate, perhaps because such behaviour is inconsistent with 
gender norms (Gidengil and Everitt 1999). Further research reinforced these findings and also suggested 
that women who choose to refrain from aggressive behaviour may receive less media coverage as a result 
(Gidengil and Everitt 2003). Evidence from the U.K. similarly finds that newspaper coverage judged 
women against stereotypically male standards (Harmer, Savigny, and Ward 2017).  

Agenda-setting and issue salience 

Findings about “whether or not those issues discussed during a debate influence viewers’ issue salience” 
are mixed (McKinney and Carlin 2004, 205). Evidence from Canadian election debates over several 
decades suggests that “the longer an issue is debated by the leaders, the more it is reported by journalists” 
(Bastien 2018, 15). There is also some evidence that debate viewers take more issues into consideration 
when evaluating candidates, compared to non-viewers (Benoit and Hansen 2004, 136; Benoit, Hansen, 
and Verser 2003, 345). It is possible that those who watch debates are simply more likely to be interested 
in a variety of issues, although there is some evidence that this is not the case (Benoit, Hansen, and Verser 
2003, 348). However, some of these effects may also be related to other campaign or debate coverage 
(Benoit and Hansen 2004, 137). 

While debates may have agenda-setting effects, participants do not necessarily have free reign to 
introduce topics that they believe will give them an advantage. Experimental evidence suggests that 
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viewers are capable of identifying ‘spin’ and may penalize candidates who deviate from the prompt or 
question provided by the moderator(s), unless the topic is also considered of great interest to citizens 
(Boydstun, Glazier, and Pietryka 2013).  

Knowledge effects 

One of the most well-supported findings in the existing literature is that debates play a role in helping 
citizens learn useful information. A meta-analysis of 13 studies finds that “watching debates has a 
positive effect on issue knowledge” (Benoit, Hansen, and Verser 2003, 339). Post-debate coverage can 
also increase issue knowledge for non-viewers (Winneg and Jamieson 2017, 370–73). However, 
knowledge effects are likely heterogeneous, with viewers who know little about politics learning the most 
and politically knowledgeable viewers learning relatively little (Lee and Lee 2015). Additionally, the fact 
that voters tend to process information in different ways depending on their pre-existing beliefs and 
interests may affect how they learn from debates. Gottfried et al. (2014) find that viewers are most likely 
to learn information that is presented and uncontested. When a piece of information is contested, their 
evaluations of the candidates shapes whether they learn this information or not.  

The process of learning from debates is likely to be more complicated in multi-party systems. Even when 
voters are confident that they know where the parties stand, they tend to be most accurate in their 
assessments on issues that parties have spent the most time speaking about and which chime with broader 
campaign messages (Meer, Walter, and Aelst 2016).  

Yet, there are a number of methodological challenges that should give us caution in interpreting evidence 
about learning among viewers. Jamieson (2015, 88–89) contends that survey respondents often report 
watching a debate that they did not watch (or only saw part of), although this is less of a problem if 
researchers measure knowledge of content from the actual debates, in which case findings would 
underestimate the amount of learning among viewers. While it has long been agreed that it is “a mistake 
to attempt to measure issue learning from a debate with questionnaire items concerning the candidates’ 
stands on abortion if abortion was not discussed in that debate” (Benoit, Hansen, and Verser 2003, 347), 
this imposes logistical challenges for researchers developing research questions.39 Furthermore, viewers 
may be hearing information and drawing the relevant inferences without retaining the underlying 
information (Jamieson 2015, 90), although this would also understate the effect of learning from debates. 
However, citizens may also draw incorrect inferences from facts that they learn through debates, a 
phenomenon that candidates may take advantage of by selectively presenting information in a misleading 
way (Maurer and Reinemann 2006). 

Candidate performance and perception 

Debates may change viewers’ evaluations of candidate character and their competence, although there is 
stronger evidence that debates change perceptions of character rather than competence (Benoit and 
Hansen 2004; Benoit, Hansen, and Verser 2003, 340–45). For instance, the 2016 U.S. presidential debates 
appears to have done little to change viewers’ evaluations of candidate competency.40 Although even if 
evaluations of character change, debates do not appear to increase the degree to which viewers find it an 
important determinant of vote choice (Benoit, McKinney, and Lance Holbert 2001, 267–68).  

39 Additionally, “instruments that ask which candidate supports a position but fail to include the options “both” and “neither” will have difficulty 
winnowing the guesses from actual knowledge” (Jamieson 2015, 89). 
40 Measured with the following question: “Which of the two major party candidates is qualified to be president of the United States: Hillary 
Clinton, Donald Trump, neither, or both equally (pre- and post-debates)?” 
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The effects of debates on candidate perceptions is likely to be determined, in part, by how well-known the 
participants are prior to the debate (Holbrook 1999; Senior 2008a, 453). This likely explains why primary 
debates appear to have consistently larger effects on evaluations of candidates than general election 
debates and why challengers often benefit in initial debates against incumbents, whose evaluations remain 
more stable (McKinney and Warner 2013, 246–47, 254; Yawn and Beatty 2000, 280). Since Canada does 
not have primary debates, it may be the case that the effects of the leaders’ debates may be larger. On the 
other hand, there is some evidence from the U.S. and Canada that incumbents are not disadvantaged by 
debates (Blais and Perrella 2008). 

Political efficacy  

Political information efficacy is “the level of confidence one has in their political knowledge and that one 
possesses sufficient knowledge to engage the political process through such behaviors as voting and 
persuading others how to vote” (McKinney and Warner 2013, 242). Debates have been shown to increase 
voters’ confidence and may be more effective than other efforts for young voters (McKinney, Rill, and 
Thorson 2014).  

Partisan polarization and mobilization 

Debates generally reinforce existing vote choice and party identity, although there are circumstances 
under which debates can lead partisans to support an out-party candidate (Senior 2008a, 456). Debates 
have little effect on out-party viewers although “debates do enhance support from the partisan ingroup 
and […] the nature of this effect varies considerably across debates” (Warner et al. 2019, 13). Jamieson 
and Birdsell (1988) similarly point out that “debates don’t very often convert partisans on one side to the 
other” (p. 161).  

A quasi-experimental study suggests that the effects of polarization are largest among viewers who are 
least polarized to begin with, suggesting that debates allow them to resolve uncertainty and ambivalence 
in ways that might produce more political engagement (McKinney and Warner 2013). This may be 
because partisans process information in a biased way, which makes debates polarizing events as they are 
forced to “experience messages with which they may disagree” (Warner and McKinney 2013, 519).  

Debate exposure appears to increase political talk and discussing the debate with others may change 
voters’ perceptions of who ‘won’ the debate (Tsfati 2003, 78). Evidence suggests “that the reinforcement 
effects may occur partly due to political conversation encouraged by negative, debate induced emotions 
about the opposed candidate” (Cho and Choy 2011, 795). On the other hand, these effects might be driven 
by other campaign activities or post-debate media coverage (Cho and Ha 2012, 201). 

Vote choice  

Despite some disagreement about whether the importance of party leaders has increased over time or not, 
party leaders in Westminster democracies appear to impact vote choice, even for those who do not vote 
directly for the leader (Senior 2008a, 44–45; Bittner 2018; Gidengil et al. 2000). Evidence from several 
countries suggests that leaders’ debates can influence vote choice, although the effect may be larger for 
non-partisans than partisans (Blais et al. 2003; Maier and Faas 2011, 88; Senior 2008a, 456–58). Debates 
may also be capable of increasing voters’ confidence in their vote choice (Benoit, McKinney, and Lance 
Holbert 2001). 

How big of an effect do debates have? It may depend on the context of the election and the margin by 
which the public perceives a particular candidate to have ‘won’ the debate (Senior 2008a, 460–62). 
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Among a U.S. student sample, roughly 87% of respondents do not change their anticipated vote choice 
immediately after watching a debate, although much larger changes occur among those who watch 
primary election debates (McKinney and Warner 2013, 245–46). Evidence from the 1988 Canadian 
election finds that the debates were responsible for a shift in votes of somewhere between 6 and 12 
percentage points between the 2nd and 3rd place parties (Blais and Boyer 1996, 161). Blais et al. find that 
in the 2000 election, “the debate produced a permanent increase of four points in both [Joe] Clark's 
ratings and Conservative vote intentions” (Blais et al. 2003, 46). 

Partisans tend to evaluate their own party’s candidates positively; however, voters who believe that a 
different party’s leader won the debate do appear to change their evaluation of those leaders and are more 
willing to change their vote (Maier and Faas 2011, 84–86; Pattie and Johnston 2011, 161, 170).  

Turnout 

There is relatively little research that investigates the effects of debates on voter turnout. Some have 
suggested that debates may increase turnout by mobilizing voters who are not generally interested in 
politics (Maier and Faas 2011, 83) or that the effect of debates on turnout are largely indirect and thus 
difficult to measure (Benoit, McKinney, and Lance Holbert 2001). 

Viewership  

If debates are to serve as a focal point in campaigns that draws in even voters who are not particularly 
attentive to politics, it stands to reason that a larger number of viewers would be preferable. 
Unfortunately, there is relatively little research that explores debate viewership. Audience sizes usually 
decline with each successive debate in a single campaign, but we lack estimates of how many viewers 
tuned in to a previous debate versus how many new viewers are catching up. 

There have also been relatively few studies that look at how the broader political context shapes how 
many people tune into a debate. Although Maier and Faas compared survey results to audience share 
numbers and found that surveys may overstate debate viewership (Maier and Faas 2011, 78). More 
research has been done on the individual characteristics that lead voters to tune into debates. Various U.S. 
studies suggest that the “Audience watching all of a given debate was older, more educated, had higher 
household incomes, and expressed stronger party identification in comparison to non-viewers,” as are 
those who are following the campaign closely (Kenski and Hall Jamieson 2011, 319; Kenski and Stroud 
2005). Evidence from Germany largely confirms these findings, suggesting that political interest, party 
identification, and age drive the choice to tune in (Maier and Faas 2011, 80–81).  

Debate quality and format  

Theoretically, we have good reasons to believe that the effects of debates will be shaped not only by the 
broader public context, but also the quality and content of the debates themselves. These features are 
shaped by various choices about the debate format, such as who participates, who moderates, and who 
poses questions. Both citizens and experts have indicated how they believe debates should be designed in 
order to produce political events that attract attention and allow voters to learn what they need to know to 
act as citizens. McKinney and Carlin argue that debates suffer from “insufficient opportunity for follow-
up questioning, thus allowing candidates to avoid responding to particular queries, or tight controls on 
candidate responses that prohibit direct candidate exchange or clash, thus limiting comparison of 
campaign issues” (McKinney and Carlin 2004, 219). This conclusion is also based on several years’ 
worth of focus group discussions that generally find that citizens “prefer a debate series featuring a 
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variety of debate formats” and wish to see more discussion of issues of public interest rather than 
candidate character (McKinney and Carlin 2004, 220). However, citizens also think of debates as 
opportunities for candidates to be held accountable, seeing them as akin to a job interview (Coleman and 
Moss 2016, 9), and raising the need for citizen involvement in the debate process. 

An influential white paper by the Racine Group (The Racine Group 2002, 214) suggested that future 
research should focus more on the format of the debates:  

“Over the past decade, especially, we have experimented with formats including the single moderator, the 
town hall, and the talk show. Research is needed on the differential effects of these and other possible 
formats. On the other hand, we have not experimented to a significant degree with such format variables 
as length of statements, opportunity for follow-up questions and answers, and specificity of topics for 
debate. In the abstract, we can imagine changes in each of these variables that would seem to facilitate 
more focused clash, more probing discussions, and more sustained interaction. Whether these results 
actually occur and whether they correlate with improved voter learning and satisfaction are questions 
needing to be tested.” 

Debate quality 

While there is an increasing amount of research that focuses on the differential effects of debate formats 
on issue salience, learning, political efficacy, or vote choice, many of these studies neglect to account for 
the quality of debate. That is, we may expect that some portion of the effects of format changes operate 
through their capacity to change the quality of debate. For instance, it seems plausible that citizens may 
learn more when debates are of high quality. Yet, the standards of political debate are distinctly – and 
appropriately – different than the standards of, say, academic debate (Cho and Choy 2011, 792). How 
then, should we assess the quality of debate?  

Several scholars have suggested that theories of deliberative democracy provide insight into how to 
measure debate quality. For instance, Coleman writes that “debate without voting would be insufficient 
for the realization of democracy, as would be voting without any public deliberation” (Coleman 2000, 1). 
Similarly, Marien et al. (2019, 3–4) worry that debates create incentives for soundbites rather than policy 
deliberation in ways that encourage uncivil discussion that ultimately reduces political learning and 
increases cynicism. It appears that deliberative standards for debates have long been implicitly held by 
voters (Rowland 2018) and earlier studies that compared televised debates against other forms of political 
communication in terms of their capacity to provide justifications (The Racine Group 2002, 207).  

Empirical studies of deliberation often apply the deliberative quality index (DQI), which measures 
interruptions, the provision of justifications, the degree to which justifications refer to the common good, 
expressions of (dis)respect, the acknowledgement of counterarguments, and indicators of a search for 
consensus.41 There is also wide acknowledgement that a modification of the DQI is necessary since 
debates are embedded within strategic and competitive election campaigns where the search for 
consensus is unlikely and perhaps even inappropriate. Davidson et al. outline the three aspects of 
deliberation that debates appear most capable of addressing – providing justifications, responding to 
counterarguments, and reasoning around the common good – but conclude from their content analysis 

41 Other studies measure combative debate performances with indicators such as use of the pronoun ‘you’, referring to other leaders by name, 
interrupting other speakers, pointing, or making a clenched fist (Gidengil and Everitt 1999, 53).  
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that the main advantage of debates, in comparison to debates in the House of Commons, is that 
“participants felt much more often compelled to justify their positions” (Davidson et al. 2017, 197).  

However, Davidson et al. (2017, 198) suggest that the DQI alone understates the benefits of election 
debates, suggesting the need to add an additional criterion: “the degree to which they encourage public 
debate and participation in other areas of the deliberative system.” Indeed, studies suggest that debates 
can lead citizens to discuss politics with their friends and family, although not their co-workers (Cho and 
Choy 2011; Cho and Ha 2012). This approach suggests the need to consider how debates are integrated 
with other democratic institutions. A recent study investigating the deliberative quality of election debates 
in the U.K., Germany, and the Netherlands found that despite having more “Electoral rules that foster 
power-sharing do not seem to enhance the deliberative qualities of televised debates” (Marien, Goovaerts, 
and Elstub 2019, 16). Others have proposed having a representative panel of citizens deliberate about 
questions to be asked during the debates or to have the debates precede a national ‘Deliberation Day’ 
(Ackerman and Fishkin 2004). 

However, the lack of movement in the polls after the 2016 presidential debates suggests that voters, at 
least in the United States, may not punish candidates who do not “lay out their positions, provide 
evidence for those positions, and treat their opponent respectfully” (Rowland 2018, 90). This raises 
questions about whether debates are capable of accomplishing their apparent functions of connecting 
voters and political elites. Indeed, disrespectful comments or unjustified assertions may receive 
substantial coverage in post-debate discussion and media coverage, propelled in part by candidates who 
amplify their own positive press and engage in feuding that draws attention (Cornfield 2017). Marien et 
al. (2019, 3) contend that these kinds of non-deliberative discourses may undermine the capacity of 
debates to educate citizens. More empirical investigation of this possibility is required, although the 2016 
U.S. Presidential debate offers a suggestive example of how candidates can misinform.42 In the debate 
Donald Trump misrepresented Hilary Clinton’s position on the Trans Pacific Partnership and post-debate 
surveys revealed a “significant increase in the number of viewers who [wrongly] believed that Hillary 
Clinton supported TPP” (Winneg and Jamieson 2017, 374).  

Participation  

Much of the anticipation and controversy that precedes debates concerns who will participate. Incumbents 
often have little to gain from participating while new parties and small parties are frequently excluded. 
Accommodating a greater number of participants can be done through several different formats and may 
have effects on voter learning. However, it is not only the number of participants that matters, but also 
their manner of interacting with other candidates.  

The National Democratic Institute (2019) points out that participation criteria are often controversial and 
so debate sponsoring organizations should be transparent about the criteria, use multi-faceted criteria, and 
be prepared for legal challenges and public criticism. They outline several commonly used types of 
criteria, such as evidence of public support (e.g. poll results, official party status), organized political 
force (e.g. national party structure, raised a threshold amount of money through fundraising), legal 
eligibility to run for office, and a commitment to non-violence. Where there are multiple debates, 
different debates may have different participation criteria. Rogers (2009, 42) contends that the French- 

42 Of course, citizens are also capable of misunderstanding accurate information presented in debates, although earlier estimates that 25% of 
debate content was misunderstood suffer notable methodological challenges (Jacoby, Troutman, and Whittler 1986).  
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and English-language debates should both apply the participation thresholds on the basis of support in 
predominantly French and English ridings.  

There is some debate about whether the participation of party leaders should be compulsory, in particular 
because the incumbent prime minister often has the smallest incentive to participate but the prime 
minister’s refusal to participate can also scuttle the planning of debates. Some countries, such as Ukraine 
(Rogers 2009, 39) compel participation by party leaders. Several unsuccessful legislative proposals in the 
United States have attempted to compel participation by making receipt of federal funding dependent on 
participation (Eisner 1993, 981) and South Korea has considered similar proposals (National Election 
Commission 2017). Existing research does not address the effect of the party system on participation. In 
other words, it seems plausible that debates may still take place where there are multiple other parties 
willing to participate and this may even increase the amount of pressure on those who would refuse.  

What are the effects of more inclusive participation criteria? A study of the United Kingdom’s 2015 
election debates indicates that including the leaders of small challenger parties may broaden the scope of 
debate topics (Allen, Bara, and Bartle 2017). On the other hand, a debate with “four to eight politicians is 
likely to incur misunderstandings” since ideologically similar parties seek to differentiate themselves, 
“making it more problematic for voters to get a clear overview of the party landscape” (Meer, Walter, and 
Aelst 2016, 151). 

Indeed, multi-candidate debates “reduce the amount of time each candidate has to respond, the number of 
topics covered, depth of analysis, opportunities for defense as well as attack, and the direction of 
candidates' address” (The Racine Group 2002, 205). Other studies suggest that the number of participants 
does not appear to change the frequency of attacks on other candidates (Maier and Jansen 2017, 556), 
although the particular participants do seem to affect the nature of criticism in debates. Evidence from 
multiple Western democracies suggests that right-wing populist candidates play a significant role in 
diminishing the deliberative quality of debates, offering fewer justifications and making disrespectful 
statements (Marien, Goovaerts, and Elstub 2019; Rowland 2018). This suggests that there may be trade-
offs between inclusion and debate quality that organizers need to consider carefully.  

The presence of an audience appears to reduce the amount of aggression among participants (Carlin, 
Morris, and Smith 2001; Kaid, McKinney, and Tedesco 2000), although evidence from Germany suggests 
that there is no significant effect (Maier and Jansen 2017, 555). Citizens do not appear to feel strongly 
about the presence or absence of an audience (Bailey 2011, 19).  

Moderation and questioning  

While the debate format in the U.S. remained largely consistent for roughly 30 years, the U.S. 
Commission on Presidential Debates began to experiment with changes in response to citizen complaints 
throughout the 1990s. Largely in response to findings from focus groups, the CPD switched from a panel 
of journalists to a single moderator, made speaking interactions less rigid to encourage candidate clash, 
reduced the number of issues discussed in order to encourage more in-depth discussion, and developed 
opportunities for citizen participation. 

Citizens voiced their distaste for scripted interactions and brainstormed ways of forcing candidates to be 
more authentic, perhaps by having moderators push candidates to “justify unsubstantiated claims” 
(Coleman and Moss 2016, 12). One of the co-founders of the Commission on Presidential Debates agrees, 
suggesting the need for a debate “without canned speeches, and with opportunities for the candidates to 
question one another and for citizens to question candidates directly” (Minow and LaMay 2008, 105).  
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Citizens have also lamented the disconnect between viewers and participants, with several of them 
contemplating ways to allow citizens to ask questions or influence the topics addressed (Coleman and 
Moss 2016, 15). While it is common to have journalists ask questions, their professional norms tend to 
lead them to focus on references to elite sources, such as media coverage or academic research, much 
more often than concerns raised by members of the public (Turcotte 2017). Gender dynamics also affect 
the substance of debates as “issues mattering most to women voters are nonetheless muted in the debate 
agenda regardless of journalist gender. What’s more, the presence of a women candidate does little to 
improve the agenda inequities” (Turcotte and Paul 2015, 782). 

The interests of journalists to create compelling news may also lead them to ask ‘soft news’ questions that 
emphasize image, tactics, or scandal over policy detail as well as questions that use cynical and polarizing 
frames more often than in debates where citizens pose questions (Minow and LaMay 2008, 107; Turcotte 
2014, 2015).43 On the other hand, some of the knowledge effects attributed to debates may actually be the 
result of journalists who “[embed] clear accurate information in the questions themselves” (Winneg and 
Jamieson 2017, 374).  

A study by Kaid et al. (2000, 174) found that in the 1996 U.S. Presidential Debates, the questions posed 
by citizens in a townhall-style debate reflected issues of public concern more closely than the questions 
asked in the moderated debate. While McKinney (2005) acknowledges that journalists can raise important 
issues that might not be highly salient for the public, he finds that the major issues of public concerns are 
better represented in debates when moderators do not screen citizen questions, when citizens are 
permitted to ask follow up questions, and when candidates are allowed to pose questions to citizens as 
well. These tendencies have been compounded by a tendency of moderators to “increasingly hijack the 
town hall format by interjecting with their own agenda of questions” (Turcotte 2014, 784).  

Rogers (Rogers 2009, 44) argues that “Local experts, policy analysts and members of the public should 
direct questions to the candidates, and candidates should be able to direct questions amongst themselves.” 
It seems plausible that candidates would likely pose questions that reflected the same incentives as those 
held by members of the press: to emphasize image or scandal that will be covered in the news.  

However, it is not merely the content of questions that matters but their structure. Several U.S. 
presidential debates “enabled the moderator to ask a series of follow-up questions and to build the follow-
ups on responses to previous questions. The result was a longer period of time spent on an issue and a 
more positive response for the format and for the information received by the viewers” (The Racine 
Group 2002, 205). However, the Racine Group also notes that follow-up questions are often omitted from 
multi-candidate debates due to time constraints (The Racine Group 2002, 205). Evidence from the United 
Kingdom also suggests that viewers wish to see follow-up questions – from both citizens and moderators 
– particularly on issues where “leaders themselves may be reluctant to engage with each other” (Bailey 
2011, 19). 

Number of debates 

How many debates should there be? In the United States, the “FCC claimed that “exempting broadcaster 
sponsored debates should serve to increase the number of such events, which would ultimately benefit the 
public” (quoted in Modrzejewska 2014, 102). In Canada, there have similarly been calls for a greater 

43 Somewhat surprisingly, it appears that questions non-commercial news organizations are more likely to pose ‘soft news’ questions (Turcotte 
2015, 251). 
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number of debates, with some suggesting that “Voters crave them” (Hurst 2019). Yet, the question of 
whether a greater number of debates is a clear democratic good is somewhat complicated.  

While multiple debates may have a large impact by allowing voters to develop a clearer picture of the 
candidates (Senior 2008a, 453), research suggests that there are diminishing effects for each debate past 
the first one (Holbrook 1999; Winneg and Jamieson 2017, 369). Multiple debates might also fragment the 
audience, reducing their capacity to serve as a focusing moment in the election. As a result, it is worth 
looking at the rationales that might explain why some jurisdictions host multiple debates in order to 
weigh the possible trade-offs.  

One rationale for organizing multiple debates might be to avoid having too many candidates on one stage, 
which may reduce debate quality. For example, “In the run-up to the 2013 parliamentary election in 
Austria, the top candidates of the six major parties faced off in pairwise debates, leading to a total of 15 
debates between the different candidates” (Wagner 2017, 534–35). An alternative approach is to host 
separate debates for major and minor party leaders, as was done in the 1993 Canadian election (Standing 
Committee on Procedure and House Affairs 2018, 8) and the 2015 U.K. election. Other similar proposals 
suggest holding an earlier debate with multiple party leaders and a debate closer to election day that only 
includes the two highest-polling party leaders who have a chance of winning office or forming 
government (2009, 44).  

Another rationale is to address multilingual audiences. Since 1984, Canada has had at least two debates 
per election due to the decision to host separate English- and French-language debates (Rogers 2009, 19).  

Another rationale for hosting multiple debates may be to focus on particular issues. While there is little 
research on this subject, hosting separate debates on particular issues may broaden the set of viewers by 
attracting attention from individuals who care about particular issues. However, this may not address the 
problem of substantive debate since even across three debates on separate issues, the U.K. experience 
suggests that “similar soundbites and arguments came to be repeated ad nauseam” (Pattie and Johnston 
2011, 151).  

Lastly, more debates could provide time for more substantive policy discussion. The former chair of 
Canada’s broadcast consortium once wrote that it is absurd that the “complexity of a federal election in 
Canada was reduced to two hours of debating time” (Burman 2008). On the other hand, this might simply 
allow more time for candidates to repeat their talking points, suggesting the need for an overall 
assessment of the format.  

Timing of the debates 

Some countries usually host debates early in the campaign, such as Australia, while others usually host 
them near the end of the campaign, such as France, Germany, and Denmark (Senior 2008a, 453). Debates 
late in the campaign are normally seen as advantageous to leaders who are behind in the polls, while “a 
limited number of debates, or a single debate, held early in the campaign, represents a viable strategic 
alternative to a refusal to debate” (Leduc 1990, 126) 

Unfortunately, there is a relative absence of evidence regarding the effect of debate timing.  

While there has been some speculation that the timing of the debates may affect the level of attacks and 
negative comments by participants, evidence from Germany suggests that there may not be any such 
relationship (Maier and Jansen 2017). It also seems plausible that the larger the period between the 
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debates and election day, the smaller the effect of the debate will be as it is drowned out by the rest of the 
campaign (Senior 2008a, 453).  

It is not merely the date of the debate that matters, but also the time at which it is broadcast. Canada’s 
multiple time zones have also stirred controversy over when to broadcast a debate so as to allow as many 
viewers as possible to watch it live (Dawson 2019). Chadwick (2011, 27) also describes how scheduling 
of the 2010 U.K. election debates affects viewership and media coverage:  

All three ran on Thursday evenings, in television’s hallowed 8–10 p.m. prime time. This schedule ensured 
close temporal integration with the rhythms of the British media’s regular politics, commentary and 
opinion cycle, which now reaches a crescendo with the weekend newspapers and the Sunday political 
television shows. BBC and ITV, the major television news players, run their main nightly news shows at 
10 p.m. The scheduling meant that they could guarantee immediate post-debate coverage in these regular 
bulletins. Thursday evenings have also long been the favoured slot for the influential political discussion 
show, Question Time, which was aired as usual on the BBC soon after each debate (2011, 27). 

Production decisions 

Using split-screens appears to heighten conflict as it characterizes a debate as “a contest between 
opponents who display their contempt and disagreement for one another with every nonverbal, off-handed 
gesture, inaudible sigh, and shift in body language” (Cho et al. 2009, 245). Experimental evidence 
suggests that some candidates benefit from split-screening debates while other candidates benefit from 
single-candidate shots (Scheufele, Kim, and Brossard 2007).  

Some debates have also featured real-time interaction integrated into the production of the debate. 
Perhaps the most infamous example is the ‘worm’, which is essentially a trendline that represents the 
approval or disapproval of what is happening during the debate, calculated in real-time as the debate is 
airing by averaging the responses of a small sample of viewers who each turn a dial to indicate positive or 
negative responses. The worm has been used in Australia, New Zealand, the U.K., and the U.S. and 
studies suggest that viewers’ evaluations of candidate performance are influenced by the worm (Davis, 
Bowers, and Memon 2011). Other examples include live commenting functions for online viewers or the 
real-time sentiment analysis of messages posted to social media (Chadwick 2011); however, these tools 
have been criticized for being “unrepresentative, nontransparent, and in some cases easily manipulated” 
(Chadwick 2011, 33) given the fact that they do not meet traditional polling standards (e.g. small, non-
random samples).  

Debate sponsoring organizations 

While debates around the world are united by some common goals, they also differ significantly in their 
structure and organization. Debate sponsoring organizations (which organize the debate) may be 
constituted of a single organization or a coalition of non-governmental organizations, election authorities, 
broadcast regulation bodies, or media associations. Both the emergence of debates as a regular occurrence 
and the creation of organizations designed specifically to organize election debates seem to be more likely 
when all parties see possible advantage in them (Bailey 2011; LeDuc and Price 1985; Minow and LaMay 
2008, 63–65). This may be the case when there is no incumbent, the incumbent is behind in the polls, 
parties have unfamiliar leaders, or the polls show a close race. However, no matter their makeup, there is 
wide agreement that debate sponsoring organizations must be impartial and independent, and have a 
reputation for credibility that ensures continued support for debates by candidates, the public, and the 
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media. Rogers (2009, 40) similarly contends that, whatever institutional structures are put in place, 
“transparency in election debates is essential.”  

