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Translations and other formats 

For information on obtaining this publication in another language or in a large-
print or Braille version please contact the Electoral Commission: 
Tel: 020 7271 0500 
Email: publications@electoralcommission.org.uk  
 

We are an independent body set up by the UK Parliament. We regulate party 
and election finance and set standards for well-run elections. We work to 
support a healthy democracy, where elections and referendums are based on 
principles of trust, participation, and no undue influence. 

mailto:publications@electoralcommission.org.uk
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Foreword 
 
This report sets out the extensive public awareness work we have undertaken 
this year, including the major campaigns we ran ahead of both the elections in 
May and the EU referendum. 
 
It also includes great examples of work from other organisations. Local 
authorities and hundreds of other public, private and charitable organisations put 
in a huge amount of activity to get people involved in electoral events and we 
are grateful for their collaboration. 
 
This report is for communications professionals who want to learn from our 
approach to planning, delivering, and evaluating campaigns and others who 
want to know about what we do to promote participation at elections and 
referendums. Completing a thorough evaluation of our activity and sharing it 
widely is a way to add to the return on investment from what we do. 
 
I’m proud of the work our team has done this year and the constant drive to 
keep learning and trying new things – either by adding an element to our 
campaigns, such as our #ReadyToVote initiative to get 16- and 17-year-olds in 
Scotland taking parting part in registration drives at school, or changing how we 
deliver something like testing a range of messages in our digital ads to find out 
what works best.  
 
I want to thank Channel 4 and Lime Pictures, the producers of Hollyoaks, for the 
excellent experience we had working with them to film our TV ad with some of 
the show’s stars. Thanks also to Twitter, Facebook and all our other partners for 
stepping up and using the incredible reach of all their channels to remind people 
to register. 
 
Evaluating our campaigns enables us to look back in order to look forward. We 
want to focus on continuing to get better at partnership working, including 
working even more closely with communications teams in local authorities who 
are well placed to boost what we do nationally with targeted local activities; 
refining how we apply behavioural insights to the structure and messaging in our 
campaigns; and continuing to improve on how we monitor and optimise our 
digital advertising once it’s live. 
 
Emma Hartley 
Head of Campaigns, Electoral Commission  
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Executive summary 

The purpose of this report 

We are publishing this report as part of our commitment to transparency by 
providing a review of the public awareness campaigns we have run in 2016 and 
their levels of success. 
 
It follows the report published in 2015 following the United Kingdom (UK) 
Parliamentary General Election.1 
 
It also includes examples of activities run by other organisations. We hope that 
publishing this information will help lessons to be shared and applied to future 
campaigns aimed at encouraging participation in elections and referendums. 
 

Our public awareness campaigns 

Ahead of both the May 2016 elections and the EU referendum, we ran multi-
media public awareness campaigns to encourage people to register to vote and 
to ensure they had the necessary information to cast their vote with confidence. 

May 2016 elections 

On 5 May 2016 the following elections were held in the UK: 
 

 England (excluding London): Police and Crime Commissioner (PCC) 
elections, elections to 124 local councils, and Mayoral elections in Bristol, 
Liverpool and Salford 

 

 London: Mayor of London and London Assembly elections 
 

 Northern Ireland: Northern Ireland Assembly election 
 

 Scotland: Scottish Parliament election 
 

 Wales: National Assembly for Wales and PCC elections 
 
This was the greatest number of polls on the same day ever in the UK. 

                                            
 
 
1
 View the full 2015 evaluation report on our website. 

http://www.electoralcommission.org.uk/__data/assets/pdf_file/0006/190941/May-2015-polls-public-awareness-activity-report.pdf
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The franchise for all scheduled polls on 5 May used the local government 
electoral registers, which comprise of registered British, Irish, European Union 
and qualifying Commonwealth citizens living in the UK. 

This was the first set of elections since the franchise for local government and 
Scottish Parliament elections was extended in Scotland to include 16- and 17-
year-olds. For elections in the rest of the UK the minimum voting age is 18 years 
old. 

