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Dear , 
 

Our Ref: FOI 018/18 
 
Thank you for your email to the Electoral Commission dated 30 January 2018. 
 
The Commission aims to respond to requests for information promptly and has done so within the 
statutory timeframe of twenty working days. 
 
Your request is in bold below followed by our response.  
 
I am seeking information / documentation regarding the development of the marketing slogan 
‘Your Vote Matters’ in relation to the UK Electoral Commission and voting in UK elections. 
 
I would like to know when this was developed and by whom including any minutes of 
meetings / proposal documents. 
 
Of particular importance would be any discussion / documentation / research regarding the 
accuracy of this slogan. For example, was any research considered on the correlation 
between public opinion and public policy? In short, what factual evidence did the Electoral 
Commission use to support the slogan that voting has any impact on public policy? 
 
Our response is as follows: 
 
We hold some of the information you have requested.  
 
We developed our ‘Your vote matters’ campaign strapline in 2013 to support the transition to 
individual electoral registration (IER) in Great Britain from June 2014. 
 
As part of our preparation for this campaign we carried out extensive message testing with members 
of the public through focus groups carried out by Ipsos MORI. We published the results on our 
website. The following is the final recommendation from the executive summary (p7): 
 
Based on the findings of this research, the Electoral Commission are considering taking the following 
message to the creative development stage: Your vote matters. The way you register is 
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changing, so xxx. This will always be accompanied by an appropriate call to action, 
dependent on the audience. The qualitative research provides clear insight in to why this message 
has potential to engage and motivate audiences, particularly the non-confirmed: 
 

 It plays on the rights/duties theme considered most likely to have an impact given the positive 
tone and link between voter registration and voting; 

 It engages many with low awareness of the current system without appearing irrelevant to 
those already registered; 

 It has an inspirational tone appealing to younger audiences and reassures others that new that 
new generations are being encouraged to vote; 

 It is simple, short and clearly communicates change which will pique interest and could prompt 
people to find out more without bombarding and potentially confusing people with details; and 

 It introduces an element of logic which many participants called for. 
 
We did not conduct research into the impact of voting and public opinion on public policy because our 
campaign did not seek to make any claims in this regard.  
 
Assessing correlation between public opinion and public policy does not form part of our remit as set 
out in the Political Parties, Elections and Referendums Act 2000. 
 
We have searched for information on the decision making process in 2013 and identified a number of 
documents which are relevant to your query. 
 

1. Internal paper for the Electoral Registration Transformation Programme Board – 
Communications Strategy: Individual Electoral Registration (31 January 2013) 

 
This paper sets out our approach to planning for the transition, including our approach to establishing 
the most appropriate form of messaging. The most relevant section to your query is on page 11: 
 
The messages we develop will be tested extensively with the public to make sure they prompt the 
right response.  It is likely that the high-level messages contained within mass media communications 
will be simple and relevant to the action that everybody will need to take (e.g. ‘registering to vote is 
changing, look out for a letter telling you what to do’) and will provide a clear link to the action that the 
individual will need to take upon receiving the letter which will contain messages tailored to the 
specific action which they need to take (e.g. ‘registering to vote is changing, register for your postal 
vote by doing x’).   
 
… 
 
Our creative agency will develop the messages carried by these letters, which will be reinforced by 
local and national advertising messaging. They will draw on their insight of behaviour change and 
what motivates people, their experience of effective campaign messaging and understanding of 
audiences. As part of the message development process, we will be procuring a specialist agency to 
undertake research with representative focus groups. This will take place in spring 2013 and the 
results will inform the final messages, which we will make available in September 2013.   
 
http://skynet/dm/Programmes/individualregistration/ layouts/15/WopiFrame2.aspx?sourcedoc={BB1
DBCC9-841B-463D-908F-
955BA5B55DE2}&file=ERTP%20Communication%20Strategy%20(31%20Jan%202013).docx&action
=default&DefaultItemOpen=1 
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2. Internal paper for the Electoral Registration Transformation Programme Board – 

Communications Strategy Update (27 June 2013) 
 
This paper provides a further update on the progress of our preparations for the transition and 
includes a full list of messages tested, as provided by our then-creative development agency, DLKW 
Lowe. The following is from Annex 1 on page 7: 

Understanding  

“The biggest change to voter registration is happening.  Make sure you’re registered”  

“Voter registration is being modernised.  Make sure you’re up-to-date”  

Confidence  

“Voter registration is changing to make voting more secure”  

“Voter registration is changing to safeguard your vote.  Register as an individual and help us to make 
it more secure.”  

Rights  

“You vote as an individual, now you need to register to vote as an individual.”  

“Your vote matters, that’s why registering as an individual matters.”  

“Everyone’s vote counts.  So now everyone needs to register to voter individually”  
 
“Register as an individual and play your role for your country.” 
 
http://skynet/dm/Programmes/individualregistration/ layouts/15/WopiFrame.aspx?sourcedoc={8BF63
34A-3F0F-43AE-B0C9-
898758021520}&file=ERTP%20Board%20Communications%20Strategy%20update%20(27%20June
)-PREVIOUS.docx&action=default&DefaultItemOpen=1 
 

3. Implementation Panel paper on the results of the public message testing (14 August 
2013) 

This paper outlines the key conclusions of the message testing project and provides the following 
evidence in support of the Your Vote Matters strapline (p2): 

“Your vote matters. So making sure you’re registered matters too.”  

Research highlighted that "Your vote matters” was for many a strong line that grabbed their attention. 
It worked particularly well for younger participants who were excited about the prospect of voting, and 
some felt that it might entice unregistered people to register to vote. At the same time it was not 
alienating to older audiences.   

We found many participants did not clearly distinguish between the idea of voting and registering to 
vote, and the above message emphasises that they are two different actions. In addition, the ‘making 
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sure’ makes clear that you need to check whether you need to take action – important given that 
some will not need to take action.    
 
In addition, we believe by establishing voting as ‘mattering’, we can then connect this to a sense of 
missing or losing something – which was a particularly strong motivator for younger groups in 
particular.   
 
http://skynet/dm/Programmes/individualregistration/ layouts/15/WopiFrame.aspx?sourcedoc={B6FB
E42B-4255-4B32-81B3-
EE9B64AB4B48}&file=Implementation%20Panel%20Aug%2014%202013%20Paper%203.docx&acti
on=default&DefaultItemOpen=1  
 
 

4. Paper for the Electoral Registration Transformation Programme Board – 
Communications Strategy Update (29 August 2013) 

 
This paper sets out the full message testing process and the internal justification for following the 
results of the testing. The paper concludes on page 7: 

The findings show that for the overarching message to be motivating and clear to the public it needs 
to include the following three elements:  

 Voting matters (or other strong rights and personal responsibility motivator)  
 Change   
 Loss aversion   

We therefore recommend the following message:  

“Your vote matters. The way you register is changing, so…” 
 
 
http://skynet/dm/Programmes/ layouts/15/WopiFrame.aspx?sourcedoc={0F99EA8A-324F-460C-
A8DE-6ED04B4E4C69}&file=ERTPB-2013-08-29-Paper%205%20-
%20ERTP%20Board%20Communications%20Strategy%20update.docx&action=default&DefaultItem
Open=1 
 
 
I trust that this information satisfies your request. The Commission strives to be an open, transparent 
authority, but in some circumstances we cannot responsibly release requested information, and we 
ask for your understanding in this regard. 