Argentina  

In 2016, Argentina amended its electoral code to require participation of presidential candidates in two 
debates (Mercado 2019). The debates are organized by the National Electoral Chamber and must take 
place between 20 days and 7 days prior to the election. If a run-off election is required, a third debate 
must be held within ten days of the final vote. One debate must be held outside of the capital city. The 
format is to be determined by the National Electoral Chamber in consultation with candidates, academics, 
and civil society groups.  
 

Australia 

Media companies have organized televised leaders’ debates in Australia since 1984 (Rogers 2009, 33). 
While the Australian Broadcasting Corporation originally organized debates, other broadcasters have also 
hosted the debates. To date, only the leaders of the Labour and Liberal parties have ever participated in 
leaders’ debates, despite small-scale electoral successes for other parties and calls to issue invitations to 
them (Anstead 2016, 518). The number of debates in the election campaign fluctuates, with three debates 
held in the 1993, 2013, 2016, and 2019 elections and only one debate in the 1990, 1998, 2001, 2007, and 
2010 elections (Senior 2008b, 447). The format has also been altered over time, such as having one 
moderator or a panel of five moderators representing Australia’s major media interests (Rogers 2009, 36).  

Legislation to create an independent debates commission to organize “3 or more debates between the 
leaders of each party that is a registered political party within the period of 3 months prior to each general 
election for the House of Representatives” failed to pass in 2013. In the 2019 election, party negotiations 
appear to have limited the number of debates, generating public criticism (Dobell 2019). The leaders of 
the Labour and Liberal parties recently indicated renewed support for the idea of an independent debates 
commission (Grattan 2019).  

France 

France has broadcast presidential debates since 1974 and there has been one at every presidential election 
except in 2002, when incumbent president Jacques Chirac refused to debate the Front National’s Jean-
Marie Le Pen (Houchard 2012). The national broadcast regulator has a mandate to ensure that election 
debates allocate time to candidates equally during certain periods of the campaign, in accordance with 
laws governing French election coverage. Because France uses a two-round system for electing a 
president, in which a wider field of candidates is reduced to a final vote between two candidates, debates 
have traditionally only been held prior to the final round. This makes it clear who is eligible to participate 
and makes it easy to divide speaking time equally. However, the 2017 election introduced a first-round 
debate featuring the five candidates who ranked highest in the polls at the time (Antkowiak 2017). 

Germany 

Two-candidate TV debates in Germany started in 2002 in a format called TV-Duelle, and only the leaders 
of the two major parties—the Christian Democratic Unions and the Social Democratic Party— have ever 
been invited (Maier and Faas 2011). Inclusion in the TV-Duelle is based on tests measuring former, 
present, and probable future electoral success of the party (Anstead 2016, 516). In 2013, an 
Elephantenrunden (elephant-round) debate, which invites leaders of all parties holding a seat in the 
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Bundestag (Maier and Faas 2011, 75), was added alongside the TV-Duelle, although the leaders of the 
two major parties sent a senior representative instead (Anstead 2016, 517). 

Jamaica  

The Jamaica Debates Commission stages national and local political debates. It was formed in 2002 as a 
partnership between the Jamaica Chamber of Commerce and the Media Association of Jamaica and it has 
applied to be recognized as an official charity (daCosta 2018). The Commission has organized three 
debates each year for national elections in 2002, 2007, and 2011: one on social issues, one on economic 
issues, and a final debate between the leaders (daCosta 2018).  

The broadcasts of the debate are fully funded by the private sector; there is no government support. All 
the debates have included two parties, but other parties may join provided they have a written constitution 
and have received either more than 10% of the votes cast in the previous election or have 15% of support 
in a recognized national public opinion poll (daCosta 2018). 

Spain 

Televised debates between candidates of the two major parties returned to the Spanish political scene for 
the first time since 1993 in 2008. They were hosted by the Academy of Television and broadcast by 
public and private television stations (Sampedro and Seoane Pérez 2008, 337). In the 2015 election 
campaign, there were four debates – two organized by major television stations, one organized by the 
newspaper El Pais, and one organized by a student group at a university – although the Prime Minister 
only agreed to participate in one of the television debates (Orriols and Cordero 2016, 479,488). While 
media companies are primarily responsible for organizing debates, Spain’s electoral commission has the 
capacity to determine who is allowed to participate. Despite an invitation from the broadcaster 
Atresmedia, the electoral commission stated that the leader of the Vox party would not be allowed to 
participate in a televised debate “since it does not hold any seats in the national parliament and attracted a 
very small percentage of the vote in the last general election” (Spanish far-right Vox party banned from 
TV debate 2019).  

South Korea 

Debates in South Korea are organized by the National Election Broadcasting Debate Commission 
(NEBDC), which was established in 2004 by the National Election Commission. The goal of the 
Commission is to promote “policy-oriented debates in democratic elections” (National Election 
Commission n.d.). The NEBDC pursues this goal for broadcast debates at the national and local levels. 
The NEBDC is comprised of 11 people, including one from each of the parties within the national 
assembly, one from each public broadcaster, academics, and members of civic groups. Commissioners are 
appointed for a three year term.  

Parties are eligible to participate in debates if they are eligible for national subsidies (National Election 
Commission 2013). Debates have been organized in different ways, with questions being posed by 
participants, by a professional panel (which may include academics or business people), or citizens 
(National Election Commission 2013). The NEBDC has used surveys to determine themes for debates 
(National Election Commission 2013).  

The NEBDC also undertakes efforts to educate citizens about debates, organizes events to improve the 
debate process, and to help candidates learn about debates (National Election Commission 2016, 2018).  
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Mexico 

Mexico requires that two debates are held for presidential elections, although candidates are not required 
to participate (ACE Project n.d.). Debates are generally organized by the National Electoral Institute 
(formerly the Federal Electoral Institute), which is the independent government body responsible for 
organizing federal elections (ACE Project n.d.). The Institute negotiates with individual networks and 
media outlets to arrange for the debates’ broadcast, which the networks could access for free (Debates 
Presidenciales 2012). Debates are also transmitted online, including streaming on Facebook Live 
(Facebook 2018). The format of the debates has varied in response to criticisms and other entities, such as 
the student-movement Yosoy132, have also organized debates in the past (Council on Hemispheric 
Affairs 2012). 

Panama 

Presidential debates in Panama are now organized by the Electoral Tribunal under section 234 of the 
Electoral Code (Richards 2018). The tribunal is required to hold two debates, one within 30 days of the 
end of the nomination period and one within 15 days of election day (Richards 2018). It appears as 
though all presidential candidates are invited, although the order of their participation is determined 
through random draw (Tribunal revela orden de participación para el primer debate presidencial 2019). 

Trinidad and Tobago 

The Trinidad and Tobago Debates Commission was created by the Chamber of Industry and Commerce 
in 2010 as an independent and autonomous organisation charged with organising electoral debates and 
with making debating an established part of the democratic process (About Us 2015). To participate, a 
party must run candidates for at least 50% of the available seats or have 12.5% support in recent polls 
(Kumar 2018). 

The Commission has no legal standing and relies on no government support (Kumar 2018). Without such 
status and without strong media partnerships, the Commission has not succeeded in organizing a national 
leaders’ debate, although it has organized various local and provincial leaders’ debates (Kumar 2018). 
The cost of organising and broadcasting debates is borne by businesses in Trinidad and Tobago and 
public supporters (About Us 2015). 

United Kingdom 

The United Kingdom is a recent adopter of the televised campaign debate. Given the U.K.’s ban on 
political advertising on television, debates are an important way for candidates to make their platform and 
themselves known to viewers (Benoit and Benoit-Bryan 2013, 464). In the U.K., debates are viewed as a 
private arrangement between broadcasters and political parties, leading to considerable negotiation around 
participation (Anstead 2016, 519). While broadcasters had made numerous attempts to organize debates 
from 1964 onward, negotiations frequently broke down as party leaders refused to participate (Rogers 
2009, 32–33).  

In 2010, the Labour, Conservative, and Liberal Democrat leaders debated on three separate occasions in 
the U.K.’s first televised debates (Benoit and Benoit-Bryan 2013, 463). According to Pattie and Johnson 
(2011, 150) 

The debates were spread across different TV channels (BBC, ITV and Sky each getting one) and over 
three weeks of the campaign: on 15, 22 and 29 April. Although each took a different policy area 
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(domestic, foreign and economic affairs respectively) as its primary focus, the basic format varied little 
from broadcaster to broadcaster. They involved brief (1–1.5 minute) opening and closing statements from 
each leader, questions from a studio audience (which was allowed neither to ask follow-up questions nor 
to show approval or disapproval of the respective answers), short answer periods and limited 
opportunities for the leaders to challenge what each other had said. 

The 2015 election included many smaller debates – including one between only the leaders of parties who 
were not currently in government – but there would only be one principal television debate including all 
seven major parties (Anstead 2016, 518). The 2017 election saw two large debates among seven party 
leaders, although Conservative Prime Minister Theresa May refused to participate in either debate, 
Labour leader Jeremy Corbyn took part in the second one (Peck 2017; Rivals attack May for missing TV 
debate 2017). 

United States 

The first televised debate in the United States took place in 1960, although the next one did not occur 
until 1976 due to section 315 of the Communications Act, which required that broadcasters provide equal 
time to candidates. A new interpretation of the law allowed debates to resume in 1976 and the League of 
Women Voters began to organize debates. However, due to concerns about the long-term stability of this 
arrangement and its capacity to ensure participation of candidates, steps were taken by the chairs of the 
Republican and Democratic National Committees to organize an alternative (Minow and LaMay 2008, 
63–64).  

Debates are now organized by the Commission on Presidential Debates (CPD), which initially negotiated 
with Presidential candidates and their parties regarding the timing, format, and moderators of the debates. 
Since 2004 the Commission has not allowed candidates to negotiate these features (Minow and LaMay 
2008, 73–74). Candidates are invited to participate if they are on the ballot in enough states to potentially 
win the election and have more than 15% support in a set of five national polls (Commission on 
Presidential Debates 2016). Prior to 2000, the criteria included (1) evidence of national organization, (2) 
signs of national newsworthiness and competitiveness, and (3) indicators of national public enthusiasm or 
concern, to determine whether a candidate had a realistic chance of election (Commission on Presidential 
Debates 2019).  

The format of debates in the United States has changed over time, although generally they allow for 
opening and closing statements as well as two-minute responses to questions from each candidate on a 
variety of topics with follow-up questions by the moderator. The town-hall format, which allows citizens 
to ask questions, was introduced in 1992. Most election campaigns have featured two or three ninety-
minute debates.  
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The CPD is a non-profit that receives funding primarily from the communities that host the debates and 
various corporate and private donors (Commission on Presidential Debates 2019). Between elections the 
Commission on Presidential Debates advises other countries on debate planning, assists media and civil 
society groups on the organization of state or local debates, and plans for the upcoming presidential 
debates (Minow and LaMay 2008, 65–66). 

The history of debates in Canada  

The first televised leaders’ debate in 1968 saw the Liberal party demand that all parties with MPs in the 
house be present, although the Social Credit party leader was only allowed to participate for the final 
forty-five minutes. The Liberals also demanded that the debate be bilingual, although they conceded that 
interpretation could be used (Rogers 2009, 18). This debate was two hours long and did not allow for 
rebuttals. As a result, it has been criticized for essentially being a joint press conference rather than a real 
debate (Rogers 2009, 18).  

In 1979, the broadcast networks organizing the debate – CBC, CTV, and Global – “decided to exclude 
Fabien Roy, of the Ralliement des créditistes because his party was running candidates in only Quebec, 
and he did not speak English” (Rogers 2009, 18). The 1979 and 1984 debates included the Liberal, 
Progressive Conservative, and NDP party leaders and were “conducted pairwise in three separate 
segments by the three leaders” (Leduc 1990, 125). The 1988 debates similarly broke down debate into 
three one-hour blocks that allowed each leader to debate another, one-on-one (Rogers 2009, 19).  

The 1993 debates were two and a half hours long. These debates were notable because they allowed 
citizens from the audience to pose questions for the first time and the organizing broadcast consortium 
invited the leaders of smaller parties – the Bloc Québécois and the Reform Party – against the wishes of 
the larger parties (Rogers 2009, 19). The format allowed party leaders to make opening statements, 
followed by five topics introduced by a panel of three journalists, followed by audience questions, and 
closing remarks. The 1997 and 2000 debates were similar in length and format, although the 1997 and 
2000 debates featured only four topics. (The 2000 debate would also be the return of a two-hour format 
that would continue with the exception of the 2015 Maclean’s National Leaders’ Debate.) In 2000, there 
was also a separate debate for smaller parties that included “Natural Law Party, the Marijuana Party, the 
Green Party, the Canadian Action Party, the Communist Party, and the Marxist-Leninist Party” (Rogers 
2009, 19–20). 

The 2004 debates abandoned questions from citizens in favour of a panel of journalists and tackled four 
topics over two hours with each question permitting both one-on-one exchanges and an open debate 
between all four participants. Each leader was also able to provide an opening and closing statement. The 
2004 election English debates were criticized for devolving “into a two-hour, four-person, non-stop 
shouting match, interrupted by the occasional question” (Waddell and Dornan 2006, 246). As a result, the 
2006 election campaign featured four debates, two in English and two in French, which was made easier 
by a long election campaign that started in 2015 and was punctuated by Christmas and New Year’s 
holidays (Rogers 2009, 20). These featured a more rigid format in which leaders answered specific 
questions – submitted by citizens in the December debate and by broadcasters in the January debate – and 
other leaders could only briefly reply to those answers within strict time limits and without interruption 
by the other leaders (Rogers 2009, 20; Waddell and Dornan 2006, 246). While reporters dismissed the 
format as boring, polls suggest that citizens outside of Quebec preferred the new format over the previous 
one, whereas the opposite was true within Quebec (Waddell and Dornan 2006, 247).  
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The 2008 debates changed the format to have the party leaders seated around a table, rather than standing 
at podiums. The English leaders’ debate featured eight video-recorded questions that were submitted by 
the public and selected by a panel of journalists (Standing Committee on Procedure and House Affairs 
2018, 11). Candidates received time to respond to each question without interruption, followed by an 
open debate. There were no opening or closing statements. The 2008 debate was also the first time that 
Green Party Leader Elizabeth May was invited to participate, although this nearly led to NDP leader Jack 
Layton and Conservative Prime Minister Stephen Harper refusing to participate (2008 leaders’ debate 
n.d.). The 2011 debate adopted a similar format, with leaders responding to six questions submitted by
citizens. However, there were also some differences. Candidates returned to their podiums, Elizabeth May
was not invited, and candidates were provided with the opportunity to make closing statements.

From 1984 to 2011, the debates were organized by the broadcast consortium of CBC, CTV, Global, 
Radio-Canada, and TVA. During this period, debates were “completely produced and financed by the 
Consortium. Each network provides 20% of the funds needed, and other, non-Consortium networks 
(Rogers, CPAC, A Channel) are charged to air the debates” (Rogers 2009, 17). While the Consortium 
tried to organize a debate in 2015, Prime Minister Harper refused to participate, instead choosing to take 
part in debates organized by other organizations, such as Maclean’s, the Munk Debates, TVA, Radio-
Canada, and The Globe and Mail.  

There are three commonly cited problems with Canadian election debates. For one, the criteria by which 
participants are invited to participate have often been unclear. Second, the party leaders are not compelled 
to participate. Third, the debates have often been criticized for their format or perceived quality. 

In Canada, prior to the creation of the Leaders’ Debates Commission, the consortium’s decisions to invite 
participants was “decision had been made based on criteria that were known to political parties and debate 
organizers but not the public. Moreover, the rationale for the decision was not communicated and 
defended in the public square” (Fox and Tabbara 2018, 18). These criteria may have been implicit, such 
as the claim by the former Consortium chair that “the most accepted criteria requires that a political party 
needs to have representation in the House of Commons as well as proven popular support in the country - 
which we interpreted to be at least 5 per cent of popular vote reflected in the polls” (Burman 2008). In 
2011, the Consortium denied Elizabeth May’s participation on the grounds that “the Green Party has 
never elected a member to Parliament” (Leaders’ debates set without May 2011)  

There have been several attempts at articulating alternative criteria. In 2007, the Green Party proposed 
that a leader should be included if their party meets two of the following three criteria: “a party must have 
an elected MP in the House, run in all or nearly all ridings in Canada and/or have 4 percent of the vote in 
the previous election” (Leblanc 2011). The NDP at this time also called for the consortium to have "clear 
criteria" (Leblanc 2011). Drawing upon the U.S. Commission on Presidential Debates, Rogers 
recommended that a “Canadian Debates Commission adopt a Canadian application of the Appleseed 
criteria, on polling results and majority riding presence, for the right to participate in each of the English 
or the French debates” (Rogers 2009, 42). 

Making the criteria explicit should make the process transparent and ensure public accountability. On the 
other hand, doing so also creates incentives for parties to take actions, where possible, specifically to 
make themselves eligible to enter the debates.  

The refusal of candidates to participate can lead to debates being cancelled, such as in 1972, 1974, 1980, 
and 2015 (Leduc 1990, 122; LeDuc and Price 1985, 135; Rogers 2009, 18). Additionally, party leaders 
may strategically use the threat of refusal to demand concessions, such as the exclusion of other party 
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leaders, a gambit that was tried unsuccessfully in 2008. This suggests that even where there are criteria in 
place, even if implicit or not publicly known, negotiations between the parties and debate sponsoring 
organizations may override the criteria.  

Lastly, the quality and format of the debates has often been criticized by academics and the media. An 
editorial cartoon published following the 1984 debates depicts “a man in a straitjacket who thinks he's 
from outer space, saying how much he enjoyed the televised election debates” (Library and Archives 
Canada 2017). The 1993 debates were criticized for “So many words, so few substantial answers.” Rex 
Murphy compared the 2004 debates to professional wrestling, while a 2005 headline complained that the 
“New Format Drains Drama From Debates.” The 2015 debate process was described as “unsuccessful” as 
“The benefit to voters of having five debates was lost as online and cable audiences were small compared 
to the audiences for broadcast debates of past campaigns.”  

An evaluation from a non-Canadian academic concludes that Canadian debates “seemed rarely to have 
performed the functions associated with the enhancement of democratic culture” (Coleman, cited in 
Rogers 2009, 32). Yet, how much disappointment with debates is driven by a gap between idealized 
notions of what debates should do and the reality of partisan competition and the need for media 
companies to attract viewers? One of the major obstacles to reforming the debate process is the risk of 
upsetting the delicate equilibrium between political parties, the audience, and the involved media outlets, 
all of whom have different interests (Fox and Tabbara 2018, 11–12; Rogers 2009, 15).  
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1. Executive summary

Our research team was tasked by the Leaders’ Debates Commission to undertake a comprehensive 

analysis of the impact of the leader’s debates organized in the 2019 Canadian federal election. We 

worked with the Commission to identify the impacts they were interested in assessing. We then 

independently designed and analyzed a series of surveys of Canadians. Our findings concerning the 

impact of the debates follow in this report. 

Our summary conclusion is that the debates had a positive impact on the election. The 

debates were widely viewed, on both traditional and social media. They increased Canadians’ 

engagement with the election by increasing the attention paid to the election and by increasing 

democratic discourse between citizens about the election. We further find that the debates helped 

Canadians clarify the positions of the parties on key election issues. In short, the debates were an 

instrument for improving democracy. Taking into account the views of Canadians, we conclude the 

Commission conducted a series of informative, high-quality debates, in keeping with their mandate. 

Our report also contains several important insights on how debates can be conducted in the 

future. We see value in ongoing research efforts to better understand the role that leaders’ debates 

play in our democracy. We believe this report provides a useful framework for doing so–including 

greater use of panel-based survey designs to assess the impact of debate watching and survey-based 

experiments to elicit Canadians’ preferences about debate formats. 
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2. Introduction

The 2019 Canadian federal election featured two official leaders’ debates, organized by the Leaders’ 

Debates Commission. The Commission is an organization mandated by the Government of Canada to 

convene debates during federal elections. The 2019 election was the Commission’s first, effectively 

replacing an ad hoc system of debate organization. As part of its mandate, the Commission is to submit 

a report to Parliament. 

This study is drafted in support of the Commission’s report. Our aim is to provide an even-

handed, data-driven assessment of the 2019 Commission debates so as to inform policy makers going 

forward on the practice of holding leaders debates during elections. In what follows, we present 

results from a multi-wave survey of several thousand Canadians, as well as a social media analysis of 

hundreds of thousands of Canadians. 

3. Summary of overall findings

In working with the Commission, we were asked to provide data-based insights on nineteen questions. 

Below, we present each question, followed by a response and a summary of the relevant results from 

our report. 

1. Are the debates associated with increases in information and factual knowledge, such as
increased understanding of the parties’ positions, increased information on where and how to
vote, etc.?

We fail to find that the debates were associated with increased information about when and how to 

vote. We do, however, find that debate viewers, compared to non-viewers, showed significant 

increases in their knowledge of party promises and positions. 

2. Are the debates associated with increases in participation, conversation, engagement, and
interest in politics, as a result of watching the debates and/or discussing the debates with
others?

We find substantial evidence that the debates were associated with increases in participation, 

conversation, and engagement. Specifically, while we do not find an increased likelihood of voter 

turnout as a result of watching the debates, we do find that debate watchers became more likely to 

say they would participate in non-voting forms of political participation (e.g., attending a political 

meeting, using social media to discuss politics, or signing a petition) over the next 12 months. We also 

find that debate watchers displayed a significant increase in their news consumption about the federal 

election following the debate, compared to non-viewers. Further, we find that–again compared to 

non-viewers–debate viewers reported substantially greater increases in their discussion of the federal 
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election with others. Finally, we find that the days where the most discussion of Canadian politics was 

observed on Twitter were those immediately following the two debates. 

3. Are the debates associated with an increase in positive democratic attitudes, such as a belief
that democracy is the best system for choosing leaders, satisfaction with democracy, and higher
levels of internal and external democratic efficacy?

Our study does not provide evidence of either systematic positive or negative effects of debate 

viewership on support for democracy or individual senses of efficacy. 

4. Are the debates associated with knowledge of and changes in views of the parties, leaders, and
their policies?

We find some evidence that the debates were associated with changes in views of the parties, leaders, 

and their policies. In particular, we find that viewers were better able to identify party positions as a 

result of watching the debate. We also find that debate viewers changed their ratings of the parties 

and their leaders more than non-viewers. 

5. Did the Commission ensure the delivery of two informative debates of high journalistic quality?

Recognizing the important role of journalists and media critics in answering this question, our report 

only provides a partial answer. As noted above, we find evidence that the debate was both informative 

and that it spurred discussion and greater news consumption. On these scores, it generated a more 

engaged and informed audience. As to the debate format itself, we find that a majority of viewers of 

the English and French debates agreed that the debates were informative, aided them in better 

understanding the issues at hand, and in understanding differences between the parties. 

Viewers told us that they believed moderators treated leaders fairly, that they asked good 

questions, and that they gave leaders enough time to answer questions. On the other hand, there is 

some evidence that viewers would have preferred leaders had more time to debate one another, and 

that moderators could have pushed leaders harder to provide factual answers and to not avoid 

answering questions. 

6. Did the Commission ensure that as many Canadians as possible had access to the debates?

We find clear evidence that debate-based content following the broadcasts was widely consumed–

both on traditional media and social media. To the degree that the debates were not consumed, it 

was likely a function of interest. The Commission can aim, however, for an improvement in public 

awareness of the debates in the days leading up to the debates, especially among those in harder-to-

reach communities–such as disabled Canadians, racialized communities, rural residents, and younger 

Canadians. 
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7. Were the debates organized in the public interest and in a cost-effective manner?

We find that the debates had a wide reach across multiple platforms. Given that the debates were 

carried by multiple broadcasters and widely pushed across social media channels and given that 

viewers themselves indicated that they found the debates informative, we conclude that the public 

interest was well-served. While we cannot comment directly on costs, our findings that the debates 

did have an effect in increasing information and news consumption in an already highly saturated 

information environment suggests that they were effective. 

8. Did the Commission respect its guiding principles of independence and impartiality,
transparency, credibility, democratic citizenship, civic education and inclusion?

Taking all of our findings together, we would on balance conclude that the Commission conducted a 

series of informative, high-quality debates, in keeping with their mandate. Viewers were largely happy 

with the performance of the moderators, especially when asked if the moderators were fair and posed 

good questions. We find evidence that citizens were more informed by viewing the debates, and more 

engaged politically following them. On measures of inclusion, our findings are mixed. We find lower 

reported awareness of the debates (in the days leading up to the debates) among disabled, non-

European, and rural Canadians, as well as among younger individuals. With respect to eventual 

viewership, however, we find no clear evidence that disabled Canadians, Canadians of non-European 

ancestry, or rural Canadians were less likely to watch. We do find that younger Canadians were less 

likely to report watching the debates. 

9. What was the survey-based estimate of viewership of the debates?

According to our survey estimates, approximately 40% of Canadians watched the debates. 

10. How important were the debates to the 2019 electoral process?

A broad view of our evidence suggests that the debates were central to the electoral process. First, 

they were widely viewed by Canadians, both through traditional media and social media. Second, they 

served an important role in clarifying party positions. Third, those who watched the debates report 

greater discussion and news consumption. Fourth, we present evidence that those who watched the 

debates also updated their views of the parties and their leaders. On balance, the debates played an 

important role in increasing engagement with the issues, leaders, and choices before voters. 

11. How effective was the Commission’s public outreach strategy?

We find that awareness of the debates before they aired was limited. Only 38% of Canadians were 

aware of the debates, and of that group, just 24% and 8% knew the dates of the English and French 
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debates, respectively. With greater resources, the Commission may be able to reach a larger group of 

Canadians. 

12. What was the quality of the Commission’s two debates in terms of broadcast and journalistic
standards, format and content?

We find substantial agreement that the debates were well-moderated, with some room for 

improvement in encouraging leaders to be more forthright. To the degree that Canadians express 

reservations about debate content, it is more attributable to their evaluations of the conduct of party 

leaders than the moderators or the format. 

13. Did the debates take optimum advantage of both traditional and new media?

We find that while the debates were overwhelmingly consumed over television, many Canadians 

viewed or listened to the debates online or over the radio. We also find that the debates dominated 

social media channels on the days they were broadcast, suggesting substantial reach across traditional 

and new channels. 

14. Did the debates meet the objective of reaching out to Canadians with disabilities, indigenous
groups, remote communities, linguistic minorities and ethno-Canadian communities?

We find lower reported awareness of the debates among disabled Canadians, Canadians of non-

European ancestry, and rural Canadians. We do not find lower reported awareness among Indigenous 

peoples or among official language minorities. In addition, we find no clear evidence that eventual 

viewership was lower among these groups. We note that these findings should be treated with 

caution, however, given the limits of survey research among smaller groups in the population. 

15. Did the debates help Canadians make informed voting decisions and/or contribution a
meaningful way to Canadians’ knowledge and voter turnout?

We find evidence in our report that the debates increased news consumption and discussion, both 

well-known antecedents to vote choice. We also find that the debates clarified party positions among 

voters, while also allowing them to better update evaluations of leaders. We find no direct effect on 

voter turnout, however. 

16. Were the debates perceived as reinforcing trust in democracy/democratic institutions?

We find no evidence that the debates increased Canadians’ evaluations of or trust in Canadian 

democratic institutions. 

17. Did the debates contribute to Canadians’ perceptions of feeling more confident/secure in their
voting decisions?
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While we find evidence that Canadians were informed by the debates (i.e., in terms of objective 

indicators of their knowledge of party promises), we do not find a difference between debate viewers 

and non-viewers in terms of change in self-reported confidence in knowing enough to vote. 

18. What are the perceptions of Canadians with regards to leader participation in leaders’ debates?

When asked directly, we find that the majority of viewers of the English debates believed there were 

too many leaders participating. Viewers of the French debate do not agree with this sentiment, with 

a majority disagreeing that too many leaders participated. When we later present respondents with a 

number of scenarios to measure their preferred debate format, we find that respondents are 

indifferent to the number of leaders participating. On balance, then, the number of leaders allowed 

to participate is not a settled question among Canadians. 

19. What are the views of Canadians with regards to whether broadcasters should be compelled to
carry leaders’ debates?

When asked directly, we find that a clear majority of Canadians believe that TV broadcasters should 

be compelled to carry the debates. 

4. Methods

For each of the preceding questions, we marshal either survey data, social media data, or both. Our 

survey research relies on a three-wave study of a broadly representative sample of Canadians. Our 

social media analysis relies on text-as-data analysis of more than 19 million tweets about the Canadian 

election from 1.1 million Twitter accounts tweeting on Canadian politics. 

4.1. Survey	methodology	

The survey portion of our study relies on a three-wave survey conducted during and after the election. 

We partnered with a leading sample provider – Dynata – to create a broadly representative online 

sample of Canadians. 

Our initial survey wave was conducted in the week before debate week, i.e. from October 1 

to October 7 (the last response to the first wave was completed shortly before the English debate 

began at 7 pm ET on October 7). Three-thousand seven-hundred individuals completed this wave. Our 

second wave commenced on October 8, the morning after the English debate, and closed on Oct 18. 

Respondents from the first wave of the survey were invited to complete this survey. We issued 

sufficient invitations such that 2,420 respondents completed this wave. Of these 2,420 respondents, 

1,809 completed the survey after the English debate but before the French debate, while 611 

completed the survey after both the English and French language debates. A third wave of the survey 
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was conducted shortly after the election, commencing on October 24 and ending on October 29. We 

issued invitations to respondents to our second wave survey such that 1,013 completed the third 

wave. 