It was the first major set of polls since the end of the transition to individual 
electoral registration (IER) in Great Britain. Transitional arrangements ended in 
December 2015, meaning that anyone who was not registered individually by 
that time was removed from the electoral registers. 

The campaign 
 
The campaign aimed to reach anyone who was not registered to vote, with key 
audiences being people who had moved home in the last year (home movers); 
people living in rented accommodation (renters); 18-24 year olds; 16- and 17-
year-olds in Scotland; students; people from some black and minority ethnic 
(BME) communities; and armed forces personnel. UK citizens living abroad 
were not eligible to vote in any of the elections taking place in May so on this 
occasion were not targeted. 

The advertising ran across television (TV), radio and online (Google search, 
social and display) in the UK, with the addition of outdoor and press advertising 
in Northern Ireland and voter information booklets in Scotland and Wales. 

This was supported by partnership and public relations (PR) activity, as well as 
work by other organisations across the UK, to drive voter registration. We also 
produced a short animated information video for each of the elections taking 
place explaining how to vote, which we promoted on Facebook. 

We also ran a campaign aimed at armed forces personnel, which was supported 
by partnership activity. 

Targets and results 
 
We set targets for: 

 the number of online applications2 to register to vote submitted during the 
campaign period from the start of our TV advertising on 14 March until the 
registration deadline on 18 April (Great Britain only);  

 the number of additions3 to the register during the campaign period; and  
                                            
 
 
2
 ‘Applications’ refers to applications to register to vote. In any campaign a number of these will 

be duplicates or will be unverified so do not end up being added to the register. We can track 
applications during the campaign on the gov.uk performance dashboard. 

https://www.gov.uk/performance/register-to-vote
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 the level of campaign recognition amongst the general public. 
 

In Northern Ireland online registration is not currently in place. As a result, we 
only have an ‘additions to the register’ target for Northern Ireland. 

The targets were established based on a formula that takes into account turnout 
levels at recent equivalent elections and application and addition figures from 
the 2015 UK Parliamentary general election – the first major poll since the 
introduction of online registration in Great Britain. The targets were deliberately 
stretching to give us a substantial goal to work towards. 

Table 1: Extent to which we met our applications and additions to the 
register targets 
 

 Online applications Additions to the register 

Target Actual Target Actual 

England (ex. 
London) 

877,000 827,472 585,000 513,721 

London 213,000 243,545 195,000 144,216 

Scotland 120,000 94,487 82,000 90,166 

Wales 65,000 49,340 43,500 46,779 

Great Britain 1,275,000 1,214,844 900,000 794,882 

Northern Ireland N/A N/A 7,500 12,776 

 
We fell just short of our overall applications target for the elections. The only 
area in which we achieved a higher number of applications than our target was 
London. 
 
In Great Britain, we exceeded our additions to the register target in Wales and 
Scotland, but not in London or the rest of England. As a result, we fell short of 
our target for additions to the register in Great Britain as a whole. 
 
In Northern Ireland, we exceeded our target for additions to the register by 
almost 70%. 
 
Since armed forces personnel can register to vote either as a service voter or as 
an ordinary voter (therefore making it impossible to identify them as service 
personnel), we were unable to set a target for this campaign. 
 
To measure the effectiveness of the advertising creative and media we used in 
our campaign, we set a target of 75% of the population recognising at least one 

                                                                                                                                 
 
 
3
 We set a separate target for additions to the register. The number of additions to the register is 

only known following analysis of the registers after the poll has taken place. The number of 
additions to the register is the main aim of the campaign but tracking applications allows us to 
monitor the performance of a live campaign. 
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element of the campaign. 
 
This is based on the figures for past campaigns, combined with the fact that the 
polls in May 2016 have historically seen lower turnouts than UK Parliamentary 
general elections.  
 