If you are not satisfied with this response, please note that the Commission operates a review 
procedure, details of which can be found on the Commission website at: 
http://www.electoralcommission.org.uk/about-us/freedom-of-information-requests/how-do-I-make-an-
foi-request 

Please also note that if you have exhausted all internal Commission review procedures and you are 
still not satisfied you have the right to appeal to the Information Commissioner. Details of this 
procedure can be found on the ICO website: https://ico.org.uk/ 
 
Yours sincerely, 
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Information Management Adviser 
The Electoral Commission 
3 Bunhill Row 
London EC1Y 8YZ  
electoralcommission.org.uk 
yourvotematters.co.uk 
 
Twitter | Facebook | Blog 
 



Electoral Registration Transformation Programme Board  

(27 June 2013):   

Communications strategy update 

Purpose of the paper 

This paper is for information and provides an opportunity for the Board to ask questions 

and seek clarification on any aspect of the delivery of the joint Cabinet Office / Electoral 

Commission communication strategy it approved on 31 January 2013. 

The paper provides an update on the main elements of that strategy:  ERO public 

engagement plans, stakeholder engagement and public awareness.    A separate 

section on message testing is included as we are about to begin this work and it will 

affect all public facing elements of the programme. 

There is also an opportunity for Programme Board members to attend focus groups as 

part of the message testing and / or a debrief session afterwards (mid-August).  Details 

of how to do this are in section 6. 

Overall progress 

Progress against the original communication strategy was reviewed at a recent meeting 

with the Executive Director of Communication for the Government (Alex Aiken) and the 

Programme Risk and Assurance Board (18 June).  There are no significant concerns at 

present with the delivery of the strategy and we hope to resolve the current issues we 

have identified by the end of July (see section 5). 

We are currently in phase 1 of the strategy ‘Preparing for change’ (March to October 

2013).  The focus is on making sure that all those involved in the delivery of IER – 

particularly Electoral Registration Officers (EROs), their teams and the agencies we 

work with to deliver public awareness - are well briefed and clear about is expected of 

them during transition.    During the early autumn engagement with EROs and local 

government more broadly (politicians) will increase substantially.  The overall public 

awareness plan is established and further detail will be available during the autumn, 

including the results of message testing and the creative to be used for all public facing 

advertising. 

Phase 2 ‘Supporting change’ (December 2013 to May 2014) will see the focus on 

ensuring as many people as possible are registered under the current system during the 

canvass and through the public awareness planned in the run-up to the European 

election and local government elections in parts of England in May 2014.   Detailed 



plans will start to be put in place and materials prepared for engaging with the public 

during transition. 

From July 2014 we are in phase 3 ‘Delivering Change’ when engagement with the 

public about IER will begin. 

1.  Public engagement by EROs and their teams 

Development of guidance for EROs on planning public engagement is nearing 

completion.  The crucial part of this is to make sure guidance is in place for the 2013 

postponed canvass and planning for transition by the end of June.   We are on course 

to do this and there has been extensive engagement with EROs through national level 

working groups and with small groups or individually to make sure the guidance 

provides them with what they need.  A lot of the suggestions about format and content 

for the guidance and supporting resources have been as a result of these discussions.  

The guidance includes example tactics on how to target specific groups that are likely to 

be under-registered and / or not confirmed, including: students; homemovers; young 

people; attainers; mobile population; and black and ethnic minority groups. The 

guidance also includes details of the public engagement resources that EROs will 

receive from the Commission and when they can expect to receive them. These 

resources include template advertisements, letters to use in engaging partners, and 

template text to use in local public communications and with different audiences that 

reflect the findings of our message testing.  

A joint paper was sent to all Electoral Registration Officers from the Commission and 

Cabinet Office (February 2013) which set out what is expected of them and how / when 

to expect further information. 

As part of the Commission’s package of guidance and support, briefings for electoral 

administrators will be run in September to support EROs and their teams in planning for 

the transition, including with the development of their local public engagement strategies, 

with a second round of briefings to take place in January/February to support the 

delivery of the transition. Also, through our performance standards framework we will be 

monitoring the development of engagement strategies and implementation plans and as 

part of this will identify those EROs and their teams who would benefit from more 

targeted support, which will be delivered through the Commission’s teams across 

England, Scotland and Wales.  

Electoral Commission regional offices are working closely with Cabinet Office regional 

delivery teams to support EROs across Great Britain.  Electoral Commission Heads and 

Regional Managers are talking regularly to Regional Delivery Manager colleagues and 

are jointly arranging to attend existing regional meetings and set up support sessions for 

administrators where there appear to be gaps. 



Key milestones coming up: 

 Core IER guidance published (end September 2013). 

 Additional resources and templates available for EROs (available from October 

2013 through to February 2014, detailed schedule being prepared with input from 

EROs and their teams). 

 Engagement strategies completed by EROs (end November 2013). 

 

2. Stakeholder and partner engagement 

In addition to the work that EROs do locally with organisations in their area to target 

groups unlikely to be confirmed and / or registered, the Commission is putting in place a 

plan to work with national organisations who can support the transition to IER including 

voluntary organisations, community groups, political parties and employers.  Some of 

this work is already underway – including links with NUS and discussions with the 

political parties – and it will build on the existing relationships that the Cabinet Office 

and Electoral Commission have established on IER. 

 

 

 

The Commission is aiming to have a partnership marketing agency in place to take this 

work forward by mid-August, with a full strategy ready to implement by the end of 

September. The appointed agency will be responsible for managing and co-ordinating 

large-scale partnerships with organisations that are well placed to reach audiences 

most at risk of being absent from the register, or not reached by our public awareness 

campaigns. The agency will engage these partners to develop effective approaches, 

which could for example include working with charities to support people to register 

face-to-face; with large employers and institutions to raise awareness among staff and 

members; or with retailers to reach their customers.   

Wider stakeholder communication about IER is being co-ordinated through regular 

meetings between communication leads in the Commission, Cabinet Office ERTP and 

Cabinet Office Strategic Communications team.  A single grid capturing all related 

communications activity is kept regularly updated. 

Further work is also being done between the Commission and the Cabinet Office to 

ensure proper alignment of decision making and co-ordination of activity as we 

approach transition (as discussed at the Programme Risk and Assurance Board on 18 

June). 



3. Public awareness campaign 

Following approval of the joint Electoral Commission / Cabinet Office communications 

strategy at the Programme Board on 31 January the Commission’s public awareness 

plans for IER were agreed at the Commission Board in February.  Funding for the public 

awareness campaign development in 2013/14 has been approved by the Speaker’s 

Committee and in principle for the full campaign through to 2015/16. 

Detailed work on the public awareness campaign is underway.  The first main milestone 

is the development of campaign messages that we will be testing with the public from 

mid-July, which is explained in more detail below.  Creative development for advertising 

and branding for IER will follow. 

Key milestones coming up: 

 Creative agency develop potential approaches (August-Sept 2013) 

 Creative development research with public (October 2013) 

 Chosen creative route developed (Feb 2014) 

 Advertising templates provided for local authority use (Feb 2014) 

 Media plan developed (May 2014) 

 Campaign live (July 2014)  

Advertising will be selected. 

 

4. Message testing 

Our focus on message testing is on making sure that the messages we use across all 

IER communications are the ones people are most likely to respond to.   Our priority in 

doing this is to target the non-confirmed groups and get them to take action (during the 

write-out) to remain registered.  Based on the evidence from the data-matching pilots it 

is therefore particularly important to make sure the messages work for: 

 People in private rented accommodation 

 Those who have moved house in the last year 

 Students / young-people 

These groups all feature amongst those most likely to not be registered at all and we 

have in addition asked for any insights into how other under-registered groups, 

particularly those from a BME background, respond to the messages.   It is also 

important that the messages work effectively across the whole population – large 

numbers of people who aren’t confirmed will not fall into one of the categories described 

above - and the testing will ensure that they do. 