In partnership with our survey sample provider, the first wave of our survey was sampled from 

online panels with quotas for age, gender, and province. We also employed a quota for official 

language. Our second and third waves were sampled in a convenience framework from previous wave 

responses, with the exception of a quota for official language. 

Post data collection, to further improve the representativeness of our inferences, we generate 

a separate IPF or “raking” weight for each wave of the survey using the ipfweight command in STATA 

15. Marginal values were successively weighted according to observed census levels on age, gender,

immigration status, and province, as well as voter turnout in 2015. For each weight, a maximum of

100 iterations were made. Weights were bounded at 0.2 and 5.

4.2. Social	media	methodology	

Twitter data used in this report was collected from August 1, 2019 to October 21, 2019. The objective 

of the Twitter data collection effort was to capture all major party candidates, major news 

organizations, as many Canadian journalists as possible, and a broad swath of the public conversation. 

Journalists and media organizations were identified using an iterative approach that began with a core 

seed list of all Members of Parliament, the Twitter handles of all declared candidates, and 

approximately 300 journalists, academics and news outlets validated by a Canadian politics media 

expert. Additional accounts were added throughout the election based on frequency of posting on 

Canadian election related themes and mentions to and from existing tracked accounts. This algorithm 

yielded approximately 5000 likely accounts of interest, each of which were reviewed manually for 

Canadian politics relevance and then tracked. This yielded a total of 3889 explicitly tracked accounts, 

of which 830 are journalists, 272 are official accounts of news outlets, 1280 are candidates of major 

parties, and 1507 are third-parties (a broad category including provincial politicians of note, registered 

third-party advocacy groups, academics, and public users of Twitter with many followers). 

To supplement this elite-oriented collection effort, we gathered a list of Canadian Politics 

hashtags. We used a similarly iterative strategy and began with a list of 33 well known Canadian 

Politics seed hashtags. This list was expanded in an iterative manner based on hashtag co-occurance 

and frequency of use by our existing tracked users on a weekly basis throughout the entire campaign. 

1854 hashtags were identified in this manner, and then manually reviewed to identify their Canadian 

politics relevance. This yielded a list of 544 Canadian Politics hashtags. A full list of handles and 

hashtags tracked is available upon request. 
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There are other social media on which Canadians discussed the election. These include 

Facebook, Instagram, YouTube, Reddit, Tumblr, 4Chan, Parler, Gab, and many more. This report draws 

exclusively upon Twitter data given that it is almost entirely publicly available and was able to be 

accessed by the report team. Other social media sites may offer additional insights beyond those on 

Twitter, and further research should be done to evaluate the extent to which the findings on Twitter 

are reflective of the broader online community and the Canadian public more generally. 

For sentiment analysis, the Lexicoder dictionary is used (Young and Soroka 2012) for English-

language texts, and a French-language translation is used for French-language texts (Duval and Pétry 

2016). These tools identify a set of positive and negative word tokens that can be measured over a set 

of texts to classify those texts as generally negative or positive in tone. The proportion of positive to 

negative words allows the overall tone of a set of texts to be identified in an automated manner. We 

show how this dictionary-based approach meets expectations in Figure 7 and then apply it to a number 

of debate-related tasks. 

4.3. Estimation	strategies	

Our essential empirical strategy to detect “debate effects” with our survey is to compare changes in 

opinions and views between survey waves. For most of the questions we address, then, we leverage 

changes between Waves 1 and 2, comparing those who did and did not report watching the debates. 

This is effectively the well-known “difference-indifference” approach to estimate debate effects. For 

other quantities, such as estimates of debate viewership, or one-time retrospective evaluations of 

debate format, we simply rely on frequencies observed within a discrete survey wave. 

5. Debate awareness

Prior to the debates, we find relatively modest levels of awareness of the Commission debates. In the 

days leading up to the debates, we asked respondents in Wave 1 whether they knew if there were any 

more scheduled debates. As shown in Table 1, more than half of respondents were unaware of any 

upcoming debates. 

In addition, we asked respondents who indicated that they were aware of upcoming debates 

if they knew the date of the English debate (Table 2) and the French debate (Table 3). In both 

instances, relatively few of these respondents were able to identify the correct dates. 

Table 1: Awareness of upcoming debates 

Percent Standard error N 
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Unaware 62.41 0.90 1938 

Aware 37.59 0.90 1373 

Total 100.00 0.00 3311 

Survey responses are weighted (see Methods for details). 90 percent of sample randomly assigned 
to this question. 

Table 2: Knew date of English debate 

Percent Standard error N 

Incorrect 75.81 1.23 1032 

Correct 24.19 1.23 341 

Total 100.00 0.00 1373 

Survey responses are weighted (see Methods for details).  Question only administered to 
participants who thought there were upcoming debates. 

This comparatively low level of awareness about the leaders’ debates was similarly found in 

social media discussions. We searched all tweets for “debate” and “débat” to show the frequency of 

discussion on the debates over the course of the campaign. Figure 1 shows debate mentions across 

the platform from the beginning of the campaign to one day before the English-language debate. The 

two non-Commission debates hosted by Maclean’s and TVA saw same and next-day spikes that quickly 

fell off. The week before the first Commission debate did not see a large increase in anticipatory 

attention. 

Table 3: Knew date of French debate 

Percent Standard error N 

Incorrect 91.33 0.82 1257 

Correct 8.67 0.82 116 

Total 100.00 0.00 1373 

Survey responses are weighted (see Methods for details). Question only administered to participants 
who thought there were upcoming debates. 
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Figure 1: Debate-related Twitter activity prior to the Leaders’ Debates Commission events 

5.1. Debate	viewership	

Despite the levels of knowledge and anticipation regarding the Commission debates, actual 

viewership of the debates was significant. In Wave 2, we asked all respondents whether they watched 

the English debate on October 7: 37% said they did (Table 4). In addition, as of October 10, we asked 

respondents whether they watched the French debate: 41% said yes (Table 5).1 

  

 

1	.	The	aim	of	the	second	wave	of	the	survey	was	to	re-assess	respondents’	attitudes	as	soon	as	
possible	after	each	debate.	Wave	2	began	on	October	8,	the	day	after	the	English-language	debate.	
Between	October	8	and	the	evening	of	October	10,	respondents	were	only	asked	whether	they	had	
watched	 the	 English-language	 debate–since	 the	 French-language	 had	 not	 yet	 taken	 place.	
Respondents	contacted	after	the	start	of	the	French-language	debate	were	asked	whether	they	had	
watched	the	English-language	debate	and	whether	they	had	watched	the	French-language	debate.	
Thus,	Table	5	reports	French-language	debate	viewership	among	those	contacted	after	the	French-
language	debate.	By	design,	most	French-speaking	respondents	in	Wave	2	were	contacted	after	the	
French-language	debate.	
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Table 4: Watched English Debate 

Percent Standard error N 

Did not watch 63.45 1.10 1439 

Watched 36.55 1.10 963 

Total 100.00 0.00 2402 

Survey responses are weighted (see Methods for details). 

Table 5: Watched French Debate 

Percent N 

Did not watch 59.25 362 

Watched 40.75 249 

Total 100.00 611 

Question administered to respondents who completed the survey after the start of French debate. 
Survey responses are unweighted. 

5.1.1. Twitter	viewership	

To evaluate Twitter engagement, we looked at so-called “second-screeners” or those that posted on 

social media about the debates during the debates themselves. Figure 2 shows the percentage of users 

that were active during the debates (October 7th from 7 to 9 EDT and the 10th from 8 to 10 EDT.) that 

directly engaged with the debates through a relevant hashtag or keyword, by language of debate and 

language used by the Twitter user. For the English-language debate, approximately 65% of English-

language Canadian Politics Twitter users engaged with the debate and approximately 51% of French-

language users did the same. For the French-language debate, only 33% of English-language users 

“second-screened” whereas 61% of French-language users did. 
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Figure 2: Debate-related Twitter activity during English-language debate 

A different measure is to look at the politics-related conversation during the two debates on 

Twitter and see the extent to which the debates were the subject of tweets. Figures 3 and 4 show the 

debate-related activity during the two debates. The debates are divided into their thematic areas by 

time stamp, with the faded-out bars representing the total volume of Canadian politics-related tweets 

during the debate time. Approximately 40% of the discussion on Canadian political Twitter during the 

debates was explicitly about them, and the volume of conversation increased during the debate. 

As expected, the same comparison for the French-language debate shows high engagement, 

with a full 47% of French-language Twitter activity explicitly focused on the debates during those two 

hours, with much of the surrounding volume also driven by the debate. Figure 4 shows the volume of 

activity during the debate, by theme, as compared to the overall level of activity on French-language 

Canadian politics Twitter. 
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Figure 3: Debate-related Twitter activity during English-language debate 

A final measure concerns those on Twitter who most actively follow Canadian politics. Here 

we examine only those who follow 5 or more candidates and/or Canadian politics journalists, who 

tweet regularly on Canadian politics, and who were active around the week of the debate. Of the 15 

751 users that fit that criteria, 55% tweeted about the debates. The debate was well watched and 

commented by those who are among the loudest in online Canadian politics. 
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Figure 4: Debate-related Twitter activity during French-language debate 

5.2. Debate	Awareness	and	Viewership	Across	Demographic	Groups	

We were asked by the Commission to assess outreach toward Canadians with disabilities, Indigenous 

groups, remote communities, linguistic minorities, and ethno-Canadian communities. 

To assess the demographic distribution of debate awareness, we modeled awareness as a 

function of disability identity, ethnicity, rural/urban residence, official language minority status, and 

age (Table 6). The results show that: (1) respondents who identified as disabled were 10 percentage 

points less likely to be aware of the upcoming debates than respondents who did not identify as 

disabled; (2) respondents of non-European ancestry were 6 percentage points less likely to be aware 

of the debates than respondents of European ancestry; (3) respondents living in rural ridings were 9 

percentage points less likely to be aware of the debates than respondents living in urban ridings; and 

(4) older Canadians were more likely to be aware of the debates (awareness increased by

approximately three-quarters of a percentage point for each additional year of age). We did not find

evidence of differences in debate awareness between Indigenous respondents and respondents of

European ancestry, or between official language minorities and other Canadians.

To assess the demographic distribution of debate viewership, we modeled debate viewership 

(defined as having watched the English debate, the French debate, or both) as a function of the same 

set of demographic factors (Table 7). Unlike debate awareness, however, we find no clear evidence 

that debate viewership varied with respect to disability, ethnicity, or rural/urban residence. We do, 
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however, find that: (1) official language minorities were 10 percentage points more likely to watch a 

debate; and (2) older Canadians were also more likely to watch (viewership increased by 

approximately four-tenths of a percentage point for each additional year of age). 

Table 6: Debate awareness by demographic group 

Disability -0.0994∗∗∗ (0.0268)

Non-European -0.0572∗ (0.0274)

Indigenous -0.0136 (0.0469)

Rural -0.0912*** (0.0237)

Official language minority 0.0285 (.0283) 

Age 0.00732*** (0.000577) 

Constant 0.0594 (0.0320) 

Observations 2939 

Standard errors in parentheses. Survey responses are weighted (see Methods for details.) 
The dependent variable is binary. Disability is measured by respondent self-identification; the 
reference category is no disability. Ethnicity is categorized as European, Non-European, or 
Indigenous ancestry; the reference category is European ancestry. Rural is identified as respondents 
who live in a federal riding that is in the bottom quartile by population density; the reference 
category is urban. Official language minority is identified as either a French mother-tongue 
respondent living outside Quebec or an English mother-tongue respondent living in Quebec; the 
reference category is not an official language minority. Age is treated as continuous. 
∗ p < 0.05, ∗∗ p < 0.01, ∗∗∗ p < 0.001. 
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Table 7: Debate viewership by demographic group 

 

Disability -0.000797 (0.0345) 

Non-European -0.0142 (0.0362) 

Indigenous 0.00610 (0.0685) 

Rural -0.0451 (0.0324) 

Official language minority 0.0905* (0.0378) 

Age 0.00381*** (0.000786) 

Constant 0.221∗∗∗ (0.0447) 

Observations 2162 

Standard errors in parentheses. Survey responses are weighted (see Methods for details.) 
The dependent variable is binary. Disability is measured by respondent self-identification; the 
reference category is no disability. Ethnicity is categorized as European, Non-European, or 
Indigenous ancestry; the reference category is European ancestry. Rural is identified as respondents 
who live in a federal riding that is in the bottom quartile by population density; the reference 
category is urban. Official language minority is identified as either a French mother-tongue 
respondent living outside Quebec or an English mother-tongue respondent living in Quebec; the 
reference category is not an official language minority. Age is treated as continuous. ∗ p < 0.05, ∗∗ p < 
0.01, ∗∗∗ p < 0.001. 
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5.3. Viewership	medium	

We asked respondents who reported watching the debates what medium they used: TV, radio, or 

online. Table 8 reports the distribution for those who watched the English debate; Table 9 reports the 

same for those who watched the French debate. For both the English and French debates, 

respondents overwhelming reported watching the debate on television. 

Table 8: How Watched English Debate 

Percent N 

TV 85.35 827 

Radio 5.06 49 

Online 9.60 93 

Total 100.00 969 

Question administered to debate watchers only. Survey responses are unweighted. 

Table 9: How Watched French Debate 

Percent N 

TV 93.17 232 

Radio 1.61 4 

Online 5.22 13 

Total 100.00 249 

Question administered to debate watchers only.  Survey responses are unweighted. 
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5.4. Viewed	with	others	

We asked respondents who reported watching the debates whether they did so in the company of 

others. Majorities of both those who watched the English-language debate (Table 10) and those who 

watched the French-language debate (Table 11) report doing so alone. 

We then followed up by asking respondents who reported watching with others whether they 

did so as part of an organized event. This was the case for approximately 1 in 10 respondents who 

watched with others (Tables 12 and 13). 

Table 10: Watched English Debate with Others 

Percent N 

Alone 58.10 563 

With Others 41.90 406 

Total 100.00 969 

Question administered to debate watchers only. Survey responses are unweighted. 

Table 11: Watched French Debate with Others 

Percent N 

Alone 63.05 157 

With Others 36.95 92 

Total 100.00 249 

Question administered to debate watchers only. Survey responses are unweighted. 

Table 12: Watched English Debate as Part of Organized Event 

Percent N 

Not part of organized event 89.16 362 

Part of organized event 10.84 44 

Total 100.00 406 

Question administered to respondents who watched with others. Survey responses are unweighted. 
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Table 13: Watched French Debate as Part of Organized Event 

Percent N 

Not part of organized event 86.96 80 

Part of organized event 13.04 12 

Total 100.00 92 

Question administered to respondents who watched with others. Survey responses are unweighted. 

5.5. Discussed	debates	with	others,	including	on	social	media	

Significant proportions of debate watchers report discussing the debates with others: approximately 

60% of those who watched the English-language debate reported discussing the debate (Table 14); 

approximately 50% of those who reported watching the French-language debate reported doing the 

same (Table 15). 

Table 14: Discussed what happened in the English-language leaders’ debate with others 

Percent N 

Yes 58.72 569 

No 41.28 400 

Total 100.00 969 

Question administered to debate watchers only. Survey responses are unweighted. 

Table 15: Discussed what happened in the French-language leaders’ debate with others 

Percent N 

Yes 48.59 121 

No 51.41 128 

Total 100.00 249 

Question administered to debate watchers only. Survey responses are unweighted. 

The rate of reported discussion online, however, was more modest. Among those who 

watched the English-language debate, 12% commented on social media about the debate (Table 16). 

Among those who watched the French-language debate, 8% commented on social media (Table 17). 
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Table 16: Commented about what happened in the English-language leaders’ debate on social media 

Percent N 

Yes 12.38 120 

No 87.62 849 

Total 100.00 969 

Question administered to debate watchers only. Survey responses are unweighted. 

Table 17: Commented about what happened in the French-language leaders’ debate on social media 

Percent N 

Yes 8.43 21 

No 91.57 228 

Total 100.00 249 

Question administered to debate watchers only. Survey responses are unweighted. 

5.6. Reasons	for	not	watching	the	debates	

We asked respondents in Wave 2 who reported not watching the debate what their “main reason” for 

not watching was. The results for the English and French debates are reported in Tables 18 and 19, 

respectively. For both debates, the most common reason given was “I was too busy.” Other common 

responses were “I already know how I’m going to vote,” “I don’t think debates are useful,” and “I’m 

not interested in politics.” In short, the typical reasons for not watching refer to either the 

respondent’s prior time commitments or a lack of interest in election debates. By contrast, only a 

minority of reasons pertain to a lack of awareness about the debate or a lack of access to the debate.2 

2	We	further	investigated	the	“Was	not	able	to	access”	response.	For	the	English-language	debate,	
we	examined	whether	this	response	was	a	function	of	disability,	ethnicity,	rural	residence,	official	
language	minority,	and	age.	Due	to	the	infrequency	of	the	“Was	not	able	to	access”	response,	we	used	
King	and	Zeng’s	(King	and	Zeng	2001)	rare	events	model	as	implemented	in	the	-relogit-	package	in	
Stata.	We	found	no	evidence	that	these	factors	influenced	a	lack	of	access.	We	took	a	similar	approach	
for	the	French-language	debate,	again	estimating	a	rare	events	model	of	the	“Was	not	able	to	access”	
response.	In	this	instance,	however,	we	could	not	estimate	the	impact	of	ethnicity	due	to	sparseness	
of	the	data.	Of	the	remaining	factors,	we	found	that	rural	residents	were	more	likely	to	say	they	were	
not	able	to	access	the	debate.	
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Table 18: Main reason for not watching the English-language leaders’ debate 

 Percent N 

Did not know about debate 6.75 98 

Did not know where to watch 2.96 43 

Was not able to access 8.61 125 

Too busy 25.36 368 

Already know how will vote 18.47 268 

Debates are not useful 14.82 215 

Not interested in politics 13.44 195 

Other 9.58 139 

Total 100.00 1451 

Question administered to respondents who did not watch the debate. Survey responses are 
unweighted. 

Table 19: Main reason for not watching the French-language leaders’ debate 

 Percent N 

Did not know about debate 4.97 18 

Did not know where to watch 1.38 5 

Was not able to access 9.94 36 

Too busy 23.76 86 

Already know how will vote 20.44 74 

Debates are not useful 12.98 47 

Not interested in politics 13.81 50 

Other 12.71 46 

Total 100.00 362 

Question administered to respondents who did not watch the debate. Survey responses are 
unweighted. 
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5.7. Overall	level	of	interest	on	Twitter	

The overall level of interest in the debates on Twitter was very high. As shown in Figure 5, the highest 

amount of Canadian politics English language Twitter activity was in the day immediately following 

the English-language debate. The French-language debate seemed to also spark some conversation, 

but the last days of the campaign generally saw higher activity. 

Figure 5: Debate-related Twitter activity during English-language debate 

The level of French-language conversation was also very high after the French-language 

debate amongst French-language social media users as shown in Figure 6, although the level of 

conversation after the TVA Face-à-Face debate slightly edged out that of the Leaders’ Debates 

Commission one. 
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Figure 6: Debate-related Twitter activity during French-language debate 

6. Debate evaluation 

6.1. Survey	respondents	

In Wave 2 of the survey, we presented debate watchers with a series of questions aimed gauging their 

attitudes about the debate. More specifically, we presented respondents with a battery of 18 

statements about each debate. By design, some statements were framed in a positive light and others 

were framed in a negative light. Respondents were then asked whether they strongly disagree, 

somewhat disagreed, somewhat agreed, or strongly agreed with each statement. 

The 18 statements can be grouped into three main dimensions: evaluations of the debate 

content and format; evaluations of the debate moderators; and evaluations of the party leaders. 

6.1.1. Evaluation	of	debate	content	and	format	

Respondents offered a mixed set of evaluations of the debate content and format. On the one hand, 

majorities of both those who watched the English-language debate and those who watched the 

French-language debate agreed: that the debate was informative (Tables 20 and 21); that the debate 

helped them to better understand the issues (Tables 26 and 27); and that the debate helped them to 

better understand the difference between the parties (Tables 28 and 29). At the same time, 52% of 

those who watched the English-language debate agreed that the debate was dull (Table 22); 45% of 
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those of watched the French-language debate said the same (Table 23). In addition, majorities of both 

those who watched the English-language debate and those who watched the French-language debate 

agreed: that the debate was repetitive (Tables 24 and 25) and that the debate didn’t cover the issues 

that were most important to them (Tables 30 and 31). 

We also note that 63% of those who watched the English debate either somewhat or strongly 

agreed with the statement that “There were too many leaders participating in the debate.” (Table 32). 

Only 41% of those who watched the French-language debate agreed that there were too many leaders 

on the stage (Table 33). 

Table 20: English debate: The debate was informative. 

Percent N 

Strongly disagree 10.11 98 

Somewhat disagree 30.55 296 

Somewhat agree 45.61 442 

Strongly agree 11.66 113 

DK 2.06 20 

Total 100.00 969 

Question administered to debate watchers only. Survey responses are unweighted. 

Table 21: French debate: The debate was informative. 

Percent N 

Strongly disagree 3.21 8 

Somewhat disagree 20.48 51 

Somewhat agree 59.84 149 

Strongly agree 12.45 31 

DK 4.02 10 

Total 100.00 249 

Question administered to debate watchers only. Survey responses are unweighted. 

Table 22: English debate: The debate was dull. 

Percent N 

Strongly disagree 8.05 78 
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Somewhat disagree 37.56 364 

Somewhat agree 35.50 344 

Strongly agree 16.00 155 

DK 2.89 28 

Total 100.00 969 

Question administered to debate watchers only. Survey responses are unweighted. 

 
Table 23: French debate: The debate was dull. 

 Percent N 

Strongly disagree 9.64 24 

Somewhat disagree 43.78 109 

Somewhat agree 32.93 82 

Strongly agree 11.65 29 

DK 2.01 5 

Total 100.00 249 

Question administered to debate watchers only. Survey responses are unweighted. 

Table 24: English debate: The debate was repetitive. 

 Percent N 

Strongly disagree 2.37 23 

Somewhat disagree 17.75 172 

Somewhat agree 53.77 521 

Strongly agree 22.50 218 

DK 3.61 35 

Total 100.00 969 

Question administered to debate watchers only. Survey responses are unweighted. 
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Table 25: French debate: The debate was repetitive. 

Percent N 

Strongly disagree 2.81 7 

Somewhat disagree 32.53 81 

Somewhat agree 46.99 117 

Strongly agree 16.06 40 

DK 1.61 4 

Total 100.00 249 

Question administered to debate watchers only. Survey responses are unweighted. 

Table 26: English debate: The debate helped me to better understand the issues. 

Percent N 

Strongly disagree 12.59 122 

Somewhat disagree 34.88 338 

Somewhat agree 39.73 385 

Strongly agree 10.73 104 

DK 2.06 20 

Total 100.00 969 

Question administered to debate watchers only. Survey responses are unweighted. 

Table 27: French debate: The debate helped me to better understand the issues. 

Percent N 

Strongly disagree 3.21 8 

Somewhat disagree 21.69 54 

Somewhat agree 57.03 142 

Strongly agree 13.25 33 

DK 4.82 12 

Total 100.00 249 

Question administered to debate watchers only. Survey responses are unweighted. 

Table 28: English debate: The debate helped me to better understand the differences between the 
parties. 
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Percent N 

Strongly disagree 9.18 89 

Somewhat disagree 24.66 239 

Somewhat agree 47.78 463 

Strongly agree 15.89 154 

DK 2.48 24 

Total 100.00 969 

Question administered to debate watchers only. Survey responses are unweighted. 

Table 29: French debate: The debate helped me to better understand the differences between the 
parties. 

Percent N 

Strongly disagree 2.81 7 

Somewhat disagree 18.88 47 

Somewhat agree 57.83 144 

Strongly agree 16.47 41 

DK 4.02 10 

Total 100.00 249 

Question administered to debate watchers only. Survey responses are unweighted. 

Table 30: English debate: The debate didn’t cover the issues that were most important to me. 

Percent N 

Strongly disagree 3.61 35 

Somewhat disagree 29.51 286 

Somewhat agree 42.72 414 

Strongly agree 20.85 202 

DK 3.30 32 

Total 100.00 969 

Question administered to debate watchers only. Survey responses are unweighted. 
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Table 31: French debate: The debate didn’t cover the issues that were most important to me. 

 Percent N 

Strongly disagree 6.43 16 

Somewhat disagree 36.95 92 

Somewhat agree 41.37 103 

Strongly agree 12.05 30 

DK 3.21 8 

Total 100.00 249 

Question administered to debate watchers only. Survey responses are unweighted. 

Table 32: English debate: There were too many leaders participating in the debate. 

 Percent N 

Strongly disagree 11.15 108 

Somewhat disagree 22.39 217 

Somewhat agree 31.79 308 

Strongly agree 31.37 304 

DK 3.30 32 

Total 100.00 969 

Question administered to debate watchers only. Survey responses are unweighted. 

Table 33: French debate: There were too many leaders participating in the debate. 

 Percent N 

Strongly disagree 14.86 37 

Somewhat disagree 38.96 97 

Somewhat agree 26.10 65 

Strongly agree 14.46 36 

DK 5.62 14 

Total 100.00 249 

Question administered to debate watchers only. Survey responses are unweighted. 
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6.1.2. Evaluations	of	the	debate	moderators	

Respondents’ evaluations of the debate moderators reflected an appreciation for their conduct, but 

also a desire for them to take a more assertive stance with respect to the party leaders. Very large 

majorities of both those who watched the English-language debate and those who watched the 

French-language debate agreed that the moderators treated each leader fairly (Tables 34 and 35) and 

that the moderators asked good questions (Tables 36 and 37). Majorities of debate watchers also said 

that the moderators provided enough time to the leaders to answer questions (Tables 38 and 39). 

Debate watchers were divided over the question of whether the moderators should have provided 

more time for the leaders to debate each other directly (Tables 40 and 41). 

At the same time, respondents indicated that they would have liked to see moderators doing 

more to push the party leaders. Over 80% of those who watched the English-language debate agreed 

that the moderators “should have done more to push leaders who avoided answering the question” 

(Table 42); 72% of those who watched the French-language debate agreed with the same statement 

(Table 43). In addition, more than three-quarters of those who watched the English-language debate 

and those who watched the French-language debate agreed that the moderators “should have done 

more to push leaders who gave factually inaccurate answers” (Tables 44 and 45). 

Table 34: English debate: The moderators treated each leader fairly. 

 Percent N 

Strongly disagree 5.37 52 

Somewhat disagree 11.15 108 

Somewhat agree 47.68 462 

Strongly agree 31.27 303 

DK 4.54 44 

Total 100.00 969 

Question administered to debate watchers only. Survey responses are unweighted. 

Table 35: French debate: The moderators treated each leader fairly. 

 Percent N 

Strongly disagree 2.41 6 

Somewhat disagree 8.84 22 

Somewhat agree 57.83 144 
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Strongly agree 27.31 68 

DK 3.61 9 

Total 100.00 249 

Question administered to debate watchers only. Survey responses are unweighted. 

Table 36: English debate: The moderators asked good questions. 

 Percent N 

Strongly disagree 4.23 41 

Somewhat disagree 15.79 153 

Somewhat agree 55.42 537 

Strongly agree 21.26 206 

DK 3.30 32 

Total 100.00 969 

Question administered to debate watchers only. Survey responses are unweighted. 

Table 37: French debate: The moderators asked good questions. 

 Percent N 

Strongly disagree 2.01 5 

Somewhat disagree 8.84 22 

Somewhat agree 59.84 149 

Strongly agree 25.70 64 

DK 3.61 9 

Total 100.00 249 

Question administered to debate watchers only. Survey responses are unweighted. 

Table 38: English debate: The moderators gave the leaders enough time to answer the questions. 

 Percent N 

Strongly disagree 12.07 117 

Somewhat disagree 29.93 290 

Somewhat agree 41.38 401 

Strongly agree 13.52 131 
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DK 3.10 30 

Total 100.00 969 

Question administered to debate watchers only. Survey responses are unweighted. 

Table 39: French debate: The moderators gave the leaders enough time to answer the questions. 

 Percent N 

Strongly disagree 2.41 6 

Somewhat disagree 22.49 56 

Somewhat agree 55.02 137 

Strongly agree 17.27 43 

DK 2.81 7 

Total 100.00 249 

Question administered to debate watchers only. Survey responses are unweighted. 

Table 40: English debate: The moderators didn’t give the leaders enough time to debate each other 
directly. 

 Percent N 

Strongly disagree 5.06 49 

Somewhat disagree 29.62 287 

Somewhat agree 37.46 363 

Strongly agree 22.91 222 

DK 4.95 48 

Total 100.00 969 

Question administered to debate watchers only. Survey responses are unweighted. 
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Table 41: French debate: The moderators didn’t give the leaders enough time to debate each other 
directly. 

 Percent N 

Strongly disagree 6.43 16 

Somewhat disagree 41.37 103 

Somewhat agree 36.55 91 

Strongly agree 9.24 23 

DK 6.43 16 

Total 100.00 249 

Question administered to debate watchers only. Survey responses are unweighted. 

Table 42: English debate: The moderators should have done more to push leaders who avoided 
answering the question. 