The campaign recognition figure for the 2015 UK Parliamentary general election 
was 81%, but more comparable polls between 2011 and 2013 ranged from 50% 
to 68%, so 75% was a stretching target for this set of polls.  
 
Table 2: Extent to which we met our campaign recognition targets 
 

Target 75% 

UK 78% 

England 77% 

Northern Ireland 87% 

Scotland 86% 

Wales 83% 

 
We exceeded our campaign recognition targets across the UK, with 
exceptionally high campaign recognition levels in Northern Ireland and Scotland. 
This correlates with the higher turnout in Northern Ireland Assembly and 
Scottish Parliament elections,4 reflecting general interest in the polls and 
therefore receptivity to voter information.  
 

EU referendum  

 
Following the 2015 UK Parliamentary general election, the UK Government 
committed to holding a referendum on the UK’s membership of the European 
Union by the end of 2017. 

On 19 February 2016 the date for the EU referendum was confirmed as 23 June 
2016.  

The franchise for the referendum was based on that for a UK Parliamentary 
general election. Anyone voting in the referendum had to be 18 years of age or 
older and: 

 a British, Irish or qualifying Commonwealth citizen living in the UK 

                                            
 
 
4
 The Scottish Parliament and Northern Ireland Assembly elections had a turnout of around 

55%, with 45% turnout for the National Assembly for Wales election and turnout of between 10% 
and 33% for Police and Crime Commissioner elections in England. The Mayor of London 
election had a turnout of 45% but we did not have a specific recognition target for London. 
Elections to local authorities in England had turnout which ranged from 26% to 41%.  
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 a British citizen living overseas who had been registered to vote in the UK 
in the last 15 years 

 an Irish citizen living overseas who was born in Northern Ireland and who 
had been registered to vote in Northern Ireland in the last 15 years 

In addition, members of the House of Lords were eligible to vote. 

The campaign 
 
The campaign aimed to reach all UK adults who were eligible to vote and to give 
them the essential information they needed to cast their vote. Additionally, it 
encouraged anyone who was not registered to vote to do so by the deadline of 7 
June initially set out in legislation.5 

Advertising ran across TV, online (Google search and social media throughout 
the UK and online display in Northern Ireland only), radio, outdoor and print 
channels. The focal point for the campaign was a voting guide that was 
delivered to every household in the UK (28 million households).  
 
Our campaign was supported by partnership and PR activities, as well as 
extensive activities from other organisations. 
 
We also ran online campaigns aimed at UK citizens living abroad and armed 
forces personnel serving overseas. These involved Facebook and search 
advertising supported by partnership and PR activities. 
 
Targets and results 
 
We set a target of 1.3 million online applications to register in Great Britain from 
the start of the campaign on 15 May to the registration deadline of 7 June.  

The target took into account what we achieved in 2015 and May 2016 and 
improved on that. Targets for the four countries and London were not set due to 
the fact there was only one UK-wide poll taking place. It also took into account 
the fact that we had recently run a major public awareness campaign promoting 
registration. 
 
Since the number of additions to the register for May 2016 was not known, and 
given the unique circumstances of the poll, we did not have solid grounds on 
which to estimate the proportion of applications that would result in additions to 
the register. As such we did not set targets for additions to the register.  
 
Table 3: Online applications and additions to register during the EU 
referendum Great Britain campaign 

                                            
 
 
5
 The registration deadline in Great Britain was extended to 9 June following an outage of the 

gov.uk registration site in the hours before the original deadline. 
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 Target Actual (until 7 June) Actual (until 9 June) 

Online 
applications 

1,300,000 2,100,916 2,531,327 

Additions to 
the register  

N/A N/A 1,074,700 

 
We greatly exceeded our online applications target. From the start of our 
campaign on 15 May until 7 June, there were over 2.1 million applications to 
register. In the following two days, after the extension of the registration 
deadline, there were a further 430,000 applications, bringing the total to more 
than 2.5 million.  
 
During the campaign there were over 1 million additions to the register. 
 