The message testing, which is being conducted by Ipsos Mori, will take place in 

Scotland, Wales and England in focus groups and depth interviews.   The focus groups 

will allow us to explore responses to the different messages,  while  

We will also use the message testing to gain as much further insight into other aspects 

of how the public will respond to IER so that this can inform the development of other 

aspects of our public engagement and public awareness plans. 

The messages we will be testing are based on those in the joint Cabinet Office / 

Electoral Commission Communication Strategy and have been developed further by our 

creative development agency (DLKW).  It is important that the messages which the 

public respond best to are used right across the IER programme in all public facing 

communication so we are sharing them widely before testing. They are included in 

Appendix 1 and we are in the process of receiving feedback from the Cabinet Office on 

them. 

The outputs from the message testing will be: 

 One message that will work best as an over-arching campaign message for all 

‘above the line’ and ‘below the line’ materials that the public receive – this is 

particularly important for the development of branding and for other 

communications that everyone will see, such as TV and radio advertising, or 

where it’s not possible to segment the audience. 

 Any messages that work particularly well for any or all of the groups likely to be 

over-represented amongst those not confirmed – this will help for 

communications where we are able to focus on particular audiences through, for 

example, targeted partnership marketing. 

 Insights and recommendations into a range of other issues that will help with 

campaign development, for example what will encourage people to take the 

required action, how we communicate on data-matching, how much information 

people want about the change. We expect these insights to inform public-facing 

communications provide by us, local authorities and other stakeholders. They will 

also be reflected in the resources we provide to local authorities.   

How the messages will be used 

 

5. Risks and Issues 

Timing and approach to the summer 2014 write out 

 Issue:  to maximize the impact of planned public awareness people need to 

receive their initial write-out letters in at most a four week window; it also needs 



to take place in July to avoid the poor response that would be expected from 

doing during August when people are often away from home. 

 Next steps:  discussions with Cabinet Office are ongoing and we agreed at the 

Programme Risk and Assurance Board (PRAB) that this would be resolved by 

the end of July to ensure the correct position can be reflected in Commission 

guidance to EROs. 

Digital route needs to be clarified 

 Issue: it is unclear at present whether or not people will be able to register to vote 

through websites other than directgov (this can be done through a process of 

‘skinning’ not visible to users i.e. embedding the registration process within the 

format of other websites). 

 Next steps:  discussions with Cabinet Office are ongoing but need a final 

decision by end July to inform guidance to EROs (also agreed at PRAB). 

Invitation to Programme Board members 

Any Programme Board members wishing to attend message testing focus groups would 

be very welcome.  We are making a similar offer to the administrator working group and 

the communications leads that we’ve been working with in local authorities on IER.  We 

will also be running a debrief session after the message testing which will make 

available to anyone involved in the programme who wishes to attend. 

If you are interested in attending please contact Lucy Calderwood 

(lcalderwood@electoralcommission, org.uk and on XXXX). 

  



Annex 1: Messages for testing 

Understanding 

“The biggest change to voter registration is happening.  Make sure you’re registered” 

“Voter registration is being modernised.  Make sure you’re up-to-date” 

Confidence 

“Voter registration is changing to make voting more secure” 

“Voter registration is changing to safeguard your vote.  Register as an individual and 

help us to make it more secure.” 

Rights 

“You vote as an individual, now you need to register to vote as an individual.” 

“Your vote matters, that’s why registering as an individual matters.” 

“Everyone’s vote counts.  So now everyone needs to register to voter individually” 

“Register as an individual and play your role for your country.” 
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Electoral Registration Transformation Programme Board  

(29 August 2013):   

ERTP Communications strategy update  

 

1 Summary of the paper  

1.1 This joint Cabinet Office and Electoral Commission paper provides an update on 
the main elements of the ERTP Board’s communication strategy for IER (agreed 31 
January). The paper also includes results from message testing with the public. We 
now have a clear over-arching public message for IER and seek approval from the 
ERTP Board for this: 

“Your vote matters. The way you register is changing, so…” 

This message would always be accompanied by a call to action, for example: 

 “…make sure you’re in. Look out for more information from your local council or 
go online at www.xxx.gov.uk to find out more.” This would be used as an overall 
call to action for all audiences (confirmed, non-confirmed and non-registered), for 
example in TV and radio advertising. 

OR 

“…don’t miss out. Look out for more information from your local council or go 
online at www.xxx.gov.uk to find out more.” This would only be used for the non-
confirmed audience, for example in the letter accompanying the registration form. 

1.2 The paper also sets out how the message will be used through our proposed 
channel strategy.    The strategy, and detailed plans for engaging particular audiences, 
will be developed further over the coming months with updates planned for the 
Programme Board sufficiently far ahead of plans being finalised to allow input. 

2 Public engagement strategy: message targeting 

2.1 The overall strategy to engaging the public is set out in the ERTP Communication 
Strategy (31 January). The main audiences that we need to reach are set out below and 
informed our approach to message testing: 
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 Non-confirmed audiences (approx. 10-15 million – we will know more from the 
confirmation dry run results). Our priority non-confirmed audiences are:1 

o Students 
o Recent home-movers 
o People in private rented accommodation 
o Under-registered audiences (approx 6-8.5 million)2: 19-24 year olds (and 

to a lesser extent 25-34 year olds), people from BME communities, recent 
home-movers, people living in rented accommodation (and to a lesser 
extent people living in social housing). 

2.2 It is also worth noting that significant numbers of people that are not confirmed or 
aren’t registered now will not be in one of the demographic groups mentioned above 
and we need to make sure they are reached as well.  For example, 14 per cent of 
eligible 35-54 year olds are not registered and while some of these may fall into other 
target groups (e.g. private renters) it is likely a significant proportion do not.  Conversely, 
significant numbers of the target audience will currently be registered and / or confirmed 
under IER (e.g. 54% of 17-24 year olds, or around 3 million people, are currently 
registered). 

2.3 There is a further range of audiences who are likely to have specific barriers to 
registering/voting, who need a more targeted approach. These may be people with 
particular disabilities or those whose living situation means they are less likely to be 
registered including those with limited mobility, people with a learning disability, people, 
with a hearing impairment, pre-attainers, EU/Commonwealth citizens, the non-digitally 
literate, Crown service employees, homeless people, travelers, prisoners on remand 
and house boat residents. 

2.4 These audiences will be targeted through our partnership marketing work, for 
example we will work with disability charities and community groups.  We are also 
encouraging this to be done at a local level in the guidance the Commission has given 
Electoral Registration Officers.  

3 Different phases of public engagement 

3.1 Public engagement will be split into the following stages: 

 Write-out (focus on unconfirmed) – July 2014 subject to write-out date 
confirmation 

                                                            
1 Electoral Commission evaluation report, data matching study (Electoral Commission, December 2012)   
2 ‘Great Britain’s electoral register 2011’ (Electoral Commission, December 2011), 
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 Pre-General Election (focus on unregistered and postal voters) – April 2015 

 Run-up to cut-off (focus on unconfirmed) – September to December 2015 (or 
December 2016 if transition extended) 

 Throughout transition (focus on both unconfirmed and unregistered through 
local public engagement plans and partnerships) 

3.2 Work is also being done pre-transition to maximise registration, including locally 
targeted campaigns during the annual canvass and a national campaign ahead of the 
May 2014 elections. Local authorities have also been asked to bid for funding to support 
activities aimed at increasing registration pre-July 2014.  This should increase the 
number of people that just need to confirm during transition.  However, this is not the 
focus of this paper as the public facing IER communications begin after ‘go live’ when 
action can be taken. 

3.3 The overall approach to targeting different audiences is set out in the channel 
strategy (Annex A).   

4 National ‘mass’ awareness messages 

4.1 To most effectively reach the maximum number of people within the demographics 
set out above, we will need to use some mass communication channels (TV, radio) that 
are seen by everyone – including a significant number of people who will be confirmed 
and therefore don’t need to respond.  Mass media channels will also have the benefit of 
reaching the large number of people who need to take action but don’t fall into one of 
the target categories. 