 Percent N 

Strongly disagree 1.75 17 

Somewhat disagree 9.70 94 

Somewhat agree 38.91 377 

Strongly agree 45.41 440 

DK 4.23 41 

Total 100.00 969 

Question administered to debate watchers only. Survey responses are unweighted. 

Table 43: French debate: The moderators should have done more to push leaders who avoided 
answering the question. 

 Percent N 

Strongly disagree 2.41 6 

Somewhat disagree 17.67 44 

Somewhat agree 44.18 110 

Strongly agree 28.11 70 

DK 7.63 19 

Total 100.00 249 

Question administered to debate watchers only. Survey responses are unweighted. 
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Table 44: English debate: The moderators should have done more to push leaders who gave factually 
inaccurate answers. 

Percent N 

Strongly disagree 2.48 24 

Somewhat disagree 11.15 108 

Somewhat agree 37.25 361 

Strongly agree 42.31 410 

DK 6.81 66 

Total 100.00 969 

Question administered to debate watchers only. Survey responses are unweighted. 

Table 45: French debate: The moderators should have done more to push leaders who gave factually 
inaccurate answers. 

Percent N 

Strongly disagree 1.20 3 

Somewhat disagree 15.66 39 

Somewhat agree 51.81 129 

Strongly agree 23.29 58 

DK 8.03 20 

Total 100.00 249 

Question administered to debate watchers only. Survey responses are unweighted. 

6.1.3. Evaluations	of	the	party	leaders	

Debate watchers typically reported negative evaluations of the party leaders’ conduct during the 

debates. Less than half of those who watched the English-language debate and those who watched 

the French-language debate agreed that the leaders gave clear answers (Tables 46 and 47). 

Approximately one-third of those who watched the English-language debate agreed that the leaders 

were respectful of each other; by contrast, just over 60% of those who watched the French debate 

agreed that the leaders were respectful (Tables 48 and 49). 

In addition, large majorities of both those who watched the English-language debate and 

those who watched the French-language debate agreed that the leaders “interrupted each other too 

much” (Tables 50 and 51), gave answers that “felt scripted and rehearsed” (Tables 52 and 53), and 

“often avoided answering the question” (Tables 54 and 55). 

495



35 

Table 46: English debate: The leaders’ answers were clear. 

 Percent N 

Strongly disagree 18.68 181 

Somewhat disagree 46.13 447 

Somewhat agree 25.70 249 

Strongly agree 6.91 67 

DK 2.58 25 

Total 100.00 969 

Question administered to debate watchers only. Survey responses are unweighted. 

Table 47: French debate: The leaders’ answers were clear. 

 Percent N 

Strongly disagree 5.62 14 

Somewhat disagree 50.60 126 

Somewhat agree 30.92 77 

Strongly agree 10.04 25 

DK 2.81 7 

Total 100.00 249 

Question administered to debate watchers only. Survey responses are unweighted. 

Table 48: English debate: The leaders were respectful of each other. 

 Percent N 

Strongly disagree 20.64 200 

Somewhat disagree 40.66 394 

Somewhat agree 28.28 274 

Strongly agree 7.84 76 

DK 2.58 25 

Total 100.00 969 

Question administered to debate watchers only. Survey responses are unweighted. 
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Table 49: French debate: The leaders were respectful of each other. 

Percent N 

Strongly disagree 5.62 14 

Somewhat disagree 29.72 74 

Somewhat agree 49.80 124 

Strongly agree 10.84 27 

DK 4.02 10 

Total 100.00 249 

Question administered to debate watchers only. Survey responses are unweighted. 

Table 50: English debate: The leaders interrupted each other too much. 

Percent N 

Strongly disagree 1.34 13 

Somewhat disagree 7.53 73 

Somewhat agree 31.58 306 

Strongly agree 57.59 558 

DK 1.96 19 

Total 100.00 969 

Question administered to debate watchers only. Survey responses are unweighted. 

Table 51: French debate: The leaders interrupted each other too much. 

Percent N 

Strongly disagree 2.01 5 

Somewhat disagree 27.31 68 

Somewhat agree 45.38 113 

Strongly agree 21.69 54 

DK 3.61 9 

Total 100.00 249 

Question administered to debate watchers only. Survey responses are unweighted. 
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Table 52: English debate: The leaders’ answers felt scripted and rehearsed. 

 Percent N 

Strongly disagree 1.86 18 

Somewhat disagree 16.00 155 

Somewhat agree 51.39 498 

Strongly agree 27.86 270 

DK 2.89 28 

Total 100.00 969 

Question administered to debate watchers only. Survey responses are unweighted. 
 

Table 53: French debate: The leaders’ answers felt scripted and rehearsed. 

 Percent N 

Strongly disagree 0.40 1 

Somewhat disagree 15.26 38 

Somewhat agree 55.42 138 

Strongly agree 24.50 61 

DK 4.42 11 

Total 100.00 249 

Question administered to debate watchers only. Survey responses are unweighted. 

Table 54: English debate: The leaders often avoided answering the question. 

 Percent N 

Strongly disagree 1.03 10 

Somewhat disagree 8.88 86 

Somewhat agree 46.85 454 

Strongly agree 40.97 397 

DK 2.27 22 

Total 100.00 969 

Question administered to debate watchers only. Survey responses are unweighted. 
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Table 55: French debate: The leaders often avoided answering the question. 

Percent N 

Strongly disagree 0.80 2 

Somewhat disagree 15.66 39 

Somewhat agree 58.63 146 

Strongly agree 20.88 52 

DK 4.02 10 

Total 100.00 249 

Question administered to debate watchers only. Survey responses are unweighted. 

6.2. Evaluation	of	which	leader	won	the	debate	

We asked respondents–regardless of whether they reported watching the debates–which party leader 

they thought won. In the English debate, setting aside the Don’t Know responses, Jagmeet Singh was 

the leader most frequently identified as the winner (Table 56). In the French debate, again putting the 

Don’t Know responses to one side, Yves-François Blanchet was the most frequent choice as the winner 

(Table 57). 

Table 56: Who won the English-language leaders’ debate 

Percent Standard error N 

Trudeau 11.35 0.74 276 

Scheer 13.30 0.77 343 

Singh 19.34 0.89 495 

May 2.49 0.35 63 

Blanchet 3.78 0.42 101 

Bernier 1.40 0.30 30 

DK 48.33 1.18 1094 

Total 100.00 0.00 2402 

Survey responses are weighted (see Methods for details). 
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Table 57: Who won the French-language leaders’ debate 

Percent N 

Trudeau 12.27 75 

Scheer 5.89 36 

Singh 6.22 38 

May 2.29 14 

Blanchet 28.15 172 

Bernier 2.62 16 

DK 42.55 260 

Total 100.00 611 

Question administered to respondents who completed the survey after the start of French debate. 
Survey responses are unweighted. 

6.3. Twitter	

Overall there was a generally positive conversation on the debates as measured by sentiment of 

tweets appearing with debate-related hashtags. Figure 7 shows debate-related hashtag sentiment as 

compared to popular pro-Liberal and -Conservative hashtags as well as popular anti-Trudeau and anti-

Scheer hashtags. The sentiment dictionary employed here adequately identifies positive and negative 

hashtags, with anti-Trudeau and anti-Scheer hashtags having overall negative sentiment and pro-

Liberal and pro-Conservative ones having overall positive sentiment. 

We find that debate-related hashtags generally had a positive tone and were overall more 

positive than major neutral Canadian politics ones. This reflects a degree of rallying where partisans 

use these debate hashtags to support their own party, however, also generally reflect on reception on 

the debates. 
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Figure 7: Sentiment evaluation of debate hashtags in comparison to popular Canadian politics 
hashtags 

Figure 8 shows the over-time sentiment in Tweets related to the debates. Immediately 

following the English-language debate on the evening of the 7th there was overall positive sentiment 

that steadily increased until the morning of the 9th at which point there was a steady decrease. This 

may be the result of a negative elite-driven evaluation of the debate which seemed to appear the day 

following the debate and then ‘trickled-down’ to the mass public. 
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Figure 8: Sentiment evaluation of post-English debate debate-related commentary relative to that of 

overall discussion of Canadian politics 

To test this, we examined the same sentiment over time but instead split the tweets into those 

of journalists and media outlets versus the general population. Figure 9 shows the overall difference 

in sentiment between the two populations. There are two striking findings here: 1) the sentiment of 

journalists is overall less positive than the mass population; and 2) the decline in positive sentiment 

occurred amongst journalists approximately 24 hours after the first debate and 12 hours before we 

saw a similar decline in the mass population. This suggests that the full Twitter population took 

sentiment cues from the journalists and the overall evaluation of the debate shifted in a negative 

direction well after the debate had concluded. 

While the initial conversation during the debate was largely positive, later discussions of the 

English-language debate were more negative in tone. 
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Figure 9: Sentiment evaluation of post-English debate debate-related commentary relative to that of 

overall discussion of Canadian politics. 
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7. Debate Consequences 

Our study allows us to estimate several consequences of watching the leaders’ debates, including on 

political interest, news consumption, political knowledge, and engagement with the election. 

7.1. Interest	in	federal	election	and	in	politics	generally	

Table 58 estimates the effect of debate viewership on general interest in politics. We do not find a 

statistically significant relationship between debate viewing and changes in respondents’ general 

interest in politics. When we ask about specific interest in the federal election, rather than general 

political interest, we once again fail to find a statistically significant relationship (Table 59). On balance, 

then, there is little evidence that debate viewership increased political interest in the short-term. 

Table 58: Change in interest about politics generally 

 Wave 1 to Wave 2 

Watched 0.0139 (0.0198) 

Female 0.0155 (0.0203) 

Age -0.000289 (0.000679) 

College -0.0567* (0.0253) 

University -0.0330 (0.0261) 

HH Income -0.00455 (0.00601) 

Constant 0.0474 (0.0513) 

Observations 2105 

Standard errors in parentheses. Survey responses are weighted (see Methods for details.) Interest 
was originally measured on a 0 to 10 scale. The median response in Wave 1 was 7. The dependent 
variable is coded -1 if the respondent moved from above the Wave 1 median response to at or 
below the Wave 1 median response; 0 if the respondent remained at or below the Wave 1 median 
response, or remained above the Wave 1 median response; and 1 if the respondent moved from at 
or below the Wave 1 median response to above the Wave 1 median response. Gender, age, 
education, and income–all measured at Wave 1–are included as covariates. The reference categories 
for gender and education, respectively, are Male and High School or Less. Age and income are 
treated as continuous. ∗ p < 0.05, ∗∗ p < 0.01, ∗∗∗ p < 0.001. 
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Table 59: Change in interest about federal election 

 Wave 1 to Wave 2 

Watched 0.0197 (0.0209) 

Female -0.00331 (0.0211) 

Age -0.000646 (0.000753) 

College -0.0204 (0.0278) 

University 0.00316 (0.0289) 

HH Income -0.00941 (0.00627) 

Constant 0.0570 (0.0529) 

Observations 2108 

Standard errors in parentheses. Survey responses are weighted (see Methods for details.) Interest 
was originally measured on a 0 to 10 scale. The median response in Wave 1 was 7. The dependent 
variable is coded -1 if the respondent moved from above the Wave 1 median response to at or 
below the Wave 1 median response; 0 if the respondent remained at or below the Wave 1 median 
response, or remained above the Wave 1 median response; and 1 if the respondent moved from at 
or below the Wave 1 median response to above the Wave 1 median response. Gender, age, 
education, and income–all measured at Wave 1–are included as covariates. The reference categories 
for gender and education, respectively, are Male and High School or Less. Age and income are 
treated as continuous. ∗ p < 0.05, ∗∗ p < 0.01, ∗∗∗ p < 0.001 
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7.2. News	consumption	

Viewing a debate may cause individuals to pursue more information via news sources, as they seek 

out answers to questions raised during the debate or wish to understand media perspectives on the 

debate. Table 60 estimates whether individuals who watched the debate were more likely to change 

their general news consumption. We find no statistically significant evidence of this. However, we do 

find a substantial increase in news consumption about the federal election specifically. Compared to 

individuals who did not watch the debate, those who watched the debate had a 9-percentage point 

greater net increase in election news consumption (Table 61). 

Table 60: Change in news consumption in general 

 Wave 1 to Wave 2 

Watched -0.0100 (0.0219) 

Female 0.00361 (0.0226) 

Age -0.00139 (0.000710) 

College 0.0514 (0.0272) 

University 0.0229 (0.0287) 

HH Income -0.00107 (0.00666) 

Constant 0.0610 (0.0482) 

Observations 2213 

Standard errors in parentheses. Survey responses are weighted (see Methods for details). News 
consumption was originally measured on a 1 to 6 scale. The median response in Wave 1 was 3. The 
dependent variable is coded -1 if the respondent moved from above the Wave 1 median response to 
at or below the Wave 1 median response; 0 if the respondent remained at or below the Wave 1 
median response, or remained above the Wave 1 median response; and 1 if the respondent moved 
from at or below the Wave 1 median response to above the Wave 1 median response. Gender, age, 
education, and income–all measured at Wave 1–are included as covariates. The reference categories 
for gender and education, respectively, are Male and High School or Less. Age and income are 
treated as continuous. ∗ p < 0.05, ∗∗ p < 0.01, ∗∗∗ p < 0.001. 
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Table 61: Change in news consumption about federal election 

 Wave 1 to Wave 2 

Watched 0.0925*** (0.0229) 

Female 0.0311 (0.0225) 

Age -0.000412 (0.000695) 

College -0.0335 (0.0288) 

University -0.0365 (0.0304) 

HH Income -0.00503 (0.00656) 

Constant 0.0366 (0.0534) 

Observations 2244 

Standard errors in parentheses. Survey responses are weighted (see Methods for details). News 
consumption was originally measured on a 0 to 4 scale. The median response in Wave 1 was 1. 
The dependent variable is coded -1 if the respondent moved from above the Wave 1 median 
response to at or below the Wave 1 median response; 0 if the respondent remained at or below 
the Wave 1 median response, or remained above the Wave 1 median response; and 1 if the 
respondent moved from at or below the Wave 1 median response to above the Wave 1 median 
response. Gender, age, education, and income–all measured at Wave 1–are included as 
covariates. The reference categories for gender and education, respectively, are Male and High 
School or Less. Age and income are treated as continuous.	∗ p < 0.05, ∗∗ p < 0.01, ∗∗∗ p < 0.001. 
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7.3. Knowledge	

7.3.1. Election	date	and	where	to	vote	

We asked respondents about the technical details of the election – if they knew the date of the 

election and if they knew where to vote. We find that while debate viewers did increase their 

knowledge on the date of the election in the period between Waves 1 and 2, the increase was greater 

among non-debate viewers (Table 62). That said, this is largely an artefact of those who watched the 

debates already exhibiting high levels of knowledge about the election date. Indeed, among those 

who reported watching a debate in Wave 2, 87% already knew the correct election date prior to the 

debate (by comparison, only 69% of individuals who reported not watching a debate in Wave 2 knew 

the correct election date prior to the debate). 

Table 63 presents estimates of the effects of watching the debate on knowledge of one’s 

polling place. We find no difference between debate viewers and non-viewers, though both groups 

increased in self-reported knowledge about polling place location in the time between the two 

surveys. 

Table 62: Change in knowledge of federal election date 

 Wave 1 to Wave 2 

Watched -0.0686*** (0.0192) 

Female 0.0535** (0.0199) 

Age -0.0000520 (0.000696) 

College -0.0729* (0.0291) 

University -0.0917** (0.0295) 

HH Income 0.00357 (0.00643) 

Constant 0.173***(0.0520) 

Observations 2244 

Standard errors in parentheses. Survey responses are weighted (see Methods for details). The 
dependent variable is coded -1 if the respondent moved from knowing the correct answer to not 
knowing the correct answer; 0 if the respondent did not know the correct answer in both waves, or 
knew the correct answer in both waves; and 1 if the respondent moved from not knowing the 
correct answer to knowing the correct answer. Gender, age, education, and income–all measured at 
Wave 1–are included as covariates. The reference categories for gender and education, respectively, 
are Male and High School or Less. Age and income are treated as continuous. ∗ p < 0.05, ∗∗ p < 0.01, 
∗∗∗ p < 0.001.  
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Table 63: Change in knowledge of polling place 

 Wave 1 to Wave 2 

Watched -0.0126 (0.0159) 

Female 0.0169 (0.0180) 

Age -0.00121* (0.000524) 

College 0.00994 (0.0244) 

University -0.000845 (0.0244) 

HH Income 0.00544 (0.00588) 

Constant 0.104* (0.0442) 

Observations 2244 

Standard errors in parentheses. Survey responses are weighted (see Methods for details). The 
dependent variable is coded -1 if the respondent moved from knowing where to vote to not knowing 
where to vote; 0 if the respondent did not know where to vote in both waves, or knew where to 
vote in both waves; and 1 if the respondent moved from not knowing where to vote to knowing 
where to vote. Gender, age, education, and income–all measured at Wave 1–are included as 
covariates. The reference categories for gender and education, respectively, are Male and High 
School or Less. Age and income are treated as continuous. ∗ p < 0.05, ∗∗ p < 0.01, ∗∗∗ p < 0.001 

7.3.2. Current	economic	and	social	conditions	

We quizzed individuals about their knowledge of objective current social and economic conditions. In 

particular, we asked them the following: 

• Is Canada on track to meet its climate change commitments under the Paris Accord? 

(Correct answer: No) 

• On average, does Canada admit more or less refugees as a percentage of the 

population than the United States? (Correct answer: More) 

• Is the number of all immigrants (including refugees) admitted to Canada in 2018 

higher or lower than in 2015? (Correct answer: Higher) 

• Does a Canadian family with two children earning $50,000 receive more in monthly 

payments from the federal government in 2018 than in 2015, or less? (Correct answer: 

More in 2018) 

• Was the federal deficit in 2018 greater than the federal deficit in 2015? (Correct 

answer: Greater in 2018) 

• Was the unemployment rate lower in 2018 or in 2015? (Correct answer: Lower in 

2018) 
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We find no measurable difference between debate watchers and non-watchers in terms of 

their change in knowledge about these items (Table 64). 

Table 64: Change in knowledge of current economic and social conditions 

 Wave 1 to Wave 2 

Watched 0.0271 (0.0252) 

Female -0.0255 (0.0243) 

Age -0.000567 (0.000819) 

College -0.0653* (0.0323) 

University -0.0246 (0.0319) 

HH Income 0.00877 (0.00800) 

Constant 0.0657 (0.0539) 

Observations 2244 

Standard errors in parentheses. Survey responses are weighted (see Methods for details). 
Knowledge was originally measured on a 0 to 6 scale. The median response in Wave 1 was 4. The 
dependent variable is coded -1 if the respondent moved from above the Wave 1 median response to 
at or below the Wave 1 median response; 0 if the respondent remained at or below the Wave 1 
median response, or remained above the Wave 1 median response; and 1 if the respondent moved 
from at or below the Wave 1 median response to above the Wave 1 median response. Gender, age, 
education, and income–all measured at Wave 1–are included as covariates. The reference categories 
for gender and education, respectively, are Male and High School or Less. Age and income are 
treated as continuous. ∗ p < 0.05, ∗∗ p < 0.01, ∗∗∗ p < 0.001. 
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7.3.3. Party	platforms	

We also quizzed voters about their knowledge of party promises. We presented voters with six 

promises forwarded by parties during the campaign. We then asked them to attribute promises to 

parties. Prior to the debate, the median number of correct attributions was 2 (out of 6 promises). 

According to our estimates in Table 65, debate viewers demonstrated a clear improvement over non-

viewers in their ability to make more than the median number of correct promise attributions. 

Compared to non-viewers, debate viewers experienced a 10-percentage point greater net increase in 

party platform knowledge following the debates. In short, debate viewership increased knowledge of 

parties’ promises. 

Table 65: Change in knowledge of party promises 

 Wave 1 to Wave 2 

Watched 0.101∗∗∗ (0.0249) 

Female 0.0486∗ (0.0244) 

Age -0.000148 (0.000817) 

College -0.00492 (0.0316) 

University -0.0174 (0.0308) 

HH Income 0.0151 (0.00774) 

Constant -0.0387 (0.0556) 

Observations 2244 

Standard errors in parentheses. Survey responses are weighted (see Methods for details). 
Knowledge was originally measured on a 0 to 6 scale. The median response in Wave 1 was 2. The 
dependent variable is coded -1 if the respondent moved from above the Wave 1 median response to 
at or below the Wave 1 median response; 0 if the respondent remained at or below the Wave 1 
median response, or remained above the Wave 1 median response; and 1 if the respondent moved 
from at or below the Wave 1 median response to above the Wave 1 median response. Gender, age, 
education, and income–all measured at Wave 1–are included as covariates. The reference categories 
for gender and education, respectively, are Male and High School or Less. Age and income are 
treated as continuous. ∗ p < 0.05, ∗∗ p < 0.01, ∗∗∗ p < 0.001. 

 	

511



51 

7.4. Self-reported	confidence	in	knowing	enough	to	vote	

Finally, we asked respondents if they felt that were confident that they could make a good 

voting decision. According to our estimates in Table 66, we find no differences between watchers and 

non-watchers with respect to changes in this self-reported confidence. 

Table 66: Change in confidence to make a good voting decision 

 Wave 1 to Wave 2 

Watched 0.00225 (0.0235) 

Female 0.0318 (0.0232) 

Age 0.000847 (0.000807) 

College -0.0493 (0.0325) 

University -0.0662 (0.0338) 

HH Income 0.0104 (0.00765) 

Constant -0.0425 (0.0628) 

Observations 2097 

Standard errors in parentheses. Survey responses are weighted (see Methods for details). 
Confidence was originally measured on a 0 to 10 scale. The median response in Wave 1 was 7. The 
dependent variable is coded -1 if the respondent moved from above the Wave 1 median response to 
at or below the Wave 1 median response; 0 if the respondent remained at or below the Wave 1 
median response, or remained above the Wave 1 median response; and 1 if the respondent moved 
from at or below the Wave 1 median response to above the Wave 1 median response. Gender, age, 
education, and income–all measured at Wave 1–are included as covariates. The reference categories 
for gender and education, respectively, are Male and High School or Less. Age and income are 
treated as continuous. ∗ p < 0.05, ∗∗ p < 0.01, ∗∗∗ p < 0.001. 
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7.5. Democratic	satisfaction	

We asked respondents about their general satisfaction with Canadian democracy. We find that debate 

viewership is unrelated to changes in democratic satisfaction over this period (Table 67). 

Table 67: Change in satisfaction with Canadian democracy 

 Wave 1 to Wave 2 

Watched 0.0209 (0.0172) 

Female 0.0177 (0.0170) 

Age 0.000271 (0.000575) 

College -0.0167 (0.0226) 

University -0.0260 (0.0236) 

HH Income 0.0103 (0.00588) 

Constant -0.0797 (0.0413) 

Observations 2141 

Standard errors in parentheses. Survey responses are weighted (see Methods for details). 
Satisfaction was originally measured on a 0 to 3 scale. The median response in Wave 1 was 2. The 
dependent variable is coded -1 if the respondent moved from above the Wave 1 median response to 
at or below the Wave 1 median response; 0 if the respondent remained at or below the Wave 1 
median response, or remained above the Wave 1 median response; and 1 if the respondent moved 
from at or below the Wave 1 median response to above the Wave 1 median response. Gender, age, 
education, and income–all measured at Wave 1–are included as covariates. The reference categories 
for gender and education, respectively, are Male and High School or Less. Age and income are 
treated as continuous. ∗ p < 0.05, ∗∗ p < 0.01, ∗∗∗ p < 0.001. 
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7.6. Confidence	in	democratic	institutions	

We also queried respondents on their faith in Canadian democratic institutions. In this instance, we 

actually find a decrease in confidence among debate viewers versus nonviewers. According to our 

estimates in Table 68, we find that debate viewers experienced a 4.6 percentage point greater net 

decline in their confidence in democratic institutions– compared to non-viewers. 

We also explored debate effects on trust in political parties to provide factual information. 

We find no measurable difference between viewers and non-viewers on this metric (Table 69). 

Table 68: Change in confidence in Canadian institutions 

Wave 1 to Wave 2 

Watched -0.0459* (0.0213)

Female -0.0547* (0.0215)

Age -0.000820 (0.000706)

College 0.0463 (0.0304) 

University 0.00873 (0.0286) 

HH Income 0.000684 (0.00751) 

Constant 0.0635 (0.0516) 

Observations 2179 

Standard errors in parentheses. Survey responses are weighted (see Methods for details). 
Confidence was originally measured on a 0 to 3 scale. The median response in Wave 1 was 1.25. The 
dependent variable is coded -1 if the respondent moved from above the Wave 1 median response to 
at or below the Wave 1 median response; 0 if the respondent remained at or below the Wave 1 
median response, or remained above the Wave 1 median response; and 1 if the respondent moved 
from at or below the Wave 1 median response to above the Wave 1 median response. Gender, age, 
education, and income–all measured at Wave 1–are included as covariates. The reference categories 
for gender and education, respectively, are Male and High School or Less. Age and income are 
treated as continuous. ∗ p < 0.05, ∗∗ p < 0.01, ∗∗∗ p < 0.001. 
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Table 69: Change in trust in political parties to provide factual information 

 Wave 1 to Wave 2 

Watched -0.0154 (0.0234) 

Female -0.00527 (0.0242) 

Age 0.000547 (0.000747) 

College -0.0172 (0.0352) 

University -0.00469 (0.0322) 

HH Income -0.000910 (0.00696) 

Constant -0.0172 (0.0543) 

Observations 1984 

Standard errors in parentheses. Survey responses are weighted (see Methods for details). Trust was 
originally measured on a 0 to 10 scale. The median response in Wave 1 was 4. The dependent 
variable is coded -1 if the respondent moved from above the Wave 1 median response to at or 
below the Wave 1 median response; 0 if the respondent remained at or below the Wave 1 median 
response, or remained above the Wave 1 median response; and 1 if the respondent moved from at 
or below the Wave 1 median response to above the Wave 1 median response. Gender, age, 
education, and income–all measured at Wave 1–are included as covariates. The reference categories 
for gender and education, respectively, are Male and High School or Less. Age and income are 
treated as continuous. ∗ p < 0.05, ∗∗ p < 0.01, ∗∗∗ p < 0.001. 
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7.7. Political	efficacy	

Having watched the debate and learned about parties and their positions, viewers may then feel more 

confident in the responsiveness of democratic institutions and in their own ability to understand and 

influence politics. This is typically referred to as efficacy. However, following Table 70, we find no 

effect of debate viewership on changes in voters’ sense of political efficacy over this period. 

Table 70: Change in political efficacy 

 Wave 1 to Wave 2 

Watched 0.00679 (0.0225) 

Female 0.0276 (0.0233) 

Age -0.000114 (0.000787) 

College -0.0359 (0.0327) 

University 0.00566 (0.0337) 

HH Income 0.000837 (0.00776) 

Constant 0.000367 (0.0602) 

Observations 2226 

Standard errors in parentheses. Survey responses are weighted (see Methods for details). Efficacy 
was originally measured on a 0 to 3 scale. The median response in Wave 1 was 1. The dependent 
variable is coded -1 if the respondent moved from above the Wave 1 median response to at or 
below the Wave 1 median response; 0 if the respondent remained at or below the Wave 1 median 
response, or remained above the Wave 1 median response; and 1 if the respondent moved from at 
or below the Wave 1 median response to above the Wave 1 median response. Gender, age, 
education, and income–all measured at Wave 1–are included as covariates. The reference categories 
for gender and education, respectively, are Male and High School or Less. Age and income are 
treated as continuous. ∗ p < 0.05, ∗∗ p < 0.01, ∗∗∗ p < 0.001. 
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7.8. Discussion	of	federal	election	

Table 71 presents our estimates of the effect of debate viewership on discussion of the federal 

election. Reflecting our finding of increased news consumption about the election in Table 61, we find 

that, compared to non-viewers, debate viewers had an 8.5 percentage point greater net increase in 

discussion about the federal election following the debates. 

Table 71: Change in discussion of federal election 

 Wave 1 to Wave 2 

Watched 0.0846*** (0.0249) 

Female -0.0222 (0.0240) 

Age 0.0000512 (0.000818) 

College -0.000306 (0.0334) 

University 0.0187 (0.0340) 

HH Income 0.00745 (0.00769) 

Constant -0.0240 (0.0567) 

Observations 2244 

Standard errors in parentheses. Survey responses are weighted (see Methods for details). Discussion 
was originally measured on a to 3 scale. The median response in Wave 1 was 0. The dependent 
variable is coded -1 if the respondent moved from above the Wave 1 median response to at or 
below the Wave 1 median response; 0 if the respondent remained at or below the Wave 1 median 
response, or remained above the Wave 1 median response; and 1 if the respondent moved from at 
or below the Wave 1 median response to above the Wave 1 median response. Gender, age, 
education, and income–all measured at Wave 1–are included as covariates. The reference categories 
for gender and education, respectively, are Male and High School or Less. Age and income are 
treated as continuous. ∗ p < 0.05, ∗∗ p < 0.01, ∗∗∗ p < 0.001. 
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7.9. Turnout	intention	and	vote	choice	

We find no difference in the change in intended turnout between debate viewers and non-viewers 

(Table 72). We likewise find no measurable difference between viewers and non-viewers with respect 

to change in vote intention–i.e., choice of party (Table 73). 

