2008 Local election and London Mayor and Assembly election campaign summary
Local elections

· Our tracking research showed positive levels of recognition and message-take out from the advertising, particularly amongst key under-registered audiences. There were more mixed results in terms of attitudes towards registration and elections.

· Call levels were similar to the 2007 campaign when the proportion of areas with elections was taken into account, with 4,800 calls compared to 10,000 in 2007. Analysis showed a strong response from the regions with most elections (Wales and North), primarily due to TV advertising.

· Online activity reached 13.7 million users, generating 106,000 clicks on the advertising 

· The Aboutmyvote website had 242,000 visits during the campaign, with 113,000 from Wales and England (outside London), and 44,000 registration forms downloaded.

· Nearly 300 texts were received in response to a small-scale test of ambient media. 

· PR coverage achieved included 100 items of coverage across press and broadcast, with a total circulation of roughly 3.8 million.
· Over 1,600 registration forms were completed as a result of field marketing amongst Black, Chinese and Polish communities, and 4,100 information leaflets were distributed.
London elections

· Tracking research showed that the overall campaign recognition was very strong. Television advertising was the leading source of spontaneous awareness but there were a number of other sources sighted.  There was also a considerable increase in awareness cited as a result of the London Elects Mayoral booklet.
· A total of 33,604 calls were received to the helpline which far exceeds any comparable Commission campaigns.  In fact, more than double the amount of calls were received for the London elections campaign than the 2005 General Election campaign.  
· There were 3805 items fulfilled from the call centre to customers.  The vast majority of these (3545) were the London-specific Register to vote leaflet.  Much of the remaining items (126) were postal vote applications.

· Along with the call centre number, campaign material also directed people to the London Elects website – londonelectsorg.uk – for further information and to download a registration form.  Some London users also accessed aboutmyvote.co.uk for this information, despite this site not being promoted through the campaign.

Throughout registration phase two and the election information phase there were a total of 342,254 visits to londonelects.co.uk.  As with seen with call centre response, this traffic far exceeds recent comparable Commission campaigns.
· This was the first year in which the Commission trialled a text response route.  Results were extremely encouraging in both phases.
· 1,436 texts were received in the registration phase

· 7,396 texts were received in the voter information phase

· PR coverage achieved included 72 items of coverage across press and broadcast, with a total circulation of roughly 1.8 million.
· There was mixed feedback as a result of field market activity. Polish work was most successful, with field marketers feeding back a relatively high level of enthusiasm, and a greater knowledge gap around eligibility and registration. Chinese activity was least successful.  Feedback from the field marketers suggested that this community were least comfortable with giving their personal information to people in the street or in a supermarket.