4.2 This is not a dissimilar challenge to the Commission’s current voter registration 
campaigns that are aimed at the 6-8.5m unregistered eligible electors.   While media 
consumption habits are changing, and for young people in particular online and social 
media is important, mass communication channels remain an effective way to reach the 
demographics we need to in significant numbers.  This needs to be supported by 
tailored ‘below the line’ messages telling people what they need to do and targeted 
communications aimed at particular sections of the public using other channels they are 
responsive to or through intermediary organisations we know they will respond to.  All of 
this thinking is built into the Communication Strategy and was, for example, reflected in 
the guidance the Commission gave Electoral Registration Officers in June. The thinking 
will also inform the information about messages to use with public in the September 
guidance from the Commission, and the range of template resources for direct use in 
local engagement, published in February 2014. 
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4.3 The challenge in terms of messages is to establish one message that particularly 
works for the demographic we’re targeting while not alienating or prompting a misplaced 
response from other sections of the public.  The advantage of a single over-arching 
message and brand is that it will also ensure that wherever people encounter messages 
about IER they are consistent with one another, avoiding confusion and increasing the 
likelihood of response.  Targeted messages will therefore need to avoid generating any 
confusion with the main message and, most importantly, drive the right response. 

 
5 Targeting by audience 

5.1 The Commission’s public awareness plans will reach these audiences through: 

 Media buying choices for the mass public awareness. This will involve identifying 
the most effective combination of approaches, advertising channels and timings 
to reach each audience. (Channel strategy completed November 2013; Media 
buying committed for write-out phase, April 2014) 

 
 Partner selections  (strategy agreed by 30 September) that allow communication 

with target audiences 

5.2 There will also be targeting of different audiences identified at a local level by 
EROs (see below for details). The Commission’s September guidance will emphasise 
the importance of using effective messages that are consistent with the  national public 
awareness campaign. 

6 Local targeting by Electoral Registration Officers (EROs) 

6.1 The Commission issued guidance to EROs in June on developing locally targeted 
public engagement strategies to reach the unconfirmed and under-registered groups in 
their areas.  We are asking them to use the results from the confirmation dry-run and 
other locally held data to identify the priority target audiences in their particular area and 
develop a strategy for reaching them using local media and advertising, partnership 
work and direct contact. We provided a public engagement strategy template, which 
covered target audience and communication approach identification, and asked EROs 
to submit their strategies for monitoring in October. Our June guidance included 
example tactic factsheets for reaching target audiences – and we will update these with 
other examples as they emerge. In September we will share our national partnership 
plans and will provide template FAQs to use in communicating with the public on IER.  

6.2 The example tactic factsheets published in June covered the following audiences: 
students, homemovers, young people, attainers, transient population and multiple 
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occupancy homes, black and ethnic minority groups, people with disabilities, over-75s, 
disengaged families, rural residents and those with concerns about the change. 

 
7 ‘Call to action’ messages 

7.1 The focus of engagement with the public is to get people to take the right action to 
make sure they remain on the register or are added to it.  It is about making this action 
more likely to happen, not informing or persuading people of the benefits of IER.  The 
action the public need to take varies during the different stages of IER and that will need 
to be reflected in the creative route we use for TV / radio and other ‘above the line’ 
communications (communications seen by many people at the same time).  Essentially 
these are as follows: 

 during the write-out we want people to read and respond to the letter they 
receive from their ERO in the way it is directing them – the overall message they 
receive needs to get them to do this 

 at other stages of transition, such as the run-up to the General Election, we will 
want people to go online to register or, if they can’t, get information from their 
ERO that gets them registered in hard copy – we need an action message that 
gets them to seek out the information they need. 

Our recommendations on these actions are set out later in the paper. 

7.2 ‘Below the line’ materials (communications that only that individual sees) will of 
course allow much greater tailoring, including isolation of those that are ‘confirmed’ from 
those that are ‘unconfirmed’.  A key part of this will be in the exact wording and 
presentation of envelopes, letters and forms that people receive during the write-out and 
then in follow-up.  Our approach to developing letters is set out in section 10. 

7.3 To further illustrate what this means in practice, the ‘above the line’ messages will 
need to include a single website and phone number to point people to, while ‘below the 
line’ material can point people directly to their local authority.  We will set up the online 
system and our central call centre to make this work operationally. 

8 Future milestones in the development of message and channel strategy 

August Workshop with Cabinet Office, EC, partnership marketing agency and 
communications planning agency to map out how each audience will 
be covered and identify overlaps 

 All agency briefing (Communications Planning, Partnership Marketing, 
Advertising) 
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September Communications Planning strategy agreed 

 Partnership Marketing strategy agreed 
 

 Creative development research brief agreed 
  
October ERO local public engagement strategies submitted and assessed by 

the Commission against ERO performance standards. We will aim to 
provide support as soon as practicable to enable EROs, where 
necessary, to make any changes to their stratege.. All feedback and 
initial support will be completed by no later than 6 December 2013, 
and we will continue to provide support beyond this date as required.  

  
November Full ERTP channel strategy complete, including: 

 Assessment of confirmation dry-run results including the 
insights they offer into the demographic of the ‘non-confirmed’ 
audience 

 Identification of any regional / local targeting required through 
national media buying (e.g. ITV regional weighting, press titles) 

 Specific partners identified for all target audiences 
 

 Creative development research takes place (see section 10) 
 

December Letter testing 
  
January  Production of advertising materials commences (TV, radio, online, 

print) 
  
March  Commission national media buying strategy and schedules finalised 
  
April  Commitment of media expenditure (for Write-out phase) 
  

 
9 Message testing 

Background and approach 

9.1 Message testing, which took place in focus groups and individual interviews 
between 15 July and 5 August, allowed us to explore responses to possible overarching 
messages and different aspects of the transition (e.g. the collection of personal data).  
Additionally, one of our key requirements was to understand the level of information 
people needed about the change to individual registration.  The research was 
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conducted in a way that allowed insight into the reaction of our key target audiences 
(e.g. students), as well as the general public. 

9.2 The messages we tested were based on those in the joint Cabinet Office / 
Electoral Commission Communication Strategy and have been developed further by our 
creative development agency (DLKW).  

Key findings  

9.3 The research was conducted by Ipsos Mori and is summarised in Annex B (the full 
report will be circulated separately under separate cover to Programme Board 
members).  The findings show that for the overarching message to be motivating and 
clear to the public it needs to include the following three elements: 

 Voting matters (or other strong rights and personal responsibility motivator) 
 Change  
 Loss aversion  

9.4 We therefore recommend the following message: 

“Your vote matters. The way you register is changing, so…” 

This message would always be accompanied by a call to action, for example: 

 “…make sure you’re in. Look out for more information from your local council or 
go online at www.xxx.gov.uk to find out more.” This would be used as an overall 
call to action for all audiences (confirmed, non-confirmed and non-registered), for 
example in TV and radio advertising. 

OR 

“…don’t miss out. Look out for more information from your local council or go 
online at www.xxx.gov.uk to find out more.” This would only be used for the non-
confirmed audience, for example in the letter accompanying the registration form. 

Example tailored calls to action and messages for specific audiences, including for 
phase 2 (general election), can be found in Annex A. 