Table 72: Change in intention to turn out to vote 

 Wave 1 to Wave 2 

Watched -0.0131 (0.0160) 

Female 0.0169 (0.0169) 

Age 0.0000225 (0.000568) 

College 0.00239 (0.0215) 

University -0.00228 (0.0244) 

HH Income -0.00762 (0.00570) 

Constant 0.0159 (0.0458) 

Observations 2235 

Standard errors in parentheses. Survey responses are weighted (see Methods for details). The 
dependent variable is coded -1 if the respondent moved from certain to vote to not certain to vote; 
0 if the respondent remained not certain to vote or remained certain to vote; and 1 if the 
respondent moved from not certain to vote to certain to vote. Gender, age, education, and income–
all measured at Wave 1–are included as covariates. The reference categories for gender and 
education, respectively, are Male and High School or Less. Age and income are treated as 
continuous. ∗ p < 0.05, ∗∗ p < 0.01, ∗∗∗ p < 0.001. 
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Table 73: Change in vote choice 

 Wave 1 to Wave 2 

Watched 0.0123 (0.0199) 

Female 0.00815 (0.0209) 

Age -0.00222*** (0.00065) 

College 0.0107 (0.0283) 

University 0.0244 (0.0281) 

HH Income -0.0164* (0.00687) 

Constant 0.327*** (0.0524) 

Observations 2174 

Standard errors in parentheses. Survey responses are weighted (see Methods for details). The 
dependent variable is coded 0 if the respondent reported the same vote choice; and 1 if the 
respondent reported a different vote choice. Gender, age, education, and income–all measured at 
Wave 1–are included as covariates. The reference categories for gender and education, respectively, 
are Male and High School or Less. Age and income are treated as continuous. ∗ p < 0.05, ∗∗ p < 0.01, 
∗∗∗ p < 0.001 

7.10. Party	Evaluations	

7.10.1. Feeling	thermometers	

Did the debates help voters update their evaluations of parties? On this measure, we find a clear 

effect. We asked respondents to rate every party on a feeling thermometer from 0 to 100 in both 

waves of our survey. We then observe the differences between these scores and calculate an average 

absolute change. Essentially, this recovers a measure in overall change in leader ratings without 

estimating the direction of these changes. We find that viewers were significantly more likely to 

change their evaluations of parties than non-viewers, though the effect is not substantively very large 

(Table 74). We later find that debate viewers also show more updating in their leader ratings (Table 

78).  
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Table 74: Change in party ratings 

 Wave 1 to Wave 2 

Watched 0.971** (0.365) 

Female 0.178 (0.392) 

Age -0.0236* (0.0117) 

College 0.388 (0.574) 

University -0.129 (0.552) 

HH Income 0.0288 (0.121) 

Constant 11.09*** (0.944) 

Observations 2151 

Standard errors in parentheses. Survey responses are weighted (see Methods for details). 
Respondents originally rated each party on a 0 to 100 scale. The dependent variable is the absolute 
difference in these party ratings between waves, averaged across the parties for each respondent. 
This scale of average absolute differences ranges from 0 to 80. Gender, age, education, and income–
all measured at Wave 1–are included as covariates. The reference categories for gender and 
education, respectively, are Male and High School or Less. Age and income are treated as 
continuous. ∗ p < 0.05, ∗∗ p < 0.01, ∗∗∗ p < 0.001. 

  

520



60 

7.10.2. Party	placement	on	left-right	scale	

While viewers did show a greater change in their party evaluations, we find no significant differences 

between viewers and non-viewers with respect to changes in their average placements of the parties 

on a left-right dimension (Table 75) or changes in their ability to place parties on that dimension in the 

first place (Table 76). 

Table 75: Change in left-right placement of the parties 

 Wave 1 to Wave 2 

Watched 0.00305 (0.0673) 

Female 0.0388 (0.0717) 

Age -0.00105 (0.00224) 

College -0.0668 (0.103) 

University -0.0114 (0.101) 

HH Income -0.00486 (0.0235) 

Constant 1.391*** (0.182) 

Observations 1785 

Standard errors in parentheses. Survey responses are weighted (see Methods for details). 
Respondents originally placed each party on a 0 to 10 scale. The dependent variable is the absolute 
difference in these party placements between waves, averaged across the parties for each 
respondent. This scale of average absolute differences ranges from 0 to 10. Gender, age, education, 
and income–all measured at Wave 1–are included as covariates. The reference categories for gender 
and education, respectively, are Male and High School or Less. Age and income are treated as 
continuous. ∗ p < 0.05, ∗∗ p < 0.01, ∗∗∗ p < 0.001. 
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Table 76: Change in ability to place all six parties on left-right scale 

 Wave 1 to Wave 2 

Watched 0.0239 (0.0217) 

Female -0.0171 (0.0222) 

Age 0.000383 (0.000716) 

College -0.0483 (0.0313) 

University -0.0184 (0.0318) 

HH Income -0.000844 (0.00759) 

Constant 0.0424 (0.0537) 

Observations 2244 

Standard errors in parentheses. Survey responses are weighted (see Methods for details). 
In Wave 1, most respondents were able to place all six parties. The dependent variable is coded -1 if 
the respondent moved from placing all six parties to placing less than six parties; 0 if the respondent 
placed less than six parties in both waves, or placed all six parties in both waves; and 1 if the 
respondent moved from placing less than six parties to placing all six parties. Gender, age, 
education, and income–all measured at Wave 1–are included as covariates. The reference categories 
for gender and education, respectively, are Male and High School or Less. Age and income are 
treated as continuous. ∗ p < 0.05, ∗∗ p < 0.01, ∗∗∗ p < 0.001. 
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7.10.3. Best	party	to	handle	most	important	issue	

We find no evidence that viewers were more likely than non-viewers to change their evaluation of 

which party was best suited to address the respondents’ most important issue (Table 77). 

Table 77: Change in party best able to address most important issue 

 Wave 1 to Wave 2 

Watched 0.0207 (0.0233) 

Female 0.0281 (0.0238) 

Age -0.00105 (0.000740) 

College 0.0268 (0.0334) 

University -0.0372 (0.0322) 

HH Income -0.0141 (0.00763) 

Constant 0.424∗∗∗ (0.0572) 

Observations 2244 

Standard errors in parentheses. Survey responses are weighted (see Methods for details). The 
dependent variable is coded 0 if the respondent gave the same response in both waves; and 1 if the 
respondent gave a different response. Gender, age, education, and income–all measured at Wave 1–
are included as covariates. The reference categories for gender and education, respectively, are 
Male and High School or Less. Age and income are treated as continuous. ∗ p < 0.05, ∗∗ p < 0.01, ∗∗∗ p < 
0.001. 

  

523



63 

7.11. Evaluations	of	the	party	leaders	

Table 78: Change in party leader ratings 

 Wave 1 to Wave 2 

Watched 0.739 (0.385) 

Female 0.343 (0.422) 

Age -0.0108 (0.0125) 

College -0.866 (0.617) 

University -0.412 (0.622) 

HH Income 0.142 (0.144) 

Constant 10.86∗∗∗ (1.095) 

Observations 2111 

Standard errors in parentheses. Survey responses are weighted (see Methods for details). 
Respondents originally rated each leader on a 0 to 100 scale. The dependent variable is the absolute 
difference in these party leader ratings between waves, averaged across the leaders for each 
respondent. This scale of average absolute differences ranges from 0 to 78. Gender, age, education, 
and income–all measured at Wave 1–are included as covariates. The reference categories for gender 
and education, respectively, are Male and High School or Less. Age and income are treated as 
continuous. ∗ p < 0.05, ∗∗ p < 0.01, ∗∗∗ p < 0.001. 
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7.12. Non-voting	forms	of	political	participation	

We asked respondents how likely they would be to participate in non-voting forms of political 

participation (e.g., attending a political meeting, using social media to discuss politics, or signing a 

petition) over the next 12 months. We find that debate viewers report a significant increase in these 

expected activities in comparison to non-viewers. Namely, compared to non-viewers, debate viewers 

experienced a 5.7 percentage point greater net increase in expected future participation (Table 79). 

Table 79: Change in expected future engagement in non-voting forms of political participation 

 Wave 1 to Wave 2 

Watched 0.0568∗∗ (0.0213) 

Female 0.0199 (0.0205) 

Age -0.000860 (0.000663) 

College -0.0135 (0.0283) 

University -0.0167 (0.0304) 

HH Income -0.00687 (0.00662) 

Constant -0.00464 (0.0501) 

Observations 2203 

Standard errors in parentheses. Survey responses are weighted (see Methods for details). 
Participation was originally measured on a 0 to 3 scale. The median response in Wave 1 was 0.37. 
The dependent variable is coded -1 if the respondent moved from above the Wave 1 median 
response to at or below the Wave 1 median response; 0 if the respondent remained at or below the 
Wave 1 median response, or remained above the Wave 1 median response; and 1 if the respondent 
moved from at or below the Wave 1 median response to above the Wave 1 median response. 
Gender, age, education, and income–all measured at Wave 1–are included as covariates. The 
reference categories for gender and education, respectively, are Male and High School or Less. Age 
and income are treated as continuous. ∗ p < 0.05, ∗∗ p < 0.01, ∗∗∗ p < 0.001. 
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8. Future debates 

8.1. Conjoint	experiment	eliciting	preferences	about	hypothetical	debate	
formats	

What do voters want from debates? In addition to estimating the effects of debates, we also aimed 

to ascertain what features of debates matters to voters. To ascertain this, we conducted a conjoint 

experiment (Hainmueller et al. 2014) in which voters were presented with 12 different hypothetical 

debate formats, and then asked for their likelihood of watching the debate in each format. The 

hypothetical debates had eight different features, namely: 

• The topic, which could be foreign affairs, healthcare only, the environment only, the 

economy only, or the economy, healthcare, and the environment. 

• The number of leaders, which could be 2, 4, or 6. 

• The format for responses, whether leaders mainly responded to the moderators or to 

each other. 

• The main source of questions, whether from journalists, policy experts, or ordinary 

citizens. 

• Whether moderators were allowed to cut off leaders who interrupt each other. 

• Whether moderators were allowed to challenge leaders’ answers. 

• The number of moderators, whether one, two, or five; and 

• The debate language. In the experiment, this could take on one of three possible 

values: “English only (translation provided);” “French only (translation provided);” or 

“Switching between English and French (translation provided).” For the analysis, the 

variable was recoded to reflect the respondent’s language (e.g., coded as “Own 

Language” when a French-speaking respondent was assessing a French-only debate 

or when an English-speaking respondent was assessing an English-only debate). 

The conjoint approach allows us to estimate the independent effect of any single debate 

across all other factors (and combinations of factors). 

Figure 10 presents our results. We find that respondents were significantly more likely to 

prefer a debate focused on the economy, healthcare, and the environment than any debate focused 

on one standalone issue. Compared to any other debate topics, foreign affairs was least preferred as 

a debate topic. 
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Respondents did not reveal a preference for the number of leaders present, though they 

appear to prefer more leaders to fewer. 

Respondents were indifferent between a format in which leaders mainly respond to 

moderators and one in which they mainly respond to each other. They were, however, measurably 

more likely to watch debates in which a moderator had the power to cut off leaders who interrupt 

each other. There is no clear preference for moderators that are empowered to challenge leaders’ 

answers. 

We find clear evidence that respondents prefer a single moderator to multiple moderators. 

Finally, we find that respondents express a strong preference for a debate conducted in their 

own language as opposed to one conducted in the other official language. They also express less 

enthusiasm about bilingual debates, though this effect is not as stark. 

 

Figure 10  

8.2. How	to	select	which	leaders	to	invite	to	participate	in	debates	

In addition to probing respondents’ preferences over various debate formats, we also asked them to 

evaluate the criteria on which parties could be selected to participate in debates. We presented 

respondents with six different criteria and asked them to rank them. Table 80 presents the criteria 

and average rank, where lower numbers indicate a greater preference for any single criterion. 

Respondents most preferred the number of ridings a party is competing in, followed by their poll 
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standings. The number of MPs held the third highest rank, while the size of a party’s membership was 

next. The standalone judgments of debate organizers received the second lowest rank. The clearly 

least preferred metric was the number of donors. 

Table 80: Mean rank of selection criteria for parties in future debates 

 Mean Rank 

Number of ridings with candidates 2.71 

Support in polls 2.92 

Number of MPs 3.03 

Size of membership 3.71 

Judgments of debate organizers 3.78 

Number of donors 4.85 

Observations 1006 

Survey responses are weighted (see Methods for details). 

8.3. Requirement	for	broadcasters	to	carry	debates	

Thinking again about the next federal election, we asked respondents whether TV broadcasters should 

be required by law to broadcast the federal leaders’ debate. Table 81 shows that a majority of 

Canadians, 57%, thought they should. 

Table 81: TV broadcasters should be required by law to broadcast the debate 

 Percent Standard error N 

Yes 57.10 1.83 599 

No 24.62 1.59 239 

Not sure 18.29 1.51 168 

Total 100.00 0.00 1006 

Survey responses are weighted (see Methods for details).  
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Appendices 

A	Responses	from	survey	fielded	through	Commission	website	

In addition to the three-wave panel survey presented above, which was fielded to a broadly 

representative sample of Canadians, we also created a short cross-sectional survey that was fielded 

through the Commission’s website. The goal was to allow all Canadians the opportunity to provide 

feedback on the Commission debates. 

Unlike the panel survey, this Commission-fielded survey is not intended to approximate a 

representative sample. Respondents could freely opt in. By design, no demographic information was 

collected. 

With the exception of one question pertaining to organized debate viewing events, the 

Commission-fielded survey consisted of a subset of questions that appeared in Waves 2 and 3 of the 

three-wave panel survey. 

The Commission-fielded survey was available to Canadians between October 7 and November 

12. We received a total of 457 complete responses. Although the survey was made available in both 

English and French, the vast majority of respondents (97%) completed the survey in English. 

The results for each question are reported below. 

A.1	 Debate	viewership	

Table 82: Watched English Debate (Responses from survey administered through Commission 
website) 

 Percent N 

Did not watch 3.28 15 

Watched 96.72 442 

Total 100.00 457 

Survey responses are unweighted. 
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Table 83: Watched French Debate (Responses from survey administered through Commission 
website) 

Percent N 

Did not watch 54.08 126 

Watched 45.92 107 

Total 100.00 233 

Question administered to respondents who completed the survey after the start of French debate. 
Survey responses are unweighted. 

A.2	 Viewership	medium

Table 84: How Watched English Debate (Responses from survey administered through 
Commission website) 

Percent N 

TV 55.20 244 

Radio 2.94 13 

Online 41.86 185 

Total 100.00 442 

Question administered to debate watchers only. Survey responses are unweighted. 

Table 85: How Watched French Debate (Responses from survey administered through 
Commission website) 

Percent N 

TV 50.47 54 

Online 49.53 53 

Total 100.00 107 

Question administered to debate watchers only. Survey responses are unweighted. 
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A.3	 Viewed	with	others	

Table 86: Watched English Debate with Others (Responses from survey administered through 
Commission website) 

 Percent N 

Alone 49.32 218 

With Others 50.68 224 

Total 100.00 442 

Question administered to debate watchers only. Survey responses are unweighted. 

Table 87: Watched French Debate with Others (Responses from survey administered through 
Commission website) 

 Percent N 

Alone 65.42 70 

With Others 34.58 37 

Total 100.00 107 

Question administered to debate watchers only. Survey responses are unweighted. 

Table 88: Watched English Debate as Part of Organized Event (Responses from survey administered 
through Commission website) 

 Percent N 

Not part of organized event 89.29 200 

Part of organized event 10.71 24 

Total 100.00 224 

Question administered to respondents who watched with others. Survey responses are unweighted. 
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Table 89: Watched French Debate as Part of Organized Event (Responses from survey administered 
through Commission website) 

 Percent N 

Not part of organized event 89.19 33 

Part of organized event 10.81 4 

Total 100.00 37 

Question administered to respondents who watched with others. Survey responses are unweighted. 

Table 90: Who Organized the English Debate Viewing Event (Responses from survey administered 
through Commission website) 

 Percent N 

Me personally 25.00 6 

Friends 8.33 2 

Family 8.33 2 

Co-workers 4.17 1 

A political party 4.17 1 

Other 37.50 9 

DK 12.50 3 

Total 100.00 24 

Question administered to respondents who watched as part of an organized event. Survey 
responses are unweighted. 

Table 91: Who Organized the French Debate Viewing Event (Responses from survey administered 
through Commission website) 

 Percent N 

Me personally 25.00 1 

Family 50.00 2 

Other 25.00 1 

Total 100.00 4 

Question administered to respondents who watched as part of an organized event. Survey 
responses are unweighted. 
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A.4	 Discussed	debates	with	others,	including	on	social	media	

Table 92: Discussed what happened in the English-language leaders’ debate with others 

(Responses from survey administered through Commission website) 

 Percent N 

Yes 91.86 406 

No 8.14 36 

Total 100.00 442 

Question administered to debate watchers only. Survey responses are unweighted. 

Table 93: Discussed what happened in the French-language leaders’ debate with others 
(Responses from survey administered through Commission website) 

 Percent N 

Yes 71.03 76 

No 28.97 31 

Total 100.00 107 

Question administered to debate watchers only. Survey responses are unweighted. 

Table 94: Commented about what happened in the English-language leaders’ debate on social media 
(Responses from survey administered through Commission website) 

 Percent N 

Yes 33.94 150 

No 66.06 292 

Total 100.00 442 

Question administered to debate watchers only. Survey responses are unweighted. 
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Table 95: Commented about what happened in the French-language leaders’ debate on social media 
(Responses from survey administered through Commission website) 

 Percent N 

Yes 33.64 36 

No 66.36 71 

Total 100.00 107 

Question administered to debate watchers only. Survey responses are unweighted. 

A.5	 Reasons	for	not	watching	the	debates	

Table 96: Main reason for not watching the English-language leaders’ debate (Responses from 
survey administered through Commission website) 

 Percent N 

Did not know about debate 13.33 2 

Was not able to access 6.67 1 

Too busy 13.33 2 

Debates are not useful 20.00 3 

Other 46.67 7 

Total 100.00 15 

Question administered to respondents who did not watch the debate. Survey responses are 
unweighted. 
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Table 97: Main reason for not watching the French-language leaders’ debate (Responses from survey 
administered through Commission website) 

 Percent N 

Did not know about debate 2.38 3 

Did not know where to watch 3.17 4 

Was not able to access 4.76 6 

Too busy 19.84 25 

Already know how will vote 10.32 13 

Debates are not useful 3.17 4 

Other 56.35 71 

Total 100.00 126 

Question administered to respondents who did not watch the debate. Survey responses are 
unweighted. 

A.6	 Evaluation	of	debate	content	and	format	

Table 98: English debate: The debate was informative. (Responses from survey administered through 
Commission website) 

 Percent N 

Strongly disagree 35.97 159 

Somewhat disagree 30.54 135 

Somewhat agree 27.83 123 

Strongly agree 5.43 24 

DK 0.23 1 

Total 100.00 442 

Question administered to debate watchers only. Survey responses are unweighted. 

Table 99: French debate: The debate was informative. (Responses from survey administered through 
Commission website) 

 Percent N 

Strongly disagree 9.35 10 

Somewhat disagree 14.02 15 

Somewhat agree 52.34 56 
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Strongly agree 21.50 23 

DK 2.80 3 

Total 100.00 107 

Question administered to debate watchers only. Survey responses are unweighted. 

Table 100: English debate: The debate was dull. (Responses from survey administered through 
Commission website) 

 Percent N 

Strongly disagree 11.76 52 

Somewhat disagree 33.71 149 

Somewhat agree 28.51 126 

Strongly agree 22.85 101 

DK 3.17 14 

Total 100.00 442 

Question administered to debate watchers only. Survey responses are unweighted.  
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Table 101: French debate: The debate was dull. (Responses from survey administered through 
Commission website) 

 Percent N 

Strongly disagree 28.97 31 

Somewhat disagree 41.12 44 

Somewhat agree 16.82 18 

Strongly agree 9.35 10 

DK 3.74 4 

Total 100.00 107 

Question administered to debate watchers only. Survey responses are unweighted. 
 

Table 102: English debate: The debate was repetitive. (Responses from survey administered through 
Commission website) 

 Percent N 

Strongly disagree 2.04 9 

Somewhat disagree 14.48 64 

Somewhat agree 38.24 169 

Strongly agree 42.08 186 

DK 3.17 14 

Total 100.00 442 

Question administered to debate watchers only. Survey responses are unweighted. 
 

Table 103: French debate: The debate was repetitive. (Responses from survey administered through 
Commission website) 

 Percent N 

Strongly disagree 13.08 14 

Somewhat disagree 43.93 47 

Somewhat agree  27.10 29 

Strongly agree 10.28 11 

DK 5.61 6 
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Total 100.00 107 

Question administered to debate watchers only. Survey responses are unweighted. 

Table 104: English debate: The debate helped me to better understand the issues. (Responses from 
survey administered through Commission website) 

 Percent N 

Strongly disagree 41.40 183 

Somewhat disagree 31.45 139 

Somewhat agree 22.40 99 

Strongly agree 4.52 20 

DK 0.23 1 

Total 100.00 442 

Question administered to debate watchers only. Survey responses are unweighted. 

Table 105: French debate: The debate helped me to better understand the issues. (Responses from 
survey administered through Commission website) 

 Percent N 

Strongly disagree 12.15 13 

Somewhat disagree 15.89 17 

Somewhat agree 54.21 58 

Strongly agree 14.95 16 

DK 2.80 3 

Total 100.00 107 

Question administered to debate watchers only. Survey responses are unweighted. 
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Table 106: English debate: The debate helped me to better understand the differences between the 
parties. (Responses from survey administered through Commission website) 

Percent N 

Strongly disagree 25.34 112 

Somewhat disagree 25.57 113 

Somewhat agree 36.88 163 

Strongly agree 11.99 53 

DK 0.23 1 

Total 100.00 442 

Question administered to debate watchers only. Survey responses are unweighted. 

Table 107: French debate: The debate helped me to better understand the differences between the 
parties. (Responses from survey administered through Commission website) 

Percent N 

Strongly disagree 7.48 8 

Somewhat disagree 16.82 18 

Somewhat agree 50.47 54 

Strongly agree 20.56 22 

DK 4.67 5 

Total 100.00 107 

Question administered to debate watchers only. Survey responses are unweighted. 
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Table 108: English debate: The debate didn’t cover the issues that were most important to me. 
(Responses from survey administered through Commission website) 

 Percent N 

Strongly disagree 4.07 18 

Somewhat disagree 21.72 96 

Somewhat agree 30.77 136 

Strongly agree 42.31 187 

DK 1.13 5 

Total 100.00 442 

Question administered to debate watchers only. Survey responses are unweighted. 

Table 109: French debate: The debate didn’t cover the issues that were most important to me. 
(Responses from survey administered through Commission website) 

 Percent N 

Strongly disagree 10.28 11 

Somewhat disagree 33.64 36 

Somewhat agree 27.10 29 

Strongly agree 25.23 27 

DK 3.74 4 

Total 100.00 107 

Question administered to debate watchers only. Survey responses are unweighted. 

Table 110: English debate: There were too many leaders participating in the debate. (Responses 
from survey administered through Commission website) 

 Percent N 

Strongly disagree 16.74 74 

Somewhat disagree 13.12 58 

Somewhat agree 20.59 91 

Strongly agree 48.42 214 

DK 1.13 5 

Total 100.00 442 

Question administered to debate watchers only. Survey responses are unweighted. 
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Table 111: French debate: There were too many leaders participating in the debate. (Responses 
from survey administered through Commission website) 

 Percent N 

Strongly disagree 22.43 24 

Somewhat disagree 14.95 16 

Somewhat agree 27.10 29 

Strongly agree 31.78 34 

DK 3.74 4 

Total 100.00 107 

Question administered to debate watchers only. Survey responses are unweighted. 

A.6.1	 Evaluations	of	the	debate	moderators	

Table 112: English debate: The moderators treated each leader fairly. (Responses from survey 
administered through Commission website) 

 Percent N 

Strongly disagree 24.66 109 

Somewhat disagree 15.16 67 

Somewhat agree 31.22 138 

Strongly agree 24.43 108 

DK 4.52 20 

Total 100.00 442 

Question administered to debate watchers only. Survey responses are unweighted. 
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Table 113: French debate: The moderators treated each leader fairly. (Responses from survey 
administered through Commission website) 

 Percent N 

Strongly disagree 9.35 10 

Somewhat disagree 6.54 7 

Somewhat agree 40.19 43 

Strongly agree 37.38 40 

DK 6.54 7 

Total 100.00 107 

Question administered to debate watchers only. Survey responses are unweighted. 

Table 114: English debate: The moderators asked good questions. (Responses from survey 
administered through Commission website) 

 Percent N 

Strongly disagree 28.05 124 

Somewhat disagree 22.17 98 

Somewhat agree 34.16 151 

Strongly agree 14.03 62 

DK 1.58 7 

Total 100.00 442 

Question administered to debate watchers only. Survey responses are unweighted. 
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Table 115: French debate: The moderators asked good questions. (Responses from survey 
administered through Commission website) 

 Percent N 

Strongly disagree 8.41 9 

Somewhat disagree 7.48 8 

Somewhat agree 43.93 47 

Strongly agree 36.45 39 

DK 3.74 4 

Total 100.00 107 

Question administered to debate watchers only. Survey responses are unweighted. 

Table 116: English debate: The moderators gave the leaders enough time to answer the questions. 
(Responses from survey administered through Commission website) 

 Percent N 

Strongly disagree 40.95 181 

Somewhat disagree 24.89 110 

Somewhat agree 25.57 113 

Strongly agree 7.01 31 

DK 1.58 7 

Total 100.00 442 

Question administered to debate watchers only. Survey responses are unweighted. 

Table 117: French debate: The moderators gave the leaders enough time to answer the questions. 
(Responses from survey administered through Commission website) 

 Percent N 

Strongly disagree 10.28 11 

Somewhat disagree 13.08 14 

Somewhat agree 52.34 56 

Strongly agree 18.69 20 

DK 5.61 6 

Total 100.00 107 

Question administered to debate watchers only. Survey responses are unweighted. 
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Table 118: English debate: The moderators didn’t give the leaders enough time to debate each other 
directly. (Responses from survey administered through Commission website) 

 Percent N 

Strongly disagree 6.79 30 

Somewhat disagree 18.33 81 

Somewhat agree 23.30 103 

Strongly agree 49.55 219 

DK 2.04 9 

Total 100.00 442 

Question administered to debate watchers only. Survey responses are unweighted. 

Table 119: French debate: The moderators didn’t give the leaders enough time to debate each other 
directly. (Responses from survey administered through Commission website) 

 Percent N 

Strongly disagree 9.35 10 

Somewhat disagree 46.73 50 

Somewhat agree 23.36 25 

Strongly agree 14.02 15 

DK 6.54 7 

Total 100.00 107 

Question administered to debate watchers only. Survey responses are unweighted. 

Table 120: English debate: The moderators should have done more to push leaders who avoided 
answering the question. (Responses from survey administered through Commission website) 

 Percent N 

Strongly disagree 4.07 18 

Somewhat disagree 5.20 23 

Somewhat agree 22.62 100 

Strongly agree 66.74 295 

DK 1.36 6 

Total 100.00 442 

Question administered to debate watchers only. Survey responses are unweighted. 
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Table 121: French debate: The moderators should have done more to push leaders who avoided 
answering the question. (Responses from survey administered through Commission website) 

 Percent N 

Strongly disagree 3.74 4 

Somewhat disagree 26.17 28 

Somewhat agree 37.38 40 

Strongly agree 27.10 29 

DK 5.61 6 

Total 100.00 107 

Question administered to debate watchers only. Survey responses are unweighted. 

Table 122: English debate: The moderators should have done more to push leaders who gave 
factually inaccurate answers. (Responses from survey administered through Commission website) 

 Percent N 

Strongly disagree 8.37 37 

Somewhat disagree 10.18 45 

Somewhat agree 19.23 85 

Strongly agree 58.60 259 

DK 3.62 16 

Total 100.00 442 

Question administered to debate watchers only. Survey responses are unweighted. 

Table 123: French debate: The moderators should have done more to push leaders who gave 
factually inaccurate answers. (Responses from survey administered through Commission website) 

 Percent N 

Strongly disagree 12.15 13 

Somewhat disagree 21.50 23 

Somewhat agree 37.38 40 

Strongly agree 24.30 26 

DK 4.67 5 

Total 100.00 107 

Question administered to debate watchers only. Survey responses are unweighted. 
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A.6.2	 Evaluations	of	the	party	leaders	

Table 124: English debate: The leaders’ answers were clear. (Responses from survey administered 
through Commission website) 

 Percent N 

Strongly disagree 32.81 145 

Somewhat disagree 42.08 186 

Somewhat agree 21.49 95 

Strongly agree 2.94 13 

DK 0.68 3 

Total 100.00 442 

Question administered to debate watchers only. Survey responses are unweighted. 

Table 125: French debate: The leaders’ answers were clear. (Responses from survey administered 
through Commission website) 

 Percent N 

Strongly disagree 11.21 12 

Somewhat disagree 22.43 24 

Somewhat agree 57.01 61 

Strongly agree 3.74 4 

DK 5.61 6 

Total 100.00 107 

Question administered to debate watchers only. Survey responses are unweighted. 
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Table 126: English debate: The leaders were respectful of each other. (Responses from survey 
administered through Commission website) 

 Percent N 

Strongly disagree 31.67 140 

Somewhat disagree 34.16 151 

Somewhat agree 30.32 134 

Strongly agree 2.71 12 

DK 1.13 5 

Total 100.00 442 

Question administered to debate watchers only. Survey responses are unweighted. 

