Overseas voters marketing campaign 2008
Objectives and target audience

The target audience for the campaign were UK citizens living overseas. The objectives for the campaign were to:
· To encourage British citizens living abroad to register to vote.

· To increase awareness and understanding of the arrangements for overseas voters in terms of how to register, eligibility, and options for voting.

Campaign Activity

· Online activity – was the largest part of the 2008 campaign following the success of the 2007 online activity. The Commission ran an online advertising campaign from 15 September to 30 November. The campaign involved advertising on websites targeted at British expatriates, the expat sections of UK newspaper websites (Guardian and Telegraph) and portals such as Yahoo. Search activity was IP-targeted so it would only be seen by people outside the UK, and display adverts were developed with an engaging, colourful style and emphasis on the ease of registration. 
· Poster and Leaflet campaign - the Commission, delivered posters and information leaflets about voter registration to embassies and consulates in 10 countries with the highest British expatriate populations.
· Press advertising - as a large number of UK citizens abroad are older people who may be less comfortable using the internet, activity was also undertaken in offline expat media in as many of the countries with the highest number of UK citizens as possible.

· Public relations - The Commission’s Media Team mailed out press releases to local expatriate media in different countries to publicise the campaign, and worked with embassies to feature information on embassy websites.
Results
· Our aboutmyvote website saw over 50% of all visits from outside the UK during the campaign period, compared to a baseline of 35% a week before the campaign. There were over 53,022 visits from outside Britain during the campaign. 
· 3,717 overseas voter registration forms were downloaded.

· There were nearly 30,000 ‘clicks’ on our online ads and search activity. Click-through rate for online display activity was 0.07% with a cost per click of £4.66.
· The campaign was featured in nearly 15 different expat publications/websites reaching approximately 2 million British expatriate readers