How and where the key message will be used 

9.5 This message will be expressed differently depending on where it appears – it may 
not appear verbatim as written here - but it will be reflected in all public facing 
communications about IER.  Specifically it will: 
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 Form the basis for the creative development of the national advertising campaign 
for the write-out, general election and the final run-up to the cut-off  

 Form the basis for all main advertising templates provided to EROs 
 Inform the content of all letters to the public about IER (e.g. the header for the 

letter and the introductory sentence used to gain recipient attention)   
 Form the basis for the IER public facing branding 
 Be shared with all partner organisations as a recommended basis 

communication with their audiences, but understanding they may wish to adapt it  

9.6 The Commission will now work with their creative agency and the Cabinet Office to 
further develop messages targeted at specific audiences.  Using these messages the 
Commission’s partnership marketing agency we will then create resources targeting 
‘hard to reach’ groups that partners can use and will also be made available for EROs to 
use locally. 

Other findings and insights from the message testing 

9.7 The research also highlighted a number of messages which were not helpful for 
the public (e.g. security) and which pieces of information worked particularly well for 
certain audiences. For example the idea that registering to vote may improve your credit 
rating was a strong motivator for younger audiences.  

9.8 We found that some ‘key facts’ that we had expected to cause concern, for 
example the provision of NI numbers, were not seen to be a problem. These findings 
are summarised in Annex B and will inform the development of public facing materials 
(e.g. FAQs, website content) and guidance to EROs. 

10 Update on other elements of the Communication Strategy 

Creative development  

10.1 The creative development process will include the development of creative routes 
which aim to deliver key messages to citizens about IER. It will also include developing 
IER branding to create a recognisable look and tone to all public facing IER 
communications. This will increase the likelihood that people will respond to IER 
communications wherever they appear in advertising, as well as providing credibility 
and recognition to ERO tools and resources.  

10.2 The creative routes will go through rigorous qualitative testing to establish which 
creative approach works most effectively with key audiences. We will test creative 
routes in November 2013, with production of the main creative outputs for use by 
partners (e.g. template posters, branding, letters etc) in January-February 2014.   Other 
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creative outputs, including radio and TV advertising, will follow in time for the campaign 
launch in July 2014. 

Partnership marketing 

10.3 The Electoral Commission has procured a specialist partnership agency (’23 Red’) 
to support IER. 23 Red will be responsible for managing and coordinating large-scale 
partnerships with organisations that are well placed to boost overall confirmation rates 
and reach key audiences most at risk of being absent from the register. The partnership 
agency will work closely with the Electoral Commission to ensure that development of 
work complements pre-existing partnership relationships that both Electoral 
Commission and Cabinet Office currently maintain, as well seeking to enhance and 
coordinate new opportunities to deliver IER messages at our target audiences. A more 
detailed scope of work is being developed with input from Electoral Commission and  
Cabinet Office. The agency will undertake a mapping process to identify appropriate 
partners to reach the target audiences, including those facing barriers to registering. 
This activity is subject to resources and will include an evaluation of effectiveness. 

Letter testing 

10.4 The Electoral Commission intends to carry out user testing of letters with the public 
(informed by the results of the message testing) along with other materials they will 
receive (i.e. the envelope and form). We have had preliminary discussions with the 
Behavioural Insights Team based at the Cabinet Office and before developing the 
letters and establishing how to test them we will seek their input to our proposed 
methodology. Additionally, understanding from the confirmation dry run (and the insight 
of which priority audiences to test letters with) will be reflected within this testing.   We 
will focus our testing on the letters that it is most important to receive a response to (i.e. 
those not confirmed), rather than aiming to cover all possible permutations. 

10.5 This testing will take place in late 2013 and will help to ensure: 

 The order and length of information is optimal to enable immediate 
understanding, and minimise confusion 

 The tone and language used enables easy comprehension of any action required, 
and what recipients need to do next 

 Letters meet the information needs of multiple key audiences 
 Responses of recipients receiving different letters to other household members 

are understood and mitigated against within copy  

10.6 The ERTP Board will be updated on progress of partnership marketing, creative 
development and letter testing in future Communication papers.  
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10.7 We will set out our approach to letter testing to the ERTP in more detail in autumn 
2013.  

11 Cabinet Office and the Electoral Commission Joint Working 

11.1 The Cabinet Office and the Electoral Commission met on 1st August for the first 
fortnightly Joint Communications meeting that evolved from existing monthly meetings 
and the weekly sharing of a joint communications calendar. The meeting enables the 
Cabinet Office and the Electoral Commission to share their respective IER 
communications plans and ensure theyare in line with the agreed ERTP joint 
communication strategy. It is being used to identify opportunities to promote voter 
registration or explain IER to stakeholders / media that might otherwise be missed, and 
to make sure that any communication to stakeholders – particularly local authorities, 
EROs and their teams – is co-ordinated.  We are also using the meetings to identify ‘live’ 
issues we are picking up in feedback from Regional Delivery Managers and the 
Commission’s regional offices where a short, quick communication to EROs and 
administrators will help to address emerging concerns or correct ‘myths’. 

11.2 Extensive engagement plans with EROs and their teams are being delivered 
locally by the Cabinet Office’s Regional Delivery Managers and Electoral Commission 
Regional Offices. 

11.3 A key milestone for explaining the joint Communication Strategy and winning the 
support of those who’ll need to help deliver it locally will be the AEA conference on 11 
September.  Alex Robertson will be presenting the overall strategy and Liz Reed 
(Electoral Services Manager,  Coventry) will set out what they are planning to do locally 
to engage the public, including using existing data and the confirmation dry-run results 
to target the right audiences. 

12 Next Steps: 

12.1 Subject to ERTP Board approval for the proposed over-arching message we 
will continue with our plans as set out in section 10. 

12.2 A regular report on delivery of the ERTP communication is being presented jointly 
by the Electoral Commission and Cabinet Office to the Implementation Panel.  Further 
updates are scheduled for the ERTP Board on: 

 Presentation of full ERTP channel strategy (November 2013) 
 Progress update against joint Cabinet Office / Electoral Commission 

communications strategy (January 2014) 
 Update on media buying plans prior to commitment of expenditure (April 2014) 
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out’, online registration, modernisation, improved credit rating 
 Tailored messages as per partnerships strategy 

 
 

 
Home movers and renters 

 

Overarching message:  
“Your vote matters. The way you register is changing, so…” 
 
Call to action phase 1: 
“…don’t miss  out.  Look  out  for more  information  from  your  local  council  or  go  online  at 
www.xxx.gov.uk to find out more.” 

 
Call to action phase 2: 
“The general election is on 7 May 2015. Register online at XXXX or call XXX for more 
information”” 
 
Supporting messages to be developed on the following themes: 

 Improves credit rating, modernisation, online registration 
 Tailored messages as per partnerships strategy 

 
 

 
 Online – key channels include 

tactical online opportunities e.g. 
serve ads to Amazon users that 
have recently changed their 
delivery address, Zoopla, Gumtree 

 Partnerships with relevant home 
moving sector organisations, 
estate agents etc 

 Out of home near to locations 
frequented by homemovers e.g. 
IKEA 

 Radio 
 Partnerships with home moving 

sector organisations 
 ERO local targeting where 

prioritised 
 

 
BME 
 

Overarching message: 
“Your vote matters. The way you register is changing, so…” 
 
Call to action phase 1: 
“…make sure you’re in. Look out for more information from your local council or go online at 
www.xxx.gov.uk to find out more.” 

 
Call to action phase 2: 
“The general election is on 7 May 2015. Register online at XXXX or call XXX for more 
information”” 
 
Supporting messages to be developed on the following themes: 

 Tailored messages as per partnerships strategy 
 

 

 Regionally target community areas 
with out of home 

 Community press titles 
 TV channels  
 Community websites  
 community radio stations  
 Digital banners 
 Social media 
 Partnership with relevant 

community groups/events 
 ERO local targeting as prioritised 
 Write out letter and canvassing 
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Frequent Travellers 

 

Overarching message: 
“Your vote matters. The way you register is changing, so…” 
 
Call to action phase 1: 
“…make sure you’re in. Look out for more information from your local council or go online at 
www.xxx.gov.uk to find out more.” 