Our overseas campaign had a target of 250,000 additions to the register from 
the 17 March launch date until the 7 June registration deadline. We did not set 
an applications target as we did not have a sound basis to do this in the 
absence of relevant data.  
 
Table 4: Applications and additions to the register during the EU 
referendum overseas campaign 
   

Additions target Applications 
(until 7 June) 

Applications 
(until 9 June) 

Additions 

250,000 184,252 195,649 135,396  

 
There were 195,649 applications to register until 9 June and 135,396 additions 
to the register so we did not meet this target. 
 
However, whilst the target was missed, this is still the highest number of 
additions we have ever recorded from an overseas campaign. The additions 
figure alone for this campaign exceeds the number of online applications 
received during the campaign for overseas voters ahead of the 2015 polls. 
 
We also set campaign recognition targets for our UK campaign to assess the 
effectiveness of our advertising and media channels. We did not meet these 
targets. 
 
Table 5: Campaign recognition targets and results for the EU referendum 
UK campaign 
 

Target 
UK England Northern 

Ireland 
Scotland Wales 

80%  of the population report 
having seen at least one 
element of the campaign 

66% 65% 
 

74% 73% 64% 

75%  of the population feel that 
they had enough information to 

69% 69% 71% 71% 72% 
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vote with confidence 

35%  of people report taking 
action as a result of the 
campaign, including looking out 
for and reading the voting guide   

23% 24% 22% 17% 22% 

 

Lessons and recommendations 

We will consider the lessons and recommendations below when planning future 
public awareness campaigns and we invite other organisations, including the 
UK’s governments, to do the same. 
 

 Prompts from media companies like Twitter and Facebook to users of their 
platforms are highly effective means of driving applications to register and 
visits to external websites. 

 

 Other types of partnerships are often most effective when they are focused 
on specific initiatives that target particular audiences (for example our 
#RegAFriend and #ReadyToVote campaigns). They help to achieve a level 
of cut-through not possible from paid media alone. 

 

 Media partnerships to produce bespoke TV ads and other promotional 
content linked to popular shows is an effective way to reach under-
registered groups, in particular people who may not be receptive to a 
message directly from a public body. 
 

 Providing resources, in particular images and messages for digital 
communications channels, is an effective way to facilitate support from 
other organisations and make it easy for them to get involved in the 
campaign. 
 

 Supporting people with a disability to register to vote requires a greater 
understanding of what it’s like to follow registration and voting processes 
from their perspective. Working with organisations that have expertise and 
reach into these audiences assists in developing effective approaches.  

 

 Making greater use of social media ads that can be tailored when a 
campaign is live is a good way of testing different messages to understand 
what works best, minimising voter fatigue and improving the performance 
of social ads. 
 

 Investing in the development of our voter-facing website to support each 
campaign by ensuring information that is most relevant features 
prominently, as well as applying a visual identity that complements other 
elements of our campaign, will provide voters with an effective online 
option to support offline campaign materials. 
 

 Results from research we did with members of the public to assess the 
performance of our campaign indicate that, in Scotland, there is some 
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confusion over the minimum voting age for different polls. We need to 
continue to consider how to communicate this to minimise confusion. 
 

 For UK citizens living overseas, encouraging them to register to vote 
sooner than the official registration deadline was successful in prompting 
them to register early. However, any benefit of an early date in advertising 
needs to be weighed up against the potential for criticism in the media and 
online due to the perception of it being misleading. 
 