Table 127: French debate: The leaders were respectful of each other. (Responses from survey 
administered through Commission website) 

 Percent N 

Strongly disagree 14.02 15 

Somewhat disagree 21.50 23 

Somewhat agree 49.53 53 

Strongly agree 8.41 9 

DK 6.54 7 

Total 100.00 107 

Question administered to debate watchers only. Survey responses are unweighted. 

Table 128: English debate: The leaders interrupted each other too much. (Responses from survey 
administered through Commission website) 

 Percent N 

Strongly disagree 0.90 4 

Somewhat disagree 6.11 27 

Somewhat agree 23.98 106 

Strongly agree 68.55 303 

DK 0.45 2 

Total 100.00 442 

Question administered to debate watchers only. Survey responses are unweighted. 
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Table 129: French debate: The leaders interrupted each other too much. (Responses from survey 
administered through Commission website) 

 Percent N 

Strongly disagree 7.48 8 

Somewhat disagree 37.38 40 

Somewhat agree 31.78 34 

Strongly agree 16.82 18 

DK 6.54 7 

Total 100.00 107 

Question administered to debate watchers only. Survey responses are unweighted. 

Table 130: English debate: The leaders’ answers felt scripted and rehearsed. (Responses from survey 
administered through Commission website) 

 Percent N 

Strongly disagree 2.71 12 

Somewhat disagree 11.99 53 

Somewhat agree 45.02 199 

Strongly agree 38.69 171 

DK 1.58 7 

Total 100.00 442 

Question administered to debate watchers only. Survey responses are unweighted. 

Table 131: French debate: The leaders’ answers felt scripted and rehearsed. (Responses from survey 
administered through Commission website) 

 Percent N 

Strongly disagree 2.80 3 

Somewhat disagree 16.82 18 

Somewhat agree 49.53 53 

Strongly agree 23.36 25 

DK 7.48 8 

Total 100.00 107 

Question administered to debate watchers only. Survey responses are unweighted. 
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Table 132: English debate: The leaders often avoided answering the question. (Responses from 
survey administered through Commission website) 

 Percent N 

Strongly disagree 0.45 2 

Somewhat disagree 6.56 29 

Somewhat agree 37.10 164 

Strongly agree 53.85 238 

DK 2.04 9 

Total 100.00 442 

Question administered to debate watchers only. Survey responses are unweighted. 

Table 133: French debate: The leaders often avoided answering the question. (Responses from 
survey administered through Commission website) 

 Percent N 

Somewhat disagree 12.15 13 

Somewhat agree 57.01 61 

Strongly agree 22.43 24 

DK 8.41 9 

Total 100.00 107 

Question administered to debate watchers only. Survey responses are unweighted. 
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A.7	 How	to	select	which	leaders	to	invite	to	participate	in	debates	

Table 134: Mean rank of selection criteria for parties in future debates (Responses from survey 
administered through Commission website) 

 Mean Rank 

Number of ridings with candidates 2.51 

Number of MPs 2.63 

Support in polls 2.76 

Size of membership 3.28 

Judgments of debate organizers 4.72 

Number of donors 5.11 

Observations 457 

Survey responses are unweighted. 
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A.8	 Requirement	for	broadcasters	to	carry	debates	

Table 135: TV broadcasters should be required by law to broadcast the debate (Responses from 
survey administered through Commission website) 

 Percent N 

Yes 70.46 322 

No 15.75 72 

Not sure 13.79 63 

Total 100.00 457 

Survey responses are unweighted. 
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Leaders' Debates Commission opens media
accreditation for the 44th General Election
August 16, 2021 – Ottawa (Ontario)

The Leaders' Debates Commission is inviting media representatives to apply for accreditation for the next leaders' debates.

The two debates will take place at the Canadian Museum of History in Gatineau, Québec on Wednesday, September 8 (French) and
Thursday, September 9 (English).

All media representatives wishing to have access to one or both of the debates must apply to be accredited by the Commission.

Media representatives will have 10 days to apply for accreditation.

The application deadline is Wednesday, August 25 at 23:59 EDT. All applications along with the supporting documentation and
information must be submitted to: mediaaccreditation@debates-debats.ca

Process

Media representatives seeking accreditation for the leaders' debates will have to apply under one of the three options
described below.

All media representatives must indicate whether they are wishing to attend the French language debate, English language
debate or both debates in their application to the Commission.

They must also indicate whether they are wishing to be on-site or attend virtually.

Please note: On-site capacity may be limited due to COVID-19 public health measures.

Option 1:

Any media representative that is a member of the Canadian Parliamentary Press Gallery will automatically be eligible for accreditation.

Supporting documentation and information  
Applicants under Option 1 must provide the following:

A statement that they are a member of the Canadian Parliamentary Press Gallery; and
A passport size photo (JPEG format).

Option 2:

Any media representative that is a member of one of the following four professional media organizations will automatically be eligible
for accreditation:

Canadian Association of Journalists (CAJ) (active (journalist) membership only);
National NewsMedia Council (NNC);
Conseil de presse du Québec (CPQ); and
Fédération professionnelle des journalistes du Québec (FPJQ).

Supporting documentation and information 
Applicants under Option 2 must provide the following:

A statement that they are a member of one of the four professional media organizations listed above; and
A passport size photo (JPEG format).

Option 3:
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Any media representative that is not a member of the Canadian Parliamentary Press Gallery or one of the four professional media
organizations listed under Option 2, may apply for accreditation under Option 3. This option is also available to foreign media
representatives seeking accreditation at the debates.

Supporting documentation and information 
Canadian media representatives applying under Option 3 must provide all of the following:

A letter of assignment, identifying that the applicant is assigned to the leaders' debates, that is signed and dated by their
assignment editor/authorized editor/publisher (PDF format). This letter should include information on reach and audience (print
circulation, radio/television audience, digital audience/website traffic/social media/website subscribers); and
Media organization website link, identifying that they contribute or belong to a media organization that either produces original
news content related to coverage of Canadian/international political news or covers political, social and policy issues, and whose
content is updated each week;
Six recent news articles/reports within the last six months under their byline, identifying that journalism is their regular activity; and
A passport size photo (JPEG format).

Foreign media representatives applying under Option 3 must provide all of the following:

A letter of assignment, identifying that the applicant is assigned to the leaders' debates, that is signed and dated by their
assignment editor/authorized editor/publisher (PDF format). This letter should include information on reach and audience (print
circulation, radio/television audience, digital audience/website traffic/social media/website subscribers); and
A scanned copy of a valid international press card provided by a recognized national professional body or a passport size photo
(JPEG format).

To view all the information related to the media accreditation for the 44th General Election, click here.

COVID-19

The Leaders' Debates Commission is working collaboratively with the Debate Broadcast Group to produce debates that will be
compliant with COVID-19 public health measures in place at the time of the two leaders' debates. These protocols may have an impact
on the number of media representatives that the Commission can accredit.

Accredited media will benefit from the same access, whether they are working in a physical or virtual environment.

Applications

The Commission will make every effort to respond as soon as possible to media accreditation applications. All communications,
including the decisions on accreditation, will be conducted in writing via email.

For questions related to media accreditation, contact mediaaccreditation@debates-debats.ca

Date modified: August 16, 2021

Home

Why debates matter

Transparency

About us 

Stay connected
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Media advisory - Face-à-Face: Federal
leaders' debate on Thursday, September 2
Français

NEWS PROVIDED BY
TVA Group 
Aug 27, 2021, 09:41 ET



MONTREAL, Aug. 25, 2021 /CNW Telbec/ - TVA's Communications Department announces the

arrangements for media wishing to cover Face-à-Face Fédérales 2021 in Montréal on

Thursday, September 2 and attend the leaders' post-debate press conferences.

The one-on-one debates between Justin Trudeau (Liberal Party of Canada), Erin O'Toole
(Conservative Party of Canada), Yves-François Blanchet (Bloc Québécois) and Jagmeet Singh
(New Democratic Party) will be held on Thursday, September 2, 8 p.m. to 10 p.m. The debate

will be hosted by Pierre Bruneau. It will be broadcast on TVA, LCN, QUB radio and their digital

platforms.

Accreditation

Journalists and photographers

Please note that due to current health restrictions, space is limited: a maximum of one
journalist per media outlet and one photographer per media outlet will be admitted to the

press room.
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All journalists and photographers who wish to be admitted to the press room must fill out the

form at the following link by noon on Tuesday, August 31:

https://forms.office.com/r/9ySUhqySe7 

Please note that no accreditations will be issued after this deadline.

Only journalists and photographers who have received an email con�rming their admission
to the press room will be accredited.

Medias will be required to show ID to pick up their accreditation when they arrive at TVA.

Cameras

Important: No cameras will be allowed in the press room. TVA will tape the four leaders' press

conferences. To receive the live feed, please send an email to: marc-andre.painchaud@tva.ca

Reporters who want to file live reports will have to do so from outside the TVA building.

Press room 
A press room will be set up at the TVA studios in Montréal where journalists will be to follow

Face-à-Face live on monitors. Media representatives will be able to enter the building at 1600
de Maisonneuve East as of 5:00 p.m.

The four leaders' press conferences will be held in the press room after the debate and will be

moderated by TVA's Communications Department.

COVID-19 measures 
Medias will have to observe COVID-19 health measures when arriving at TVA. Temperature will

be taken and medias will be asked to fill out a COVID-19 form. A surgical mask will also be

provided. Note that these measures could be tightened, including a requirement to show the
vaccine passport, in the event of new public health orders.
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Use of content 
Any use of audio or visual excerpts from Face-à-Face is subject to the following rules:

- Use of visuals on television, on websites or on social media: maximum 3 minutes with the

credit "Images: TVA" shown for the duration of the excerpt. 

- Audio: the presenter (newsreader or reporter) must specify that the excerpt is from TVA's

Face-à-Face. 

- No excerpts from Face-à-Face 2021 may be broadcast before the end of the live broadcast

on TVA and LCN. 

* These rules do not apply to pool images of the four leaders' press conferences.

Available services and equipment 
The press room will be equipped with a printer, power bars, wireless Internet connection and

audio distribution amplifier. No journalists or photographers will be allowed on the set. The

official photo of the four leaders, taken on the Face-à-Face set, will be available upon request

from the TVA Group communications team in the press room.

SOURCE TVA Group

For further information: Information: federales2021@tva.ca

Related Links

https://www.groupetva.ca/ 
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E T H I C S  G U I D E L I N E S  
Submitted by the CAJ Ethics Advisory Committee, June 2011 

P R E A M B L E

This document � along with the accompanying �Principles for Ethical Journalism� � is intended
to help both seasoned professionals and new journalists to hold themselves accountable for
professional work. While many specific questions are considered here, it is impossible to
capture all potential scenarios in a document such as this. Instead, it seeks to provide examples
of the application of our general ethical principles, and to help journalists apply those
principles and their best judgment when faced with scenarios not covered here. Updates will
be issued periodically as new issues come under consideration by the association�s Ethics
dvisory Committee; suggestions for additions or amendments should be directed to the
ommittee chair
A
c or the CAJ president..

A C C U R A C Y

We make every effort to verify the identities and backgrounds of our sources.  
We seek documentation to support the reliability of those sources and their stories, 
and we are careful to distinguish between assertions and fact. The onus is on us to 
verify all information, even when it emerges on deadline. 
We make sure to retain the original context of all quotations or clips, striving to 
convey the original tone. Our reporting and editing will not change the meaning of a 
statement or exclude important qualifiers. 
There is no copyright on news or ideas once a story is in the public domain, but if we 
can’t match the story, we credit the originating source.  
While news and ideas are there for the taking, the words used to convey them are not. 
If we borrow a story or even a paragraph from another source we either credit the 
source or rewrite it before publication or broadcast. Using another’s analysis or 
interpretation may constitute plagiarism, even if the words are rewritten, unless it is 
attributed.
When we make a mistake, whether in fact or in context, and regardless of the 
platform, we correct* it promptly and in a transparent manner, acknowledging the 
nature of the error. 
We publish or broadcast all corrections, clarifications or apologies in a consistent 
way.  
We generally do not “unpublish” or remove digital content, despite public requests, 
or “source remorse.” Rare exceptions generally involve matters of public safety, an 
egregious error or ethical violation, or legal restrictions** such as publication bans. 
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F A I R N E S S

We respect the rights of people involved in the news.  
We give people, companies or organizations that are publicly accused or criticized 
opportunity to respond before we publish those criticisms or accusations. We make a 
genuine and reasonable effort to contact them, and if they decline to comment, we 
say so.  
We do not refer to a person’s race, colour, religion, sexual orientation, gender self-
identification or physical ability unless it is pertinent to the story.  
We avoid stereotypes of race, gender, age, religion, ethnicity, geography, sexual 
orientation, disability, physical appearance or social status. And we take particular 
care in crime stories. 
We take special care when reporting on children or those who are otherwise unable to 
give consent to be interviewed. While some minors, such as athletes, may be used to 
being interviewed, others might have little understanding of the implications of 
talking to the media. So when unsure, or when dealing with particularly sensitive 
subjects, we err on the side of seeking parental consent. Likewise, we take special 
care when using any material posted to social media by minors, as they may not 
understand the public nature of their postings.  
We do not allow our own biases to impede fair and accurate reporting. 
We respect each person’s right to a fair trial. 
We do not pay for information, although we may compensate those who provide 
material such as photos or videos. We sometimes also employ experts to provide 
professional expertise, and pay for embedded activities. We are careful to note any 
such payments in our stories. (See TRANSPARENCY, below).
It is becoming common to be asked for payments in foreign countries, whether it’s 
for guides, to make connections, or to help a source travel to meet reporters. But it’s 
important to question the subject’s motives in such cases, and to be transparent in 
telling audiences what occurred (See TRANSPARENCY, below).

R i g h t  T o  P r i v a c y
The public has a right to know about its institutions and the people who are elected or 
hired to serve its interests. People also have a right to privacy, and those accused of 
crimes have a right to a fair trial.  
However, there are inevitable conflicts between the right to privacy, and the rights of 
all citizens to be informed about matters of public interest. Each situation should be 
judged in light of common sense, humanity and relevance.
We do not manipulate people who are thrust into the spotlight because they are 
victims of crime or are associated with a tragedy. Nor to we do voyeuristic stories 
about them. When we contact them, we are sensitive to their situations, and report 
only information in which the public has a legitimate interest.  
Journalists are increasingly using social networking sites to access information about 
people and organizations. When individuals post and publish information about 
themselves on these sites, this information generally becomes public, and can be 
used. However, journalists should not use subterfuge to gain access to information 
intended to be private. In addition, even when such information is public, we must 
rigorously apply ethical considerations including independent confirmation and 
transparency in identifying the source of information. (See DIGITAL MEDIA, 
below.)
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I N D E P E N D E N C E

We serve democracy and the public interest by reporting the truth. This sometimes 
conflicts with various public and private interests, including those of sources, 
governments, advertisers and, on occasion, with our duty and obligation to an 
employer. 
Defending the public’s interest includes promoting the free flow of information, 
exposing crime or wrongdoing, protecting public health and safety, and preventing 
the public from being misled. 
We do not give favoured treatment to advertisers and special interests. We resist their 
efforts to influence the news. 
We pay our own way whenever possible. However, not all journalists or 
organizations have the means to do so. So if another organization pays our expenses 
to an event that we are writing about we say so, and this includes when covering 
industries such as travel, automotive, the military and foreign trade (See 
TRANSPARENCY, below). (There are some generally understood exceptions; for 
instance, it is common practice to accept reviewers’ tickets for film previews, 
concerts, lectures and theatrical performances.)
We do not solicit gifts or favours for personal use, and should promptly return 
unsolicited gifts of more than nominal value. If it is impractical to return the gift, we 
will give it to an appropriate charity.  
We do not accept the free or reduced-rate use of valuable goods or services offered 
because of our position. However, it may be appropriate to use a product for a short 
time to test or evaluate it. (A common exception is unsolicited books, music, food, or 
other new products sent for review.) 
We generally do not accept payment for speaking to groups we report on or comment 
on.
We do not report about subjects in which we have financial or other interests, and we 
do not use our positions to obtain business or other advantages not available to the 
general public.
We do not show our completed reports to sources – especially official sources – 
before they are published or broadcast, unless the practice is intended to verify facts. 
Doing so might invite prior restraint and challenge our independence as reporters.  
We gather information with the intent of producing stories and images for public 
consumption. We generally do not share unpublished information – such as notes and 
audio tapes of interviews, documents, emails, digital files, photos and video – with 
those outside of the media organizations for which we work. However, sometimes 
such sharing may be necessary to check facts, gain the confidence of sources or 
solicit more information. 
Columnists and commentators should be free to express their views, even when those 
views conflict with those of their organizations, as long as the content meets 
generally accepted journalistic standards for fairness and accuracy. 

C o n f l i c t  o f  i n t e r e s t
As fair and impartial observers, we must be free to comment on the activities of any 
publicly elected body or special interest group. But we cannot do this without an 
apparent conflict of interest if we are active members of an organization we are 
covering, and that includes membership through social media.
We lose our credibility as fair observers if we write opinion pieces about subjects we 
also cover as reporters.
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Editorial boards and columnists or commentators endorse political candidates or 
political causes. Reporters do not.
We carefully consider our political activities and community involvements – 
including those online – and refrain from taking part in demonstrations, signing 
petitions, doing public relations work, fundraising or making financial contributions 
if there is a chance we will be covering the campaign, activity or group involved. 
If a journalist does choose to engage in outside political activity or espouse a 
particular political viewpoint, this activity could create a public perception of bias, or 
favouritism that would reflect on the journalist’s work. Any journalist who engages 
in such activities – including running for office – should publicly declare any real or 
potential conflicts. 
Our private lives online present special challenges. For example, the only way to 
subscribe to some publications or social networking groups is to become a member. 
Having a non-journalist subscribe on your behalf would be one solution, as would be 
joining a wide variety of Facebook groups so you would not be seen as favouring one 
particular constituency. (See DIGITAL MEDIA, below.)

T R A N S P A R E N C Y

We generally declare ourselves as journalists and do not conceal our identities, 
including when seeking information through social media. However, journalists may 
go undercover when it is in the public interest and the information is not obtainable 
any other way; in such cases, we openly explain this deception to the audience.  
We normally identify sources of information. But we may use unnamed sources
when there is a clear and pressing reason to protect anonymity, the material gained 
from the confidential source is of strong public interest, and there is no other 
reasonable way to obtain the information. When this happens, we explain the need 
for anonymity. 
We avoid pseudonyms, but when their use is essential, and we meet the tests above, 
we tell our readers, listeners or viewers.  
When we do use unnamed sources, we identify them as accurately as possible by 
affiliation or status. (For example, a “senior military source” must be both senior and 
in the military.) Any vested interest or potential bias on the part of a source must be 
revealed.
We independently corroborate facts if we get them from a source we do not name. 
We do not allow anonymous sources to take cheap shots at individuals or 
organizations. (See FAIRNESS, above.) 
If we borrow material from another source we are careful to credit the original 
source. (See ACCURACY, above.) 
We admit openly when we have made a mistake, and we make every effort to 
correct* our errors immediately.
We disclose to our audiences any biases that could be perceived to influence our 
reporting. (See CONFLICT OF INTEREST, above.)
We openly tell our audiences when another organization pays our expenses, or 
conversely, when we have made payments for information.
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P R O M I S E S  T O  S O U R C E S   

We only promise anonymity when the material is of high public interest and it cannot 
be obtained any other way. (See TRANSPARENCY, above.) And when we make 
these promises to sources, we keep them. 
Because we may be ordered by a court** or judicial inquiry to divulge confidential
sources upon threat of jail, we must understand what we are promising. These 
promises – and the lengths we’re willing to go to keep them – should be clearly 
spelled out as part of our promise. The following phrases, if properly explained, may 
be helpful:

o Not for attribution: We may quote statements directly but the source may 
not be named, although a general description of his or her position may be 
given (“a government official,” or “a party insider”). In TV, video or radio, 
the identity may be shielded by changing the voice or appearance. 

o On background: We may use the essence of statements and generally 
describe the source, but we may not use direct quotes. 

o Off the record: We may not report the information, which can be used 
solely to help our own understanding or perspective. There is not much point 
in knowing something if it can’t be reported, so this undertaking should be 
used sparingly, if at all. 

When we are not willing to go to jail to protect a source, we say so before making the 
promise. And we make it clear that the deal is off if the source lies or misleads us. 

D I V E R S I T Y

News organizations – including newspapers, websites, magazines, radio and 
television – provide forums for the free interchange of information and opinion. As 
such, we seek to include views from all segments of the population.  
We also encourage our organizations to make room for the interests of all: minorities 
and majorities, those with power and those without it, holders of disparate and 
conflicting views. 
We avoid stereotypes, and don’t refer to a person’s race, colour, religion, sexual 
orientation, gender self-identification or physical ability unless it is pertinent to the 
story. (See FAIRNESS, above.) 

A C C O U N T A B I L I T Y

We are accountable to the public for the fairness and reliability of our reporting.  
We serve the public interest, and put the needs of our audience – readers, listeners or 
viewers – at the forefront of our newsgathering decisions.  
We clearly identify news and opinion so that the audience knows which is which.  
We don’t mislead the public by suggesting a reporter is some place that he or she 
isn’t.
Photojournalists and videographers do not alter images or sound so that they mislead 
the public. When we do alter or stage images, we label them clearly (as a photo 
illustration or a staged video, for example).  
We use care when reporting on medical studies, polls and surveys, and we are 
especially suspect of studies commissioned by those with a vested interest, such as 
drug companies, special interest groups or politically sponsored think tanks. We 
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make sure we know the context of the results, such as sample size and population, 
questions asked, and study sponsors, and we include this information in our reports 
whenever possible. 
When we make a mistake, we correct* it promptly and transparently, acknowledging 
the nature of the error. (See ACCURACY, above.)

D I G I T A L  M E D I A :  S P E C I A L  I S S U E S   

Ethical practice does not change with the medium. We are bound by the above 
principles no matter where our stories are published or broadcast. 
We consider all online content carefully, including blogging, and content posted to 
social media. We do not re-post rumours. (See ACCURACY, above.) 
The need for speed should never compromise accuracy, credibility or fairness. Online 
content should be reported and edited as carefully as print content, and when 
possible, subjected to full editing.
We clearly inform sources when stories about them will be published across various 
media, and we indicate the permanency of digital media.  
When we publish outside links, we make an effort to ensure the sites are credible; in 
other words, we think before we link. 
When we correct* errors online, we indicate that the content has been altered or 
updated, and what the original error was. (See ACCURACY, above.)
So long as the content is accurate, we generally do not “unpublish” or remove digital 
content, despite public requests to do so, including cases of “source remorse.” Rare 
exceptions generally involve matters of public safety, an egregious error or ethical 
violation, or legal restrictions** such as publication bans.  
We try to obtain permission whenever possible to use online photos and videos, and 
we always credit the source of the material, by naming the author and where the 
photo or video was previously posted. We use these photos and videos for news and 
public interest purposes only, and not to serve voyeuristic interests.  
We encourage the use of social networks as it is one way to make connections, which 
is part of our core work as journalists. However, we keep in mind that any 
information gathered through online means must be confirmed, verified and properly 
sourced.
Personal online activity, including emails and social networking, should generally be 
regarded as public and not private. Such activity can impact our professional 
credibility. As such, we think carefully before we post, and we take special caution in 
declaring our political leanings online. (See CONFLICT OF INTEREST, above.) 

*Note: The CAJ ethics committee is currently at work on guidelines for online corrections. 

**Note: For more information on legal implications on journalism practice see the Canadian Journalism 
Project’s law page at J-Source.ca. 
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On 'Generally Accepted Journalistic Principles and
Practices': A White Paper

Now more than ever, journalism is a vital tool for holding
the powerful to account. Timely, accurate and reliable
information is critical for the practice of informed
democracy. 

This is particularly important when it comes to the very
halls of power where policies impacting the lives of
Canadians are debated and where major decisions are
made. 

The Parliamentary Press Gallery holds a unique and
privileged position in this. Members place their trust in the
elected Board of Directors to defend their access to the
parliamentary institutions and the Board of Directors takes
this responsibility seriously. 

Trust in journalism must be actively earned and maintained.
In this vein, the Board of Directors has a series of criteria
that it assesses in evaluating requests for accreditation by
individuals who are not currently members of the
Parliamentary Press Gallery, as well as for new
organizations applying to accredit their employees as
members. One of those criteria, laid out in the Constitution
of the Parliamentary Press Gallery, is that new applicants
must adhere to "generally accepted journalistic principles
and practices."

The Board of Directors expressed to members at the 2020
Annual General Meeting that it sees value in providing
clarity on what this term means, and this document is
intended to do just that. It aims to clarify how the Board of
Directors assesses new applications for membership, both
in terms of the individuals seeking to be members as well
as the new organization forms filled out by entities seeking
to get their employees accredited for the first time. This
document does not replace or alter the existing rules in

CANADIAN PARLIAMENTARY PRESS GALLERY (/)

FRANÇAIS (HTTPS://WWW.PRESS-PRESSE.CA/FR/ACCUEIL)
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place for members who are already accredited. 

***

The Board of Directors does not itself maintain a list of
such principles and practices. Instead, as a democratically
elected body, it looks to the values enshrined in the codes
of conduct of its members and professional associations
including the Canadian Association of Journalists and the
Radio Television Digital News Association (RTDNA Canada)
Code of Journalistic Ethics, among others. 

For example, the RTDNA Canada Code of Journalistic
Ethics (http://rtdnacanada.com/rtdna-code-of-journalistic-
ethics-2016/) states : 

"We are committed to journalism in the public interest that
is accurate and reliable. Journalists will strive to verify
facts and put them in context." 

The Board of Directors recognizes and respects these
principles, which are echoed by the Canadian Association
of Journalists. 

As both the RTNDA and CAJ guidelines also note, it is
imperative to distinguish news content from both editorial
opinion, advertising or any other form of sponsorship, and
that any biases that could be perceived as influencing
reporting must be disclosed to readers or audiences. 

The Fédération professionnelle des journalistes du
Québec's code of ethics adds that "journalists must avoid
situations that could create a conflict of interest, or that
could even have the appearance of a conflict of interest", by
serving special interests. 

"These interests may be their own or those of other
individuals, groups, unions, companies, political parties, etc.
The conflict of interest can occur through diverse contracts,
favours or public commitments. Public interest should be
the only principle that guides a journalist's choice to
publish information. Facts should not be suppressed in
order to preserve or enhance the image of a particular
individual or group", notes the FPJQ. 

The CAJ Ethics Guidelines (https://caj.ca/ethics-guidelines)
state that journalists have a responsibility to "respect the
rights of people involved in the news" and that this includes
giving subjects the chance to respond to accusations
against them in a timely manner. It also says journalists
avoid "stereotypes of race, gender, age, religion, ethnicity,
geography, sexual orientation, disability, physical
appearance or social status." Those guidelines note that
"we take special care when reporting on children or those
who are otherwise unable to give consent to be
interviewed" and that "we do not allow our own biases to
impede fair and accurate reporting." 

Demonstrating responsible coverage of minorities and
vulnerable groups is a common theme throughout the
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various ethics codes in Canadian journalism. For instance,
the CBC's Journalistic Standards and Practices states: 

"We avoid generalizations, stereotypes and any degrading
or offensive words or images that could feed prejudice or
expose people to hatred or contempt… We ensure that,
taking into account the context in which the words are
published, they are not likely to expose anyone to hatred or
contempt on the basis of race, national or ethnic origin,
colour, religion, gender, sexual orientation, age or physical
or mental disability." 

The Board of Directors recognizes and respects these
principles. 

As the Canadian Press ethical principles
(https://www.thecanadianpress.com/about/our-team-
values/our-news-principles/) state, journalists have a
responsibility to "admit errors promptly, frankly," and this is
closely tied with the responsibility to earn the trust of the
public. 

"Public distrust of the media is profound and troubling,"
those principles state. "The distrust is fed by inaccuracy,
carelessness, indifference to public sentiment, automatic
cynicism about those in public life, perceived bias or
unfairness and other sins suggesting arrogance." 

Those principles also state the following: 

          "We have a responsibility to report the news but we
have an even greater responsibility to ensure that our
actions in news-gathering and reporting do not endanger
human lives." 

On a similar note, the editorial policy of the Globe and Mail
states the following: 

"Journalistic accuracy, fairness and clarity should be the
guiding principles of editorial staff in any public forum,
online or otherwise." 

The Board of Directors recognizes and respects the
principles as expressed by its members. 

*** 

Membership in the Parliamentary Press Gallery allows
access to the secure physical buildings of the
parliamentary precinct and the opportunity to directly
question individuals who drive and shape public policy. 

Misuse of this access by any one member or member
organization could erode the professional relationship that
exists between the institution of Parliament and the
Parliamentary Press Gallery, leading to negative
consequences for the ability of members to perform their
work. 

As a result, accreditation is a privilege – not a right. 
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The principles as outlined above provide further clarity on
the factors the Board of Directors studies in weighing
applications for membership in the Parliamentary Press
Gallery.