 
Call to action phase 2: 
“The general election is on 7 May 2015. Register online at XXXX or call XXX for more 
information”” 
 
Supporting messages to be developed on the following themes: 

 ‘make sure you have your say’ 
 Tailored messages as per partnerships  strategy 

 
 

 Heavy consumers of newspapers, 
magazines, Out of homeand radio 

 Tactical placements at transport 
hubs 

 Partnerships with trusted overseas 
intermediaries 

 Digital (potentially targeting 
through IP addresses) 

 
Non‐English Speakers 

 

Overarching message: 
“Your vote matters. The way you register is changing, so…” 
 
Call to action phase 1: 
“…make sure you’re in. Look out for more information from your local council or go online at 
www.xxx.gov.uk to find out more.” 

 
Call to action phase 2: 
“The general election is on 7 May 2015. Register online at XXXX or call XXX for more 
information” 
 
Supporting messages to be developed on the following themes: 

 Registering as a ‘route to belonging’ for those new to the UK 
 Tailored messages as per partnerships  strategy 

 
 

 Community press titles  
 Partnership with relevant 

community groups 
 ERO local targeting where 

prioritised 

Overseas Electors 

Overarching message: 
“Your vote matters. The way you register is changing, so…” 
 
Call to action phase 1: 
“…make sure you’re in. Look out for more information from your local council or go online at 

 Digital display using BBC, AOL, 
MSN and search to overseas users 
with UK accounts (where relevant) 

 Partnerships with trusted overseas 
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www.xxx.gov.uk to find out more.”

 
Call to action phase 2: 
“The general election is on 7 May 2015. Register online at XXXX or call XXX for more 
information” 
 
Supporting messages to be developed on the following themes: 

 Did you know you can register to vote in the General Election if you were registered 
in the UK in the last fifteen years 

 Now you can register to vote online 
 ‘having your say’ in the future of your home country 
 Tailored messages as per partnerships  strategy 

 
 

groups and FCO
 Extensive work with political party 

overseas groups 

Welsh Language 

Overarching message: 
“Your vote matters. The way you register is changing, so…” 
 
Call to action phase 1: 
“…make sure you’re in. Look out for more information from your local council or go online at 
www.xxx.gov.uk to find out more.” 

 
Call to action phase 2: 
“The general election is on 7 May 2015. Register online at XXXX or call XXX for more 
information”” 
 
Supporting messages to be developed on the following themes: 

 Tailored messages as per partnerships  strategy 
 

 

 Heavy consumers of newspapers 
and radio 

 Medium consumers of TV and 
OOH 

 Welsh language press and TV  
 radio stations (such as First Radio 

Wales, Real Radio Wales, Capital 
South Wales) 

 Posters bought regionally 
 ERO advertising templates 

supplied in Welsh 
 Write out letter and canvassing 
  

 
Service Voters 

 

Overarching message: 
“Your vote matters. The way you register is changing, so…” 
 
Call to action phase 1: 
“…make sure you’re in. Look out for more information from your local council or go online at 
www.xxx.gov.uk to find out more.” 

 
Call to action phase 2: 

 Working with MoD 
 Direct information pack provision 

to units 
 Forces radio and press titles 
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“The general election is on 7 May 2015. Register online at XXXX or call XXX for more 
information” 
 
Supporting messages to be developed on the following themes: 

 Individual right to vote, personal responsibility, civic duty, ‘play your role for your 
country’ 

 Tailored messages as per partnerships  strategy 
 

 

Attainers (16‐17 yr olds) 

Overarching message: 
“Your vote matters. The way you register is changing, so…” 
 
Call to action phase 1: 
“…don’t miss  out.  Look  out  for more  information  from  your  local  council  or  go  online  at 
www.xxx.gov.uk to find out more.” 

 
Call to action phase 2: 
“The general election is on 7 May 2015. Register online at XXXX or call XXX for more 
information”” 
 
Supporting messages to be developed on the following themes: 

 Individual right to vote, personal responsibility, take action now to make sure you 
can vote when you turn 18. 

 Tailored messages as per partnerships  strategy 
 

 

Heavy exposure to the internet, out of 
home media and cinema 
 TV ‐ Key channel are E4  
 Video on demand 
 Radio / digital radio – key channels 

Kiss 100 and Bauer/Capital radio 
stations 

 Social media – Twitter, Facebook 
 Digital banners 
 Partnerships and community work, 

including maximising registration 
lesson plan 

 ERO local targeting where 
prioritised 

 Write out letter and canvassing, 
and to parental home 

 

Postal and proxy voters 

Overarching message: 
“Your vote matters. The way you register is changing, so…” 
 
Call to action phase 1: 
“…make sure you’re in. Look out for more information from your local council or go online at 
www.xxx.gov.uk to find out more.” 

 
Call to action phase 2: 
“… don’t miss out on your postal vote at the general election. Register online at XXXX or call 
XXX for more information”” 
 

 ERO local targeting 
 Online 
 Radio 
 Write out letter and canvassing 
 Work with political parties 
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Supporting messages to be developed on the following themes:
 Register individually to retain your postal vote for the 2015 general election 
 Tailored messages as per partnerships  strategy 

 
 

Older people 

Overarching message: 
“Your vote matters. The way you register is changing, so…” 
 
Call to action phase 1: 
“…make sure you’re in. Look out for more information from your local council or go online at 
www.xxx.gov.uk to find out more.” 

 
Call to action phase 2: 
“The general election is on 7 May 2015. Register online at XXXX or call XXX for more 
information” 
 
Supporting messages to be developed on the following themes: 

 Individual right to vote, personal responsibility, ‘your vote counts’ 
 Tailored messages as per partnerships  strategy 
 Availability of phone line so not put off thinking only registration option is online 

 
 

 TV
 Radio 
 Provision of paper registration 

forms 
 ERO local targeting where 

prioritised 
 Magazines and newspapers 
 Partnership for groups facing 

barriers 
 Write out letter and canvassing 

Multiple occupancy – e.g. 
care homes 

Overarching message: 
“Your vote matters. The way you register is changing, so…” 
 
Call to action phase 1: 
“…make sure you’re in. Look out for more information from your local council or go online at 
www.xxx.gov.uk to find out more.” 

 
Call to action phase 2: 
“The general election is on 7 May 2015. Register online at XXXX or call XXX for more 
information” 
 
Supporting messages to be developed on the following themes: 

 Help available to people and how to get it 
 Individual right to vote, personal responsibility 
 Tailored messages as per partnerships strategy 

 ERO local targeting where 
prioritised, for example direct 
contact 

 Partnership with larger private 
providers 
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Multiple occupancy – e.g. 
HMOs, halls of residence 

Overarching message: 
“Your vote matters. The way you register is changing, so…” 
 
Call to action phase 1: 
“…don’t miss  out.  Look  out  for more  information  from  your  local  council  or  go  online  at 
www.xxx.gov.uk to find out more.” 

 
Call to action phase 2: 
“The general election is on 7 May 2015. Register online at XXXX or call XXX for more 
information”” 
 
Supporting messages to be developed on the following themes: 

 Individual right to vote, taking personal responsibility, loss aversion e.g. ‘don’t miss 
out’, online registration, modernisation, improved credit rating 

 Tailored messages as per partnerships  strategy 
 

 

 Partnerships with NUS, admissions 
services and private providers 

 As above for students 

Those facing barriers to 
registration, including 
people with physical 

disabilities, those with low‐
literacy levels, hearing 
impaired, non‐digitally 

literate.  