 The Government has a huge range of channels and extensive partner and 
stakeholder network to engage with the public which it made full use of 
ahead of the EU referendum. We welcome this level of support from the 
Government and we strongly encourage a repeat of this ahead of all future 
polls. 
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1 The May 2016 elections 
public awareness campaign 

Objectives 

 The objectives of the campaign were: 1.1

 to make sure that as many people as possible who weren’t registered to 
vote in the elections across the UK did so by the 18 April deadline 

 to maximise the number of those registrations that happened online (Great 
Britain only) 

 to ensure voters were informed about the elections taking place and how to 
vote (particularly in Wales and Scotland) 

 

Audiences 

 We know the electoral register is incomplete. Our research shows6 the 1.2
groups least likely to be registered in the UK include: 

 people who have recently moved house 

 people who rent their home 

 students 

 young people (including attainers) 7 

 people from some BME communities  
 

 This audience can be split into two groups,8 based on their reasons for not 1.3
being correctly registered to vote: 

 The ‘incidentals’ – people who didn’t realise they needed to register, or 
simply haven’t got round to it. This is the group we have previously focused 
on in our campaigns through a ‘loss aversion’ message in our advertising 
and PR activities before the registration deadline. 

 The ‘disengaged’ – people who believe voting isn’t for them. This is the 
group which is unlikely to be responsive to direct communication from us. 

                                            
 
 
6
 Our campaign was informed by our June 2015 report on the progress of the transition to 

Individual Electoral Registration. Following the end of the transition to IER we have since 
published a report on the accuracy and completeness of the December 2015 electoral registers 
in July 2016.  
7
 Electors who reach the voting age within the twelve month period starting on 1 December after 

they make their application to register 
8
 Based on econometric research carried out by MEC for the Electoral Commission in 2014 

http://www.electoralcommission.org.uk/__data/assets/pdf_file/0006/190464/IER-June-report.pdf
http://www.electoralcommission.org.uk/__data/assets/pdf_file/0006/190464/IER-June-report.pdf
https://www.electoralcommission.org.uk/__data/assets/pdf_file/0005/213377/The-December-2015-electoral-registers-in-Great-Britain-REPORT.pdf
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They require more prolonged engagement from trusted organisations 
which can be achieved by working with partners and using their 
communication style and channels to deliver messages.  
 

Strategy 

 Our strategy for the campaign had four main elements: 1.4

 use the Commission’s national platform to buy advertising to raise 
awareness of the elections and the need to register; and to encourage 
audiences to take action 

 work with new and existing partners to deliver a co-ordinated campaign 

 maximise the impact of local authority activity by sharing resources to help 
them run local activities 

 support the campaign through PR activities linked to key milestones in the 
campaign and the electoral timetable 

 
 Instead of a single campaign we developed individual approaches for each 1.5

set of elections in England, London, Northern Ireland, Scotland and Wales, 
ensuring that the specific circumstances for each area were considered 
separately. 

 We started developing partnerships in each part of the UK towards the end 1.6
of 2015, to give ourselves sufficient time to identify organisations, develop 
effective working relationships and plan joint activities. 

 We started our digital advertising in February with a testing phase where 1.7
we applied two different behavioural insights, ‘social norming’ and ‘loss aversion’ 
and tested different versions of ads against each other to identify which were 
most effective at generating responses. We planned to run the most effective 
ads when we started our main campaign period with TV advertising from 14 
March. 

 In Scotland 16- and 17-year-olds were eligible to vote at a Scottish 1.8
Parliament election for the first time, therefore we developed specific advertising 
and partnership activities to target them. 

 The complexity of the voting system and the addition of 16- and 17-year-1.9
olds to the franchise meant that we needed to communicate messages to help 
Scotland’s voters understand how to cast their vote. 

 In Wales, there were elections to the National Assembly for Wales as well 1.10
as PCC elections, which meant different voting systems and three separate 
ballot papers so we needed to communicate this information to voters in Wales. 
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 In London, voters required specific information to help them take part in the 1.11
Mayor of London and London Assembly elections such as information about the 
candidates they could vote for and how to cast their vote. London Elects have 
responsibility for providing this information9 and we worked closely with them to 
ensure we shared consistent messaging across our respective campaigns. 

 We identified that young people and home movers would be most affected 1.12
by the transition to IER and when the UK Government brought forward the end 
of the transition to IER to December 2015. Therefore we expanded our 
campaign to add more activities to target those groups. 

Implementation 

 Most