© 2021 - Canadian Parliamentary Press Gallery
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(https://www.mediacouncil.ca/)

SUBSCRIBE TO OUR NEWSLETTER

  (HTTPS://WWW.FACEBOOK.COM/NATIONAL-NEWSMEDIA-COUNCIL-926583940755578/)

  (HTTPS://TWITTER.COM/CANMEDIACOUNCIL)   (HTTPS://MEDIUM.COM/@CANMEDIACOUNCIL)

  (HTTPS://WWW.MEDIACOUNCIL.CA/SEARCH/) FR (HTTPS://WWW.MEDIACOUNCIL.CA/FR/)

The National NewsMedia Council does not impose its own code of practice.
Instead, it expects members to adhere to their own or to generally-accepted
journalistic  standards, practices, and ethics. We’ve compiled several
resources from other organizations to help journalists navigate news media
ethics and standard practices in their work. These resources may be of
particular use for journalists covering di�cult or sensitive topics.

New Canadian Media: Ethnic Media &

Guides and Resources

MENU
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(https://newcanadianmedia.ca/wp-
content/uploads/2019/03/Ethnic-
Media-Style-Guide.pdf)

New Canadian Media: Ethnic Media &

Diversity Style Guide

(https://newcanadianmedia.ca/wp-
content/uploads/2019/03/Ethnic-
Media-Style-Guide.pdf)
Similar to the Canadian Press Style
Guide, New Canadian Media's
Ethnic Media Style Guide re�ects
the cultural diversity of Canada.

(https://�rstdraftnews.com/wp-
content/uploads/2016/09/First-
Draft-A-Journalists-Guide-To-
Approaching-Social-Sources.pdf)

A Journalist's Guide to Working with

Social Sources

(https://�rstdraftnews.com/wp-
content/uploads/2016/09/First-
Draft-A-Journalists-Guide-To-
Approaching-Social-Sources.pdf)
Developed by Claire Wardle, co-
founder of the Eyewitness Media
Hub, and research director at
Columbia University's Tow Center
for Digital Journalism, this guide
provides guidance to journalists on
how to handle material uploaded
to social media channels, such as
Twitter, Instagram, YouTube, Vine
and Whatsapp, or streams
appearing via Periscope or
Facebook Live.
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( http://caj.ca/ethics-guidelines)

The Canadian Association of

Journalists: Ethics Guidelines

( http://caj.ca/ethics-guidelines)
The CAJ's widely cited Ethics
Guidelines are intended to help
both seasoned professionals and
new journalists to hold themselves
accountable for professional work.
This guide seeks to provide
examples of the application of
general ethical principles, and to
help journalists apply those
principles and their best judgment
when faced with scenarios not
covered here.
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(https://drive.google.com/�le/d/1vkGMwtowoaj27scHrcZTRMBtEZgsrPYa/view)

Canadian Journalism Forum on Violence and Trauma: Reporting on Mental Health

(https://drive.google.com/�le/d/1vkGMwtowoaj27scHrcZTRMBtEZgsrPYa/view)
Produced by the Canadian Journalism Forum on Violence and Trauma, this
guidebook provides journalists with best practices on how to handle a wide-
array of often socially stigmatized subjects. Chapters in this guide include:
how to report on addiction and mental health, reporting on suicide
(https://mediacouncil.ca/covering-suicide/), covering Indigenous Peoples,
and self-care strategies for journalists who have experienced traumatic events
in the course of this day-to-day work.
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(https://www.spotlightchildwelfare.com/wp-
content/uploads/2019/05/Best-Practices-child-welfare-journalism-
dylan-cohen-FINAL.pdf)

Best Practices: Child welfare journalism

(https://www.spotlightchildwelfare.com/wp-
content/uploads/2019/05/Best-Practices-child-welfare-journalism-dylan-
cohen-FINAL.pdf)
Developed by the collaborative journalism project Spotlight: Child Welfare,
this guide contains tips for journalists covering child welfare issues,
including best practices for interviewing youth, parents and others who
are directly a�ected by the child welfare system.
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(https://www.diversitystyleguide.com/)

The Diversity Style Guide

(https://www.diversitystyleguide.com/)
The Diversity Style Guide is an American resource to help journalists and
other media professionals cover a complex, multicultural world with
accuracy, authority and sensitivity. The guide contains more than 700
terms related to race/ethnicity, disability, immigration, sexuality and
gender identity, drugs and alcohol, and geography.

(https://ethics.journalists.org/topics/plagiarism-and-attribution/)

Plagiarism and attribution

(https://ethics.journalists.org/topics/plagiarism-and-attribution/)
The Online News Association, a non-pro�t organization made up of more
2,000 members. It is the world’s largest association of digital journalists.

(https://www.changingthenarrative.news/style-guide?
fbclid=IwAR2BCf5TtyoRct_2vkv5MplP0j-
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Vb393Qq3R94N6hmIez6KlyIkoy2yU1Kk)

Overdose crisis reporting style guide

(https://www.changingthenarrative.news/style-guide?
fbclid=IwAR2BCf5TtyoRct_2vkv5MplP0j-
Vb393Qq3R94N6hmIez6KlyIkoy2yU1Kk)
Journalists play a vital role in educating the public, politicians, and
policymakers during emergencies threatening the public's health. This
guide is an evidence-based resource to assist journalists in reporting
responsibly, reliably, and accurately about the current drug crisis.

(https://jocresources.com/)

Journalists of Color Resource Guide

(https://jocresources.com/)
This U.S. resource guide, created
with support from The News
Integrity Initiative at the Craig
Newmark Graduate School of
Journalism at CUNY, aims to
support journalists of colo(u)r.

(https://thegroundtruthproject.org/helpful-insights-for-journalists-
covering-people-with-disabilities/)

Helpful insights for journalists covering people with disabilities
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(https://thegroundtruthproject.org/helpful-insights-for-journalists-
covering-people-with-disabilities/)
This resource o�ers journalists a guide about how properly tell stories
about individuals living with disabilities.

(https://www.cjr.org/analysis/trans-nonbinary-subjects-tips.php)

Tips for journalists on covering trans and non-binary people

(https://www.cjr.org/analysis/trans-nonbinary-subjects-tips.php)
This list presents journalists with important background on the use of
pronouns, false balance, and trauma.

(https://www.autistica.org.uk/about-us/media-communications-guide)

Guide to help journalists write about autism

(https://www.autistica.org.uk/about-us/media-communications-guide)
This guide, developed in the U.K., aims to help you write about autism and
understand the needs of interviewees who have autism.
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(https://www.glaad.org/reference)

GLAAD media reference guide

(https://www.glaad.org/reference)
GLAAD's media reference guide is
intended to be used by journalists
reporting for mainstream media
outlets who want to tell LGBTQ
people's stories fairly and
accurately.

(https://najanewsroom.com/reporting-guides/)

Covering Indigenous issues

(https://najanewsroom.com/reporting-guides/)
These reporting guides, developed by the Native American Journalists
Associations, o�er helpful tips for journalists covering Indigenous issues
and communities.
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(https://�rstdraftnews.org/latest/how-journalists-can-responsibly-
report-on-manipulated-pictures-and-video/)

Responsible reporting in an age of information disorder

(https://�rstdraftnews.org/latest/how-journalists-can-responsibly-report-
on-manipulated-pictures-and-video/)
These guides from First Draft cover the tricky ethical terrain that comes
with reporting in a world of information disorder.

(https://www.mqup.ca/objectively-
engaged-journalism-products-
9780228001881.php)

Objectively Engaged Journalism

(https://www.mqup.ca/objectively-
engaged-journalism-products-
9780228001881.php)
Media ethicist Stephen Ward o�ers
a way to conduct responsible
journalism in a world fraught with
disinformation and extremism. He
argues that journalists must not be
partisan or neutral, but instead
work to protect egalitarian
democracy. (Book, April 2020)

582

https://firstdraftnews.org/latest/how-journalists-can-responsibly-report-on-manipulated-pictures-and-video/
https://firstdraftnews.org/latest/how-journalists-can-responsibly-report-on-manipulated-pictures-and-video/
https://www.mqup.ca/objectively-engaged-journalism-products-9780228001881.php
https://www.mqup.ca/objectively-engaged-journalism-products-9780228001881.php


(https://www.thecanadianpress.com/writing-guide/)

Canadian Press Style Guide

(https://www.thecanadianpress.com/writing-guide/)
Whether you're in journalism, communications, publishing or public
relations, ensure your writing is accurate and consistent by following the
standards set out by Canada’s trusted news leader. The Canadian Press
Stylebook, Caps and Spelling and Guide de rédaction are the bibles
consulted by our journalists every day as they write the stories used by
hundreds of newspapers, broadcasters and websites.
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(https://gettingtotomorrow.ca/categories/media-kit/)

Canadian Drug Policy Coalition media guide

(https://gettingtotomorrow.ca/categories/media-kit/)
The Canadian Drug Policy Coalition is a partner project with the Centre for
Applied Research in Mental Health and Addiction (CARMHA), a research
centre based at the Faculty of Health Sciences, Simon Fraser University,
Vancouver. This media guide is designed to help journalists who are
reporting about drug policy and addiction.

(https://riic.ca/the-guide/)

Reporting in Indigenous

Communities

(https://riic.ca/the-guide/)
This comprehensive guide is
designed to help journalists report
about Aboriginal communities.
Created by CBC reporter Duncan
McCue, the project was created to
address some of the challenges
journalists face, and how the
resource can help journalists and
editors work together to overcome
them.
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Newmarket, in the Province of Ontario, on this 
6th day of September, 2021, in accordance with 
O. Reg. 431, 20, Administering Oath or 
Declaration Remotely. 

 __________________________________ 
 A Commissioner, etc. 
 Julie Peacock-Singh 
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À propos du CPQ 

Créé en 1973 à l’initiative conjointe de journalistes et 
de dirigeants de médias d’information, le Conseil de presse 
du Québec est un organisme privé, indépendant et à but 
non lucratif, qui œuvre à la protection de la liberté de 
la presse et à la défense du droit du public à une informa-
tion de qualité. 

Son action s’étend à tous les médias d’information distribués 
ou diffusés au Québec, qu’ils soient membres ou non du 
Conseil, qu’ils appartiennent à la presse écrite ou électro-
nique (radio, télé, internet).

Quiconque se croit lésé dans son droit à l’information peut 
soumettre, sans aucuns frais, l’objet de ses griefs à l’atten-
tion du Conseil de presse du Québec, par la poste ou par 
le biais du site internet.

Préambule
a) Attendu que la libre circulation de l’information 

constitue l’une des plus importantes garanties de la 
liberté et de la démocratie ;

b) Attendu que la liberté de presse découle des libertés 
fondamentales de pensée, de parole, d’expression et 
d’opinion reconnues dans divers documents d’ordre 
juridique, aux plans national et international, et que 
nul ne peut dicter aux médias d’information le contenu 
de l’information ;

c) Attendu que la liberté de presse exige que les médias 
d’information et les journalistes jouissent d’une liberté 
éditoriale et donc que les choix relatifs au contenu, 
à la forme, ainsi qu’au moment de publication ou 
de diffusion de l’information relèvent de la prérogative 
des médias d’information et des journalistes ;

d) Attendu que le droit du public à l’information est le 
droit légitime du public d’être informé de ce qui est 
d’intérêt public et que, pour assurer ce droit, le rôle 
fond amental des journalistes et des médias d’information 
consiste à rechercher, collecter, vérifier, traiter, com-
menter et diffuser, en toute indépendance, l’information 
d’intérêt public ;
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e) Attendu que la notion d’intérêt public varie selon chaque 
société et chaque époque et que le respect de l’intér êt 
public amène journalistes et médias d’information à 
privilégier les informations pouvant répondre aux préoc-
cupations politiques, économiques, sociales et culturelles 
des citoyens afin que ceux-ci puissent participer de 
manière éclairée à la vie démocratique ;

f) Attendu que les journalistes et les médias d’information 
sont d’abord et avant tout au service du public et que, 
dans leurs choix ou leur traitement rédactionnels, le 
droit du public à l’information prime sur toute autre 
considération ;

g) Attendu que les journalistes et les médias d’information 
doivent viser, en toute situation, à offrir au public une 
information de qualité ;

h) Attendu que le droit du public à l’information fonde 
la déontologie journalistique ;

i) Attendu que pour assurer le plein exercice de la liberté  
de presse et le droit du public à l’information, le conseil 
de presse a notamment été fondé pour entendre les 
plaintes du public relatives à la déontologie journalistique ;

j) Attendu que pour entendre et statuer sur ces plaintes, 
il convient d’énoncer les principes d’ordre déontologique 
qui encadrent l’exercice du journalisme ;

k) Attendu que les journalistes et les médias d’information 
doivent d’abord et avant tout prendre des moyens rai-
sonnables pour respecter les normes énoncées dans le 
présent document ;

l) Le conseil de presse du Québec adopte les normes déon-
tologiques suivantes.
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4  Mise en œuvre
(1) Les médias d’information s’assurent que les normes 

prévues au présent Guide soient respectées et appliquées, 
ne se soustraient en aucun temps à ces normes, ne 
contraignent pas les journalistes, quel que soit le statut 
juridique qui les lie à eux, à recourir à des pratiques 
contraires aux dispositions du présent Guide, et 
promeuvent les normes déontologiques auprès de leur 
personnel.

(2) Aux fins de ce Guide, les médias d’information sont 
responsables de tout le contenu journalistique qu’ils 
publient ou diffusent, sans égard au support utilisé, 
ce qui comprend les comptes de médias sociaux 
qu’ils exploitent.

(3) La responsabilité des médias d’information à l’égard 
de ce qu’ils publient ou diffusent ne dégage pas les 
journalistes de leurs propres responsabilités quant à leurs 
actes et productions journalistiques, peu importe le 
support utilisé.

5  Mécanismes d’application
(1) toute personne, physique ou morale, peut déposer 

une plainte auprès du conseil de presse du Québec 
en regard de manquements présumés aux dispositions 
du présent Guide par un journaliste ou un média 
d’information.

(2) La plainte est traitée selon les règles édictées par 
le conseil de presse du Québec et la sanction, le cas 
échéant, sera imposée selon ces mêmes règles.

1  Nature
Le présent Guide formule les normes déontologiques 
qui encadrent l’exercice du journalisme au Québec.

2  Définitions 
Aux fins de ce Guide, les termes suivants signifient :
a) « journaliste » : toute personne qui, exerçant des 

fonctions journalistiques et ayant pour objectif de 
servir le public, recherche, collecte, vérifie, traite, 
commente ou diffuse de l’information destinée à un 
large public, sur des questions d’intérêt général ;

b) « média d’information » : toute entité, peu importe 
son statut juridique et les unités qu’elle regroupe, 
qui édite, publie ou diffuse une publication ou des 
émissions de nature journalistique, en territoire 
québécois, sans égard au support utilisé, sous réserve 
des exceptions définies par le conseil de presse 
du Québec.

3  Portée
Le présent Guide s’applique autant aux journalistes 
qu’aux médias d’information.
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6.4   Tirer avantage de son statut professionnel

Les journalistes ne se servent pas de leur statut profes-
sionnel ou des informations recueillies dans l’exercice 
de leurs fonctions, ni ne taisent ou ne diffusent une 
information, pour retirer des avantages ou privilèges 
personnels, ou pour en faire profiter leurs proches 
ou toute autre personne.

6.5  Cadeaux ou gratifications

Les journalistes refusent les cadeaux ou gratifications 
offerts dans le cadre de leurs fonctions, sous réserve qu’ils 
soient de peu de valeur et qu’ils servent à l’accomplis-
sement du travail journalistique.

6.6  Voyages gratuits

Les voyages gratuits et contributions financières de tiers 
couvrant les dépenses de voyage ne peuvent être acceptés 
qu’à condition que le reportage en fasse explicitement 
mention ou que le voyage vise uniquement la formation 
et le perfectionnement professionnel.

7  Signature des reportages
Les médias d’information reconnaissent que les journa-
listes sont libres de signer les textes qu’ils produisent 
et ne sauraient donc être contraints de signer un de leurs 
reportages qu’on aurait modifié substantiellement.

8  Matériel journalistique
Les journalistes et les médias d’information ne trans-
mettent pas leur matériel journalistique à des tiers, 
sauf si la loi leur en impose l’obligation ou s’il existe 
un intérêt public prépondérant justifiant de le faire.

6  Indépendance et intégrité
Les journalistes doivent éviter, autant dans leur vie pro-
fessionnelle que personnelle, tout comportement, 
engagement, fonction ou tâche qui pourrait les détourner 
de leur devoir d’indépendance et d’intégrité.

6.1  Conflits d’intérêts

(1) Les journalistes évitent tout conflit d’intérêts ou 
apparence de conflit d’intérêts. en toute situation, ils 
adoptent un comportement intègre.

(2) Les médias d’information veillent à ce que leurs 
journalistes ne se trouvent pas en situation de conflit 
d’intérêts ou d’apparence de conflit d’intérêts.

6.2   Influence des préoccupations politiques,  
idéologiques et commerciales

Les médias d’information ne laissent, en aucun cas, leurs 
intérêts commerciaux, politiques, idéologiques ou autres 
primer sur l’intérêt légitime du public à une information 
de qualité, ni ne restreignent l’indépendance profession-
nelle des journalistes.

6.3  Publicité déguisée

Les journalistes et les médias d’information évitent de 
faire de la publicité déguisée ou indirecte dans leur traite-
ment de l’information.
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10.2  Journalisme d’opinion

(1) Le journaliste d’opinion exprime ses points de vue, 
commentaires, prises de position, critiques ou opinions 
en disposant, pour ce faire, d’une grande latitude dans 
le choix du ton et du style qu’il adopte. 

(2) Le journaliste d’opinion expose les faits les plus perti-
nents sur lesquels il fonde son opinion, à moins que 
ceux-ci ne soient déjà connus du public, et doit expliciter 
le raisonnement qui la justifie.

(3) L’information qu’il présente est exacte, rigoureuse dans 
son raisonnement et complète, tel que défini à l’article 9 
du présent Guide.

11   Fiabilité des informations transmises  
par les sources

Les journalistes prennent les moyens raisonnables pour 
évaluer la fiabilité des informations transmises par 
leurs sources, afin de garantir au public une information 
de qualité.

12  Identification des sources
Les journalistes identifient leurs sources d’informa-
tion, afin de permettre au public d’en évaluer la valeur, 
sous réserve des dispositions prévues à l’article 12.1 
du présent Guide.

9  Qualités de l’information
Les journalistes et les médias d’information produisent, 
selon les genres journalistiques, de l’information possé-
dant les qualités suivantes :
a) exactitude : fidélité à la réalité ;
b) rigueur de raisonnement ;
c) impartialité : absence de parti pris en faveur d’un point 

de vue particulier ;
d) équilibre : dans le traitement d’un sujet, présentation 

d’une juste pondération du point de vue des parties 
en présence ;

e) complétude : dans le traitement d’un sujet, présentation 
des éléments essentiels à sa bonne compréhension, 
tout en respectant la liberté éditoriale du média.

10   Genres journalistiques 
(1) il existe fondamentalement deux genres journalistiques 

ayant chacun leurs exigences propres : le journalisme 
factuel et le journalisme d’opinion.

(2) Le genre journalistique pratiqué doit être facilement 
identifiable afin que le public ne soit pas induit en erreur. 

10.1  Journalisme factuel

(1) Le journaliste factuel rapporte les faits et les événements 
et les situe dans leur contexte.

(2) L’information qu’il présente est exacte, rigoureuse 
dans son raisonnement, impartiale, équilibrée et 
complète, tel que défini à l’article 9 du présent Guide.
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13.1  Droit de regard des sources

(1) Les journalistes n’accordent pas à leur source de droit 
de regard sur le contenu à être diffusé ou publié.

(2) Les journalistes peuvent cependant, de leur propre chef, 
soumettre certains éléments d’un reportage à leur source 
dans le but d’en vérifier l’exactitude.

13.2  Rémunération des sources

Les journalistes et les médias d’information ne versent 
aucune rémunération aux personnes qui acceptent de 
fournir de l’information, sauf lorsqu’il s’agit d’un cachet 
versé à un expert ou à un commentateur invités.

14  Présentation de l’information
Les journalistes et les médias d’information respectent 
l’intégrité et l’exactitude de l’information dans la présen-
tation et l’illustration qu’ils en font.

14.1  Sensationnalisme

Les journalistes et les médias d’information ne déforment 
pas la réalité, en exagérant ou en interprétant abusive-
ment la portée réelle des faits et des événements qu’ils 
rapportent.

14.2   Distinction claire entre publicité et information

Les médias d’information établissent une distinction 
claire entre l’information journalistique et la publicité afin 
d’éviter toute confusion quant à la nature de l’informa-
tion transmise au public.

12.1  Utilisation de sources anonymes

(1) Les journalistes ont recours à des sources anonymes 
lorsque ces trois conditions sont réunies :
a) l’information sert l’intérêt public ;
b) l’information ne peut raisonnablement être 

obtenue autrement ;
c) la source peut subir un préjudice si son identité 

est dévoilée.

(2) Lorsqu’ils garantissent l’anonymat à une source 
d’information, les journalistes la décrivent suffisamment 
dans leur reportage afin que le public puisse apprécier 
sa valeur et sa crédibilité, sans cependant divulguer des 
éléments pouvant permettre son identification.

13   Ententes de communication  
avec une source

(1) Les journalistes tentent par tous les moyens à leur 
disposition de respecter les ententes de communication 
avec une source (confidentialité, off the record, 
non-attribution, embargo, etc.) pour lesquelles ils 
ont donné leur accord explicite, sauf si la source 
les a volontairement trompés.

(2) Les journalistes peuvent cependant publier les informations 
faisant l’objet d’une entente de communication s’ils 
obtiennent autrement ces mêmes informations.

(3) Les journalistes peuvent divulguer l’identité d’une source 
confidentielle à leur hiérarchie éditoriale, qui s’engage aussi 
à respecter l’entente de confidentialité. cela n’équivaut 
pas à une divulgation publique.
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15  Sondages et recherches
Les journalistes et les médias d’information, lors de la 
diffu sion de sondages, fournissent au public les éléments 
méthodologiques de l’enquête et autres éléments perti-
nents, et distinguent clairement les sondages qui ont une 
valeur scientifique de ceux qui n’en ont pas.

16  Contributions du public
(1) Les médias d’information qui choisissent d’accepter 

les contributions du public doivent tenter de refléter 
une diversité de points de vue.

(2) Les médias d’information peuvent apporter des modifi-
cations aux contributions du public, mais veillent, ce 
faisant, à ne pas en changer le sens ou à trahir la pensée 
des auteurs.

(3) Les médias d’information prennent les moyens raison-
nables pour s’assurer que les contributions du public 
respectent la dignité et la vie privée des personnes et ne 
soient pas discriminatoires.

16.1  Refus de publication

Les médias d’information peuvent refuser de publier ou 
de diffuser une contribution reçue du public, à condition 
que leur refus ne soit pas motivé par un parti pris ou le 
désir de taire une information d’intérêt public.

14.3   Illustrations, manchettes, titres et légendes

Le choix et le traitement des éléments accompagnant 
ou habillant une information, tels que les photogra-
phies, vidéos, illustrations, manchettes, titres et légendes, 
doivent refléter l’information à laquelle ces éléments 
se rattachent.

14.4  Retouches et archives

(1) Les journalistes et les médias d’information n’apportent 
pas de modifications aux photographies ou au matériel 
vidéo qu’ils diffusent, si ces modifications changent le sens 
des événements auxquels ils se rapportent.

(2) Les journalistes et les médias d’information identifient 
le matériel d’archive et les photomontages, lorsqu’il y a 
risque de confusion pour le public.

14.5  Reconstitutions et mises en scène

(1) Les journalistes et les médias d’information, lorsqu’ils 
ont recours à des reconstitutions ou des mises en scène, 
s’assurent de reproduire le plus fidèlement possible les faits, 
opinions et émotions qui entourent l’évènement recréé.

(2) Les journalistes et les médias d’information informent 
clairement le public de l’utilisation d’un tel procédé, sous 
réserve que cette mise en scène ou reconstitution soit 
anodine.

14.6  Plagiat

Les journalistes et les médias d’information ne se livrent 
pas au plagiat.
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19  Discrimination
(1) Les journalistes et les médias d’information s’abstiennent 

d’utiliser, à l’endroit de personnes ou de groupes, des 
représentations ou des termes qui tendent, sur la base 
d’un motif discriminatoire, à susciter ou attiser la haine 
et le mépris, à encourager la violence ou à entretenir les 
préjugés.

(2) Les journalistes et les médias d’information ne font 
mention de caractéristiques comme la race, la religion, 
l’orientation sexuelle, le handicap ou d’autres carac-
téristiques personnelles que lorsqu’elles sont pertinentes.

20  Information judiciaire
Les journalistes et les médias d’information font preuve 
de prudence et d’équité en matière de couverture 
des affaires judiciaires et policières, étant donné l’impor-
tance des conséquences qui peuvent résulter de cette 
couverture.

20.1   Droit à un procès juste et équitable  
et présomption d’innocence

(1) Les journalistes et les médias d’information respectent 
le droit de toute personne à la présomption d’innocence 
et à un procès juste et équitable.

(2) Les journalistes et les médias d’information font preuve 
de rigueur et de prudence avant d’identifier publiquement 
des personnes soupçonnées d’actes illégaux, en l’absence 
d’accusations formelles.

17  Équité
Les journalistes et les médias d’information traitent avec 
équité les personnes et les groupes qui font l’objet 
de l’information ou avec lesquels ils sont en interaction.

18   Protection de la vie privée  
et de la dignité

(1) Les journalistes et les médias d’information respectent 
le droit fondamental de toute personne à sa vie privée 
et à sa dignité.

(2) Les journalistes et les médias d’information peuvent 
privilégier le droit du public à l’information lorsque 
des éléments de la vie privée ou portant atteinte à la 
dignité d’une personne sont d’intérêt public.

18.1  Drames humains

Les journalistes et les médias d’information font preuve 
de retenue et de respect à l’égard des personnes qui 
viennent de vivre un drame humain et de leurs proches. 
ils évitent de les harceler pour obtenir de l’information 
et respectent leur refus d’accorder une entrevue.

18.2  Sensibilité du public

(1) Les journalistes et les médias d’information évitent 
de diffuser inutilement des images ou propos pouvant 
heurter la sensibilité du public.

(2) Lorsque le format le permet, les journalistes et les médias 
d’information avertissent le public que des images ou 
des propos choquants seront diffusés. 
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22   Identification des personnes mineures  
impliquées dans un contexte judiciaire

(1) Les journalistes et les médias d’information s’abstiennent 
de publier toute mention de nature à permettre l’identi-
fication d’une personne mineure accusée dans un 
contexte judiciaire, sauf s’il existe un intérêt public 
prépondérant pour le faire.

(2) Les journalistes et les médias d’information s’abstiennent 
de publier toute mention de nature à permettre l’identi-
fication d’une personne mineure impliquée dans un 
contexte judiciaire comme victime ou témoin, sauf s’il 
existe un intérêt public prépondérant pour le faire, 
que cette personne y consent de façon libre et éclairée 
et qu’elle est accompagnée par des personnes majeures 
responsables.

22.1   Identification des personnes mineures  
hors du contexte judiciaire

(1) Hors du contexte judiciaire, les journalistes et les médias 
d’information s’abstiennent de publier toute mention 
propre à permettre l’identification de personnes mineures 
lorsque celle-ci risquerait de compromettre leur sécurité 
et leur développement.

(2) toute exception à ce principe doit être justifiée par 
un intérêt public prépondérant et requiert en outre un 
consentement libre et éclairé, ainsi que le soutien et 
l’accompagnement de personnes majeures responsables.

23  Chantage et intimidation
Les journalistes et les médias d’information ne se livrent 
pas à du chantage, de l’intimidation ou du harcèlement 
envers leurs sources d’information.

20.2  Suivi des affaires judiciaires

Dans la mesure du possible, les journalistes et les médias 
d’information font état du dénouement des affaires 
judiciaires afin de le faire connaître au public.

20.3  Antécédents judiciaires

Les journalistes et les médias d’information ne font pas 
mention des antécédents judiciaires d’une personne 
ne faisant pas l’objet de procédures judiciaires, à moins 
qu’une telle mention ne soit d’intérêt public. 

20.4  Proches des accusés ou des coupables

Les journalistes et les médias d’information s’abstien-
nent d’identifier les proches de personnes accusées 
ou reconnues coupables de crimes, à moins qu’une telle 
identification ne soit d’intérêt public.

21   Identification des victimes d’accidents  
ou d’actes criminels

(1) Les journalistes et les médias d’information ne diffusent 
pas de photographies ou d’informations permettant 
l’identification des victimes d’accidents ou d’actes criminels, 
s’ils n’ont pas l’assurance que leurs proches ont au 
préalable été avisés.

(2) Les journalistes et les médias d’information s’abstiennent 
d’identifier les victimes de délits sexuels et leurs proches, 
sauf dans des circonstances exceptionnelles, notamment 
lorsqu’une victime de délit sexuel demande expressément 
la levée de cette protection.
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26  Personnes en situation de vulnérabilité
Les journalistes font preuve de prudence avant de diffuser 
les propos de personnes en situation de vulnérabilité.

27  Interactions avec le public
Les journalistes et les médias d’information font preuve 
de courtoisie dans leurs rapports avec le public.