Overarching message: 
“Your vote matters. The way you register is changing, so…” 
 
Call to action phase 1:  

 Tailored CTAs dependent on audience and channel 

Call to action phase 2: 
Tailored CTAs dependent on audience and channel 
 

Supporting messages to be developed on the following themes: 
 Tailored messages as per partnerships  strategy focussing on support available to 

overcome perceived barriers 
 

 

 Partnerships with voluntary and 
community organisations 

 ERO local targeting where 
prioritised, for example through 
local authority care and support 
services 

 Write out letter and canvassing 

Highly disengaged groups, 
including NEET (not in 
education or training), 

Overarching message: 
“Your vote matters. The way you register is changing, so…” 
 
 

 Partnerships with voluntary and 
community organisations, such as 
job clubs 

 ERO local targeting where 
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Call to action phase 1:
 Tailored CTAs dependent on audience and channel 

Call to action phase 2: 
 Tailored CTAs dependent on audience and channel 

Supporting messages to be developed on the following themes: 
 Individual right to vote, personal responsibility. 
 Tailored messages as per partnerships  strategy; expect motivating messages to be 

best developed and delivered by trusted intermediaries

prioritised, for example through 
local authority services contact 

 Write out letter and canvassing 

Those whose lifestyle 
affects ability to register, 
including  travellers and 

homeless people, prisoners 
on remand, 

Overarching message: 
“Your vote matters. The way you register is changing, so…” 
 
Call to action phase 1:  

 Tailored CTAs dependent on audience and channel 

Call to action phase 2: 
 Tailored CTAs dependent on audience and channel 

 
Supporting messages to be developed on the following themes: 

 Individual right to vote, ‘have your say’ 
 Tailored messages as per partnerships  strategy 

 

 Partnerships with voluntary and 
community organisations 

 ERO local targeting where 
prioritised, including direct contact 

 

*There may be other audiences that need to be targeted at a local level and this table will be developed further as set out in the main paper (e.g. to reflect the 
confirmation dry-run results).
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Annex B 

Ipsos MORI message testing executive summary  
Ipsos MORI was commissioned by the Electoral Commission to conduct qualitative research to test a number of key 
messages and key facts around the launch of the individual electoral registration system (IER) in Great Britain (GB). The 
three main research objectives were: 

a) To find which one message would work best overall for all audiences (including confirmed, non-confirmed and 
non-registered). This would help to inform the overall campaign message for mass media e.g tv advertising, which 
cannot be targeted by audience 

b) To find which message worked best for particular key audiences, where the research showed that this 
segmentation was possible. The priority was to discover which message worked as a motivator to take action 

c) To elicit feedback on a range of issues around IER, including the level of understanding of the change, what data 
matching is, and what kind of extra supporting information people asked for. This was to help inform how the 
Electoral Commission should communicate on these issues in other media for example the write-out letters, 
targeted partnership marketing work, and website content. 
 

The fieldwork, which took place between 15 July and 5 August, was qualitative; consisting of twelve focus groups in seven 
locations across GB and 14 depth interviews with respondents from hard-to-reach groups3. Participants were presented 
with seven messages, an ’IER key facts’ document, and a flowchart setting out the different scenarios during the write-out 
– confirmed, non-confirmed and non-registered. 

Messages were tested under three themes – Confidence, Understanding and Rights.  Seven early stage messages were 
tested in an initial phase of fieldwork and refined in the second, with two messages dropped and two new ones introduced. 
In addition, the call to action “look out for your letter” was added to all messages in the second phase. 

This executive summary highlights the key findings of the research. 

General findings on overarching message 

Positive messages relating to Rights hold most potential to result in people taking action either directly by registering or 
indirectly by seeking further information.  Your vote matters was a powerful call to action for those persuaded by the tone 
of civic pride and social responsibility and was one of the few messages that might motivate without an explicit call to 
action.  Look out for your letter was a more explicit call to action and held potential as it also provided reassurance that 
more information was available.  However, many thought the message should also point them to online and telephone 
channels given that letters go astray and not everyone will be sent a letter during the transition to IER.  Voter registration 
is being modernised attracted attention, especially among younger participants who assumed this meant registration 
was going online, but did not work as a standalone prompt to engage people. Suggesting that the system might be easier, 
more convenient and quicker might be a more persuasive and direct message. There was consensus across all groups 
that the Confidence theme was not sufficiently positive to spark interest or prompt action, moreover references to 
safeguarding and make voting more secure led to concerns over the current system.  The research points to mileage in 
a couple of other themes.  Several, often younger participants, suggested more be made of the individual responsibility 
for registration, playing on their increasing independence.  Others, often older and currently registered, called for more 

                                                            
3 Hard to reach groups included: the elderly, attainers (16‐17 year olds), people with English as a second language and people with learning 
disabilities. 
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practical and instructive messages clearly stating the action they needed to take and the consequences of non-
compliance. 

Audience specific findings on key messages 

Recent movers and private renters – overall, they are similar in outlook to others of the same age and social grade (see 
general preferences below). There is some additional appetite for hearing about the ancillary benefits of IER, for example 
the potential for improved credit scores beneficial for landlord credit checks, etc. 

Students – often lack awareness and understanding of the current registration system and rely on parents to register them.  
Hence messages around changes are not always comprehended.  Few moved their voter registration from their parents’ 
address to student or shared occupancy accommodation given concerns about data security in shared households.  
Messages relating to civic rights and duties were more engaging and the prospect of being able to register online had the 
potential to motivate.   

English as a second language – a diverse group from a range of cultural backgrounds, tended to prefer simpler messages 
clearly communicating that change is afoot and what to do.    

Attainers – strong supporters of Rights/Duties messages but similar to students in their current low awareness and 
dependence on parents for registration.   

People with learning disabilities – not a homogenous group, many other issues impact on comprehension of messages 
and engagement with registering, for example low literacy and lack of confidence filling our official forms.  Support is 
needed from trusted advocates in order for many to navigate the registration process.   

Elderly – few worried that a change will impact their ability to vote.  Some were concerned about implications of online 
system if it were to be mandatory.  Many showed support for Rights messages and believed they would motivate younger 
audiences. They also felt messages threatening fines for failing to provide information when registering might be effective 
for those who cannot be motivated otherwise to register.  

Findings on IER key facts document and flowchart 

People’s understanding of the actions required of them      

The majority of participants assumed they would be matched by the DWP database and therefore would not need to re-
register.  Exceptions to this were those not in work, including students and attainers whose understanding of the system 
was poorer and belief in the matching process is relatively weak – and of course, those who were not currently registered.  
Most understood the key facts of the change without confusion.  However the reference to retaining a vote in 2015 
regardless of re-registering was felt by many to diminish the power of the call to action and led to doubts over the 
necessity and urgency of a change to the system.  Participants who had paid attention to the detail in the flowchart about 
the different ‘routes’ to registration also worried that not everyone would receive an initial letter and they suggested that 
any communication mentioning ‘Look out for your letter’ would need to be well targeted so that people were not left 
expecting a letter as a prompt to take action. 

Audience understanding of IER 

Initial reactions to IER often included concerns about the amount of paperwork it would require of individuals and doubts 
whether the new system would be any less bureaucratic or more streamlined than the current.  Many worried about 
people ‘falling off the register’ who were previously registered by others, usually younger people.  Low awareness of the 
existing system made it difficult for many to react meaningfully to proposed changes as they had little point of comparison 
– this was especially true of those not currently registered to vote, but also relevant for those who relied on others to 
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register for them (young people).  More engaged participants raised the point that you are effectively registered as an 
individual under the current system, even if the registration form is filled out on your behalf, and that you currently vote as 
an individual, therefore the change in the new system was not sufficiently clear simply by reference to  ‘individual 
registration’.  Almost no-one saw an immediate link between the new system and increased security, not least because 
there was confusion around what security meant (privacy of your vote itself or security against identity fraud).   

Responses to IER benefits were often divisive.  Ancillary benefits such as improved credit ratings attracted the attention of 
younger groups and were pleasantly surprised to learn about this.  Whereas older participants saw nothing new in this 
and in some cases felt advantages like this were off-topic and should not be used to call people to action.  Similarly 
divisive were benefits relating to ‘playing a role for your country’ as more cynical participants often questioned the reality 
of this and rejected anything which appealed to voting spirit, whereas younger participants often latched on to this as a 
more inspiring prospect.  Options for online registration were welcomed across the board and could be brought out more 
strongly in IER messaging as it is modern, and convenient for those who desire it.        

Level of demand for explanations of the change 

Most participants were more concerned with what practical action they needed to take, rather than the reasons for the 
change. However they did want reassurance that they would be able to access (or be provided with) relevant information 
easily. Therefore there is a balance to be struck between ‘information overload’ and making sure that more information 
about the change itself and the reasons behind it, is available if people want to find it – for example in website text or letter 
content’.  Other priorities were around reassurance that anyone not receiving a letter or confirmation that they have been 
matched under the new system will be able to access guidance and will not fall off the register or miss the chance to 
register for the first time.  Despite the fact messages around security lacked appeal and potential to motivate, participants 
did want more information about how the new system guaranteed greater security and reduced opportunities for electoral 
fraud.   

Channels for information about changes to the system 

Participants mentioned Direct.Gov as a go-to place for government related information and services, which they would 
trust to give them accurate information and signposting for things such as voter registration. Others (usually older 
participants who were aware of the role of local councils in curating the electoral roll) suggested their local council would 
be best placed to serve the needs of local residents and respond to queries about the new system – either over the phone 
or via their website. This group also praised the work of canvassers in raising awareness about voter registration. 
Students felt that it would be helpful in raising awareness to do promotional activity in places such as student unions and 
campuses. It was clear from our interviews that people with learning disabilities will need communications to come 
through trusted specialist advocates used to working with this audience. The option of online registration was welcomed 
by many although there was little consensus on which site was most appropriate to host the new system. It may therefore 
be helpful to place links to voter registration sites on a number of different portals.    

Implications of change for the unconfirmed 

The flow chart and accompanying materials made it relatively clear to participants what the implications of the change 
would be for unconfirmed voters. Some felt that one implication of the new system might be a drop in the proportion who 
are registered to vote amongst young people and others who need help with registration.  Others wanted clarification on 
what would happen if people did not receive a letter indicating they had not been matched and need to register.  

Attitudes towards data matching 

A vocal minority of participants were uncomfortable with the prospect of government databases unifying their personal 
information but most were comfortable with the use of DWP data believing it would ease the transition to IER. Younger 
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participants were particularly supportive of seeing the potential to reduce “hassle” of form filling.  A few participants talked 
of a “big brother state” but this was by no means a majority. However, while many were happy with the data matching 
process, some were unsure about why it was necessary to validate individual registrations. A common concern was that 
individuals may be de-registered through no fault of their own.  
 
Penalties for non-compliance 

Very few participants were aware that failing to provide information, or knowingly providing false information, on an 
electoral registration form was punishable by a fine. Reactions were mixed, with some suggesting that it be used as a 
“stick” to drive registration, others feeling a fine for this was unwarranted.  Some reacted particularly badly assuming the 
fine was for failing to vote.  
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Implementation Panel  

(14 August 2013):   

Public message testing: Review of results and conclusions drawn 
from the Individual Electoral Registration (IER) message testing and 
plans for the future public engagement strategy 
 
1.   Purpose of the paper  

This paper outlines an update of message testing results conducted in July 2013. This 
paper also provides qualitative message testing results (detailed within Annex A) and 
message recommendations as well plans for the future public engagement 
strategy. An additional verbal update will be included in the Implementation Panel 
meeting on August 14th.   

 

2.  Message testing 

Background and approach: 

Message testing was carried out with the public in July 2013 in order to explore 
responses to both individual messages about IER and the different factual aspects of 
the transition (e.g. the collection of personal data). We also used the message testing to 
gain further insight into how the public will respond to IER so this can inform the 
development of our public engagement and public awareness plans. A further key 
requirement was to understand the level of information people needed about the 
change to individual voter registration.   

The messages we tested were based on those in the joint Cabinet Office / Electoral 
Commission Communication Strategy and have been developed further by our creative 
development agency (DLKW).  For further details on methodology and full results 
please see Annex A.  

 

3. Developing an overarching message   

Key findings: 

Research findings were inconclusive in establishing a clear ‘winner’; however we did 
gain very clear insight on message themes, and on which messages had the broadest 
appeal. Based on the findings, we believe the following message to be the most 
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compelling overarching message to underpin future creative development for public 
awareness:  

Key message approach for IER: 

 “Your vote matters. So making sure you’re registered matters too.” 

Research highlighted that "Your vote matters” was for many a strong line that grabbed 
their attention. It worked particularly well for younger participants who were excited 
about the prospect of voting, and some felt that it might entice unregistered people to 
register to vote. At the same time it was not alienating to older audiences.  

We found many participants did not clearly distinguish between the idea of voting and 
registering to vote, and the above message emphasises that they are two different 
actions. In addition, the ‘making sure’ makes clear that you need to check whether you 
need to take action – important given that some will not need to take action.   

In addition, we believe by establishing voting as ‘mattering’, we can then connect this to 
a sense of missing or losing something – which was a particularly strong motivator for 
younger groups in particular.  

We have carefully reviewed the extent to which ‘change’ is key to an overarching 
message. We recognise that ‘change’ is an important element of Individual Electoral 
Registration and expect it to be explicitly communicated where appropriate. However for 
public awareness, in order to understand that the change in the registration process 
‘matters’, audiences must first buy-in that voting itself matters to them.  

We do not anticipate “Your vote matters. So making sure you’re registered 
matters too.” to necessarily feature, with this exact wording, as a strapline within 
a creative execution, but to inform creative messages that focus on getting 
people to take the required action.  

Call to action messages  

These are examples only of the types of call to action we will use in actual creative 
executions. 

Write-out call to action: 

“Look out for information from your local authority to see if you need to do 
anything, or go online at XXXX or call XXXX to find out more.” 

Call to action after the write out: 
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“The general election is on 7 May 2015. Register online at XXXX or call XXXX for 
more information.” 

 

How and where the key message will be used 

This message will be expressed differently depending on where it appears but it will be 
reflected in all public facing communications about IER.  Specifically it will: 

 Form the basis for the national advertising campaign for the write-out, general 
election and the final run-up to transition end  

 Form the basis for all main advertising templates provided to EROs 
 Inform the content of all letters to the public about IER (e.g. the header from the 

letter and the introductory sentence used to gain recipient attention)   
 Form the basis of templates supplied to EROs for the IER public facing branding 
 Be shared with all partner organisations as a recommended basis 

communication with their audiences 
 

Next Steps:  

We will now work with our creative agencies and Cabinet Office to further develop 
supporting messages that take account of the findings above, and create a tailored 
approach to the audiences. With our partnership marketing agency we will develop a 
range of resources targeting those ‘hard to reach’ groups that may not be reached 
through usual above-the-line channels. We will also begin creative development for the 
campaign itself, which will allow our creative agency to take the research findings and 
develop very specific executions aimed at each group. At the same time we will work 
with our communications planning agency on the channel strategy for national public 
awareness activity. We therefore expect to develop tailored messages as part of 
creative development.  
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Annex 1: Ipsos Mori Message Testing Report August 2013 
(David will attach)  

 