27.1  Correction des erreurs

Les journalistes et les médias d’information corrigent 
avec diligence leurs manquements et erreurs, que ce soit 
par rectification, rétractation ou en accordant un droit de 
réplique aux personnes ou groupes concernés, de manière 
à les réparer pleinement et rapidement.

24  Visage découvert
Les journalistes exercent leurs fonctions à visage décou-
vert, en s’identifiant comme journalistes, et recueillent 
l’information par les moyens éprouvés du journalisme, 
sous réserve des dispositions prévues à l’article 25 du 
présent Guide.

25  Procédés clandestins
(1) Les journalistes peuvent avoir recours à des procédés 

clandestins lors de la collecte d’information lorsque ces 
deux conditions sont réunies :
a)  l’intérêt public l’exige et
b)  la probabilité existe qu’une approche ouverte pour 

recueillir l’information échouerait.

(2) Si la collecte d’information se fait dans un lieu privé, 
les journalistes doivent en outre disposer d’informations 
crédibles indiquant la probabilité d’activités illégales 
ou antisociales ou d’un abus de confiance.

(3) Les journalistes et les médias d’information informent 
le public qu’ils ont eu recours à un procédé clandestin 
lorsqu’ils présentent de l’information recueillie de cette 
manière.

(4) Lorsque la collecte d’information par un procédé 
clandestin se fait dans un lieu privé, les journalistes et 
les médias d’information doivent, par souci d’équité 
et d’équilibre, permettre aux personnes dont les propos 
ou les actions ont été ainsi recueillis d’y réagir avant la 
publication ou la diffusion du reportage.
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Cormier of Grande-Digue, New Brunswick,
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Newmarket, in the Province of Ontario, on this 
6th day of September, 2021, in accordance with 
O. Reg. 431, 20, Administering Oath or 
Declaration Remotely. 

 __________________________________ 
 A Commissioner, etc. 
 Julie Peacock-Singh 
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Guide de déontologie 
des journalistes du Québec 

 
 

Ce Guide de déontologie, le tout premier Guide destiné à l’ensemble des 
journalistes du Québec, a été discuté aux congrès de 1994, 1995 et 1996 de 
la Fédération professionnelle des journalistes du Québec.  
 
Il a été formellement adopté lors de l’assemblée générale de la FPJQ le 24 
novembre 1996 et amendé le 28 novembre 2010 
 
Préambule 
 
Le rôle essentiel des journalistes est de rapporter fidèlement, d’analyser et de commenter 
le cas échéant les faits qui permettent à leurs concitoyens de mieux connaître et de mieux 
comprendre le monde dans lequel ils vivent. 
 
Une telle information complète, exacte et pluraliste est une des garanties les plus 
importantes de la liberté et de la démocratie.  
 
Les informations d’intérêt public doivent circuler librement et en tout temps. Les faits et 
les idées doivent pouvoir être communiqués sans contraintes ni entraves. Les journalistes 
ont le devoir de défendre la liberté de presse et le droit du public à l’information, sachant 
qu’une presse libre joue le rôle indispensable de chien de garde à l’égard des pouvoirs et 
des institutions. Ils combattent les restrictions, les pressions ou les menaces qui visent à 
limiter la cueillette et la diffusion des informations. 
 
Les journalistes servent l’intérêt public et non des intérêts personnels ou particuliers. Ils 
ont le devoir de publier ce qui est d’intérêt public. Cette obligation prévaut sur le désir de 
servir des sources d’information ou de favoriser la situation financière et concurrentielle 
des entreprises de presse. 
 
Les journalistes considèrent leur rôle avec rigueur. Les qualités déontologiques qu’ils 
exigent de ceux qui font l’actualité, ils les exigent d’eux-mêmes. Ils ne peuvent pas 
dénoncer les conflits d’intérêts chez les autres et les accepter dans leur propre cas. 
 
Ce Guide formule les règles déontologiques qui doivent orienter le travail des 
journalistes. Elles fondent leur crédibilité, qui est leur atout le plus précieux. 
 
Ce Guide n’est pas un code au sens strict car il tient compte de la nature particulière du 
milieu journalistique. Au Québec, il n’existe pas de regroupement obligatoire des 
journalistes au sein d’un ordre professionnel. Ni le titre de journaliste, ni l’acte 

606



   2 

journalistique ne sont réservés à un groupe particulier de personnes. Le milieu 
journalistique est un milieu ouvert et les journalistes le veulent ainsi. Il n’existe pas non 
plus de tribunal disciplinaire disposant de l’autorité légale nécessaire pour sanctionner les 
écarts déontologiques. Les journalistes sont soumis à l’ensemble des lois qui régissent la 
vie des citoyens.   
 
Le présent Guide n’a  donc pas de pouvoir coercitif.  
 
Il n’est pas moins indispensable aux journalistes, aux entreprises de presse et au public. 
Le journalisme se pratique de plus en plus à l’extérieur des grandes salles de rédaction et 
la transmission de la culture journalistique -- des normes déontologiques -- se fait plus 
difficilement d’une génération de journalistes à l’autre. Plusieurs journalistes amorcent 
ou poursuivent leur carrière dans l’isolement, sans bénéficier de l’encadrement d’une 
salle de nouvelles. Le Guide peut alors être un point de référence pertinent. 
 
Les journalistes des salles de rédaction et les directions des entreprises de presse y 
trouveront tout autant un rappel utile des règles déontologiques de leur profession que les 
exigences de la concurrence peuvent parfois faire perdre de vue. Sans l’appui des 
directions des médias, la mise en application des normes déontologiques de ce Guide 
pourrait être sérieusement compromise. Le Guide doit inspirer autant la direction des 
grands médias nationaux que celle des médias régionaux ou des médias plus petits. 
 
De son côté, le Conseil de presse du Québec pourra considérer ce Guide comme un outil 
pour appuyer les décisions de son tribunal d’honneur. 
 
Enfin, le public et les sources d’information y trouveront leur compte en connaissant plus 
précisément les normes déontologiques dont ils peuvent exiger le respect par les 
journalistes. Ce Guide leur permettra de mieux juger leur comportement. Le public y 
verra une manifestation de la volonté des journalistes de mieux le servir. 

 
1. Définition 
 
Dans ce Guide le terme «journaliste» réfère à toute personne qui exerce une fonction de 
journaliste pour le compte d’une entreprise de presse. Exerce une fonction de journaliste la 
personne qui exécute, en vue de la diffusion d’informations ou d’opinions dans le public, 
une ou plusieurs des tâches suivantes : recherche de l’information, reportage, interview; 
rédaction ou préparation de compte rendus, d’analyses, de commentaires ou de chroniques 
spécialisées; traduction et adaptation de textes; photographie de presse, reportage filmé ou 
électronique; affectation, pupitre (titrage, mise en pages...), correction des textes; dessin de 
caricatures sur l’actualité; dessin et graphisme d’information; animation, réalisation ou 
supervision d’émissions ou de films sur l’actualité; direction des services d’information, 
d’affaires publiques ou de services assimilables. 
 
2. Valeurs fondamentales du journalisme  
 
Les journalistes basent leur travail sur des valeurs fondamentales telles que l’esprit critique 
qui leur impose de douter méthodiquement de tout, l’impartialité qui leur fait rechercher et 
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exposer les divers aspects d’une situation, l’équité qui les amène à considérer tous les 
citoyens comme égaux devant la presse comme ils le sont devant la loi, l’indépendance qui 
les maintient à distance des pouvoirs et des groupes de pression, le respect du public et la 
compassion qui leur font observer des normes de sobriété, l’honnêteté qui leur impose de 
respecter scrupuleusement les faits, et l’ouverture d’esprit qui suppose chez eux la capacité 
d’être réceptifs aux réalités qui leur sont étrangères et d’en rendre compte sans préjugés. 
 
3. Vérité et rigueur 
 
3 a) Véracité des faits 
Les journalistes ont l’obligation de s’assurer de la véracité des faits qu’ils rapportent au 
terme d’un rigoureux travail de collecte et de vérification des informations. Ils doivent 
corriger leurs erreurs avec diligence et de façon appropriée au tort causé. 
 
3 b) Mise en contexte 
Les journalistes doivent situer dans leur contexte les faits et opinions dont ils font état de 
manière à ce qu’ils soient compréhensibles, sans en exagérer ou en diminuer la portée. 
 
3 c) Titres 
Les titres et présentations des articles et reportages ne doivent pas exagérer ni induire en 
erreur. 
 
3 d) Opinions personnelles 
Les journalistes doivent départager soigneusement ce qui relève de leur opinion 
personnelle, de l’analyse et de l’information factuelle afin de ne pas engendrer de 
confusion dans le public. Les journalistes s’en tiennent avant tout au compte rendu précis 
des faits. Dans les genres journalistiques comme les éditoriaux, les chroniques et les billets 
ou dans le journalisme engagé, où l’expression des opinions prend une large place, les 
journalistes doivent tout autant respecter les faits. 
 
3 e) Rumeurs 
Une rumeur ne peut être publiée sauf si elle émane d’une source crédible, et si elle est 
significative et utile pour comprendre un événement. Elle doit toujours être identifiée 
comme une rumeur. Dans le domaine judiciaire, la publication de rumeurs est à proscrire. 
 
3 f) Citations 
Les journalistes doivent respecter fidèlement le sens des propos qu’ils rapportent. Les 
citations, les rapprochements, les ajouts sonores, etc. ou leur séquence ne doivent pas 
dénaturer le sens de ces propos. 
 
3 g) Images 
Photos, graphiques, sons et images diffusés ou publiés doivent représenter le plus 
fidèlement possible la réalité. Les préoccupations artistiques ne doivent pas conduire à 
tromper le public. Les photomontages doivent être identifiés comme tels. 
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3 h) Plagiat 
Les journalistes ne doivent pas se livrer au plagiat. S’ils reprennent une nouvelle exclusive 
qui vient d’être publiée ou diffusée par un autre média, ils doivent en identifier la source. 
 
4. La cueillette de lʼinformation 
 
Les journalistes exercent leur métier à visage découvert, en s’identifiant comme 
journalistes. Ils recueillent l’information par les moyens éprouvés du journalisme : 
entrevues, recherches bibliographiques, consultation de dossiers et de contacts, etc. 
 
4 a) Procédés clandestins 
Il arrive cependant des cas où les journalistes sont justifiés d’utiliser des procédés 
clandestins pour obtenir l’information qu’ils recherchent : fausse identité, micros et 
caméras cachés, imprécisions sur les intentions du reportage, filatures, infiltrations... 
 
Le recours à de tels moyens doit toujours rester exceptionnel. Les journalistes les 
emploieront lorsque: 
• l’information recherchée est d’un intérêt public certain, par exemple dans les cas où il 
s’agit de mettre à jour des actions socialement répréhensibles; 
• l’information ne peut vraisemblablement pas être obtenue ou vérifiée par d’autres 
moyens, ou bien ceux-ci ont déjà été utilisés sans succès; 
• les gains pour le public dépassent les inconvénients qui peuvent être causés à des 
individus. 
Le public sera informé du recours à ces moyens. 
 
4 b) Sources peu familières avec la presse 
Les journalistes doivent informer les sources d’information peu familières avec la presse 
que leurs propos pourront être publiés ou diffusés, et donc portés à la connaissance d’un 
grand nombre de personnes. 
 
4 c) Harcèlement 
Les journalistes doivent faire preuve de compassion et de respect à l’égard des personnes 
qui viennent de vivre un drame ainsi qu’à l’égard de leurs proches, et éviter de les harceler 
pour obtenir des informations. 
 
5. Diffusion de lʼinformation 
 
5 a) Reconstitutions et mises en scène 
Les journalistes préféreront toujours la représentation de la réalité telle quelle à sa 
reconstitution par divers artifices. Les reconstitutions d’événements et les mises en scène 
peuvent néanmoins être utilisées en journalisme afin d’illustrer et de soutenir un reportage, 
mais avec prudence car le danger de tromper le public existe. Avant d’y recourir, les 
journalistes doivent évaluer s’il s’agit de la meilleure ou de la seule façon de faire 
comprendre une situation au public. Le public doit alors être informé clairement qu’il 
s’agit d’une reconstitution ou d’une mise en scène. 
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La reconstitution se limitera à reproduire le plus fidèlement possible les faits, les opinions, 
les émotions qui entourent l’événement recréé. 
 
Les mises en scène anodines où, par exemple, les journalistes demandent à une personne 
interviewée de parler au téléphone pendant qu’on la filme ne portent pas à conséquence 
aussi longtemps qu’elles ne modifient pas la substance du reportage. Il n’est pas nécessaire 
d’identifier ces mises en scène dans le reportage. 
 
Mais lorsqu’il s’agit de recourir à une mise en scène plus élaborée, les journalistes se 
montreront extrêmement prudents. Ils doivent éviter de manipuler la réalité, en incitant par 
exemple des manifestants à faire usage de violence devant la caméra.  
 
Les journalistes doivent rester critiques à l’égard des perquisitions auxquelles les forces 
policières les invitent et des mises en scène orchestrées par des sources. Lorsque ces mises 
en scène visent à donner l’impression d’un événement spontané, les journalistes doivent 
informer le public du caractère organisé de l’événement. 
 
Les documents d’archives doivent être identifiés comme tels, avec la mention de la date et 
du lieu. 
 
5 b) Règles de conversation 
Les journalistes ne sont pas tenus de respecter les règles de conversation («off the record», 
«background», publication sans attribution) auxquelles ils n’ont pas donné un accord 
explicite. Ces règles doivent être établies avant la conversation et non après. Les 
journalistes limitent le plus possible le recours à ces règles de conversation qui peuvent 
faciliter leur manipulation par les sources. 
 
5 c) Approbation par les sources 
Les journalistes ne soumettent pas leurs reportages à leurs sources avant de les publier ou 
de les diffuser. 
 
5 d) Publicité 
Les journalistes ne s’engagent pas auprès de leurs sources à diffuser l’information que 
celles-ci désirent, et ils refusent de diffuser une information en échange d’un contrat 
publicitaire pour leur entreprise de presse ou en échange de tout autre avantage. 
L’information et la publicité doivent être séparées. Les journalistes n'écrivent pas de 
publireportages. S’ils sont tenus de le faire, ils ne les signent jamais. Les publireportages 
doivent être très clairement identifiés comme tels afin de ne pouvoir être confondus, même 
par leur mise en pages, avec l’information. Les journalistes doivent couvrir les événements 
que commandite leur média avec la même rigueur que tout autre événement. 
 
Dans tous les cas, les journalistes jugent de la pertinence de diffuser une information selon 
son mérite, son intérêt public et en tenant compte des autres informations disponibles. 
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5 e) Identification des suspects et des accusés 
Les journalistes doivent respecter la présomption d’innocence des citoyens. Lorsque ceux-
ci font l’objet d’un mandat d’arrestation, d’une arrestation ou de procédures judiciaires 
formelles, les journalistes peuvent les identifier, mais ils veilleront à ne pas présenter ces 
personnes comme des criminels, notamment par l’emploi du conditionnel et par d’autres 
moyens.  
 
En l’absence de mandat d’arrestation ou de procédures judiciaires, les journalistes feront 
preuve de prudence avant de dévoiler l’identité de personnes soupçonnées, à moins que les 
soupçons ne soient le résultat d’un travail journalistique rigoureux visant à mettre au grand 
jour des actes socialement répréhensibles. 
 
5 f) Devoir de suite 
Lorsqu’un média a couvert une affaire où des individus ont été incriminés et traduits 
devant la justice, il doit suivre dans la mesure du possible le dossier jusqu’à son terme et en 
faire connaître le dénouement à son public. 
 
5 g) Identification des victimes 
Sauf exception, les journalistes peuvent dévoiler les noms des victimes d’accidents et 
d’actes criminels. C’est une information d’intérêt public. Cette divulgation est 
particulièrement importante quand la victime est un personnage public ou quand les faits 
rapportés peuvent avoir des conséquences sur les responsabilités sociales ou les mandats 
publics des individus en cause. 
 
Quant aux victimes de délits sexuels et à leurs proches, les journalistes doivent s’abstenir 
de les identifier, sauf dans des circonstances exceptionnelles. 
 
6. Protection des sources et du matériel journalistiques  
 
Les journalistes doivent identifier leurs sources d’information afin de permettre au public 
d’évaluer le mieux possible la compétence, la crédibilité et les intérêts défendus par les 
personnes dont ils diffusent les propos.  
 
6 a) Anonymat 
Des informations importantes ne pourraient cependant être recueillies et diffusées sans que 
les journalistes ne garantissent l’anonymat à certaines sources. Cet anonymat peut toutefois 
servir aux sources pour manipuler impunément l’opinion publique ou causer du tort à 
autrui sans assumer la responsabilité de leurs propos.  
 
  Il ne sera donc accordé, en dernier recours, que dans des situations exceptionnelles : 
• L’information est importante et il n’existe pas d’autres sources identifiables pour 
l’obtenir; 
• L’information sert l’intérêt public;  
• La source qui désire l’anonymat pourrait encourir des préjudices si son identité était 
dévoilée. 
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Les journalistes expliqueront la préservation de l’anonymat et décriront suffisamment la 
source, sans conduire à son identification, pour que le public puisse apprécier sa 
compétence, ses intérêts et sa crédibilité. 
 
6 b) Promesse de confidentialité 
Les journalistes qui ont promis l’anonymat à une source doivent tenir leur promesse, 
devant quelque instance que ce soit, sauf si la source a volontairement trompé le 
journaliste. Un journaliste peut cependant informer son supérieur de l’identité d’une source 
confidentielle si celui-ci respecte également la promesse de confidentialité faite par le 
journaliste. 
 
6 c) Matériel journalistique 
Le matériel journalistique publié ou non (notes, photos, bandes vidéo etc) n’est destiné 
qu’à l’information du public. Il ne saurait être transmis par les journalistes aux instances 
qui veulent l’utiliser à d’autres fins. 
 
6 d) Témoignage des journalistes 
Les journalistes ne sont pas des informateurs de la police. Ils ne dévoilent en cour que les 
informations qu’ils ont déjà rendues publiques dans leur média. 
 
6 e) Rémunération des sources 
Les journalistes et les entreprises de presse ne versent aucune rémunération aux personnes 
qui acceptent d’être leurs sources d’information. 
 
7. Vie privée et droit à lʼinformation 
 
Les journalistes respectent le droit des individus à la vie privée et défendent le droit à 
l’information, qui est un droit individuel fondamental dans notre société. L’exercice de ce 
droit enrichit la vie privée de chacun des citoyens en lui permettant d’élargir ses horizons 
et ses connaissances. Il arrive cependant que ce droit entre en conflit avec le droit d’un 
individu à la vie privée. Dans un tel cas, lorsque les faits privés présentent un intérêt public 
plutôt que de relever de la simple curiosité publique, les journalistes privilégieront le droit 
à l’information notamment : 
 
• lorsqu’il s’agit d’une personnalité publique ou d’une personne ayant une charge publique, 
et que certains éléments de sa vie privée sont pertinents pour comprendre l’exercice de ses 
fonctions ou mettre en perspective sa vie publique et son comportement public;  
• lorsque la personne donne d’elle-même à sa vie privée un caractère public; 
• lorsque les faits privés se déroulent sur la place publique. 
 
8. Droits de la personne 
 
Les journalistes doivent accorder un traitement équitable à toutes les personnes de la 
société. Les journalistes peuvent faire mention de caractéristiques comme la race, la 
religion, l’orientation sexuelle, le handicap, etc. lorsqu’elles sont pertinentes.  
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Mais ils doivent en même temps être sensibles à la portée de leurs reportages. Ils doivent 
éviter les généralisations qui accablent des groupes minoritaires, les propos incendiaires, 
les allusions non pertinentes à des caractéristiques individuelles, les préjugés et les angles 
de couverture systématiquement défavorables qui pourraient attiser la discrimination. Ils 
seront particulièrement attentifs à ce qui pourrait provoquer des réactions racistes, sexistes, 
homophobes, etc.  
 
9. Conflits dʼintérêts 
 
Les journalistes doivent éviter les situations de conflits d’intérêts et d’apparence de conflits 
d’intérêts, que ceux-ci soient de type monétaire ou non. Ils doivent éviter tout 
comportement, engagement ou fonction qui pourraient les détourner de leur devoir 
d’indépendance, ou semer le doute dans le public.  
 
Il y a conflit d’intérêts lorsque les journalistes, par divers contrats, faveurs et engagements 
personnels, servent ou peuvent sembler servir des intérêts particuliers, les leurs ou ceux 
d’autres individus, groupes, syndicats, entreprises, partis politiques, etc. plutôt que ceux de 
leur public. Le choix des informations rendues publiques par les journalistes doit être guidé 
par le seul principe de l’intérêt public. Ils ne doivent pas taire une partie de la réalité aux 
seules fins de préserver ou de rehausser l’image de tel individu ou de tel groupe. Les 
conflits d’intérêts faussent ou semblent fausser ce choix en venant briser l’indispensable 
lien de confiance entre les journalistes et leur public. 
 
Les conflits d’intérêts ne deviennent pas acceptables parce que les journalistes sont 
convaincus, au fond d’eux-mêmes, d’être honnêtes et impartiaux. L’apparence de conflit 
d’intérêts est aussi dommageable que le conflit réel. 
 
9 a) Relations publiques 
Les journalistes doivent s’abstenir d’effectuer, en dehors du journalisme, des tâches reliées 
aux communications : relations publiques, publicité, promotion, cours donnés à ceux qui 
font l’événement sur la façon de se comporter devant les médias, simulacres de 
conférences de presse pour préparer des porte-parole à faire face aux journalistes, etc. Ces 
tâches servent des intérêts particuliers et visent à transmettre un message partisan au 
public. Les journalistes ne peuvent pas communiquer un jour des informations partisanes et 
le lendemain des informations impartiales, sans susciter la confusion dans le public et jeter 
un doute constant sur leur crédibilité et leur intégrité.  
 
9 b) Privilèges 
Les journalistes ne doivent pas se servir de leur statut professionnel ou des informations 
recueillies dans l’exercice de leurs fonctions pour retirer des avantages et privilèges 
personnels, ni pour en faire profiter leurs proches. 
Les journalistes ne doivent pas taire ou publier une information dans le but d’en tirer un 
avantage personnel ou pour favoriser des proches. 
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Le cas échéant, les journalistes doivent produire à leur employeur une déclaration 
d’intérêts incluant les avoirs détenus dans des entreprises. 
 
9 c) Cadeaux et gratifications 
Les journalistes doivent refuser les cadeaux et gratifications qui pourraient leur être offerts 
à cause de leurs fonctions. Les cadeaux  reçus seront retournés à leurs expéditeurs avec une 
explication. 
 
L’acceptation des cadeaux compromet l’impartialité ou l’apparence d’impartialité des 
journalistes. Les cadeaux ne constituent pas un avantage normal, inhérent à la profession 
journalistique.  
 
Ils ne sont acceptables que lorsqu’ils servent directement l’accomplissement du travail 
journalistique : livres, disques, billets gratuits dans le cas des critiques en arts et spectacles, 
certains objets dans le cas du journalisme de consommation, etc. Après usage, lorsque leur 
nature s’y prête, ces objets devraient être remis à des organismes communautaires ou 
publics, sauf s’ils demeurent utiles comme outils de référence. 
 
Un cadeau peut aussi être acceptable lorsque sa valeur est peu importante et que le coût du 
retour à son expéditeur dépasse le coût de l’objet. 
 
9 d) Concours de journalisme 
Les journalistes participent, comme candidats ou jurés, aux seuls concours de journalisme 
qui servent l’avancement du journalisme.  
 
Les concours servent le journalisme lorsque le jury est indépendant des commanditaires, 
qu’il est majoritairement formé de journalistes, et qu’il juge les oeuvres selon des critères 
journalistiques reconnus. On évite ainsi que la crédibilité des journalistes ne serve d’appui 
et de caution à une cause. On évite en outre que les prix ne servent à orienter le travail 
futur des journalistes. 
 
9 e) Voyages payés 
Les journalistes et les médias doivent payer les frais associés à leurs reportages. Ils ne 
doivent pas accepter des voyages gratuits ou des participations financières aux frais de 
reportages de la part d’organismes publics ou privés à la recherche d’une couverture dans 
les médias. 
 
Les voyages payés par des sources risquent  de créer une distorsion dans la couverture, en 
favorisant des groupes d’intérêts plus fortunés, au détriment de ceux qui n’ont pas les 
moyens de financer des reportages. Ils peuvent aussi, au moins en apparence, limiter la 
liberté d’expression des journalistes. 
 
Un voyage offert par une source peut cependant être accepté : 
• lorsqu’il n’existe aucune autre façon d’obtenir l’information ou de se rendre sur les lieux. 
Dans ce cas, le média cherchera à évaluer le coût du voyage et le remboursera; 
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• lorsque le voyage vise uniquement la formation et le perfectionnement professionnels et 
non la production de reportages. 
 
Dans tous les cas où un média choisit, en dernier recours et dans des circonstances 
exceptionnelles, d’accepter un voyage payé par une source, le journaliste doit pouvoir 
conserver sa liberté professionnelle dans l’accomplissement de son reportage et le texte 
doit mentionner explicitement que celui-ci découle d’un voyage payé. 
 
10. Médias sociaux 
 
Les journalistes exercent le même discernement dans l’utilisation des médias sociaux que 
dans l’ensemble de leur pratique. Ils doivent s’assurer de toujours être en mesure 
d’expliquer leur démarche journalistique. 
 
La nature sociale de ces réseaux implique que chaque propos qui y est échangé peut 
devenir public, malgré la possibilité de paramétrer les réglages de confidentialité. En 
conséquence, les journalistes ne doivent pas tenir dans les médias sociaux des propos qu’ils 
ne tiendraient pas en ondes ou dans leur publication. 
 
Ils doivent également s’assurer de toujours être en mesure de protéger leurs sources. Par 
ailleurs, la vélocité de ces réseaux ne doit pas faire oublier l’obligation de s’assurer de la 
véracité des faits et de les mettre en contexte. Pour éviter le plagiat, le journaliste doit 
identifier la source d’origine de l’information diffusée». 
 
11. Clause de conscience 
 
Les journalistes sont responsables de leurs actes. Ils ne doivent pas être contraints de 
recourir à des pratiques contraires à l’éthique et à la déontologie de leur profession, pas 
plus qu’ils ne peuvent rejeter le blâme de leurs propres actions sur les autres. Ils ne peuvent 
être contraints de signer un de leurs reportages qu’on aurait modifié substantiellement. 
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Annexe 
au Guide de déontologie des journalistes du Québec 

Novembre 2010 
 
Les médias sociaux 
 
Les médias sociaux constituent un nouvel outil journalistique, invitant à l’exploration 
d’avenues inédites. Ce faisant, les journalistes doivent exercer le même discernement 
dans leur utilisation que dans l’ensemble de leur pratique. Les balises déontologiques 
établies par le présent Guide restent valides, voire plus pertinentes. 
La question de la séparation entre l'espace public et l'espace privé se pose ici avec plus 
d'acuité. La nature sociale de ces réseaux implique que chaque propos qui y est échangé 
peut devenir public. Et ce malgré la possibilité de paramétrer les réglages de 
confidentialité ou celle de séparer les comptes personnel et professionnel. 
Ce constat établi, rappelons que le présent Guide recommande aux journalistes d'éviter 
«tout comportement, engagement ou fonction qui pourraient les détourner de leur devoir 
d'indépendance, ou semer le doute dans le public» (Article 9). 
Cette recommandation vaut pour les opinions qui peuvent être exprimées à travers les 
différents médias sociaux. Le point 3d constitue à cet effet une recommandation sûre qui 
pourrait être résumée ainsi: un journaliste ne devrait jamais tenir dans les médias sociaux 
des propos qu'il ne tiendrait pas en ondes ou dans sa publication. 
D'autre part, la vélocité de ces réseaux ne doit pas faire oublier l'obligation de s'assurer de 
la véracité des faits (3a) et de les mettre en contexte (3b). Une rumeur ne peut être 
publiée (3e) et ne doit pas être relayée sur les médias sociaux selon les mêmes principes. 
Les réseaux encourageant le relais d'information, ce point doit rester à l'esprit en tout 
temps. 
Pour éviter le plagiat, il faut identifier la source d'origine de l'information diffusée (3h). 
Dans le cadre de son travail, le journaliste peut-être amené à rejoindre certains groupes 
ou personnes sur des réseaux sociaux. Il doit alors s'assurer de garder un rôle passif et de 
toujours être en mesure d'expliquer sa démarche journalistique. La nature de ces 
affiliations doit rester professionnelle quelle que soit la dénomination choisie par le 
réseau social en question (par exemple les "amis" sur Facebook). 
Les journalistes exercent leur métier à visage découvert, en s'identifiant comme 
journalistes (4). Le recours à des procédés clandestins est permis, mais doit rester 
exceptionnel (4a). 
Les journalistes doivent établir les règles de conversation sur les réseaux sociaux comme 
ailleurs (5b), y compris pour le "off the record". 
Le journaliste doit s'assurer de toujours être en mesure de protéger ses sources (6). Les 
réseaux sociaux ne permettent toutefois pas une protection complète. 
Ces quelques rappels ne visent qu'une chose: permettre aux journalistes de faire un usage 
éclairé des médias sociaux qui constituent une opportunité inédite d'enrichir le débat 
public. 
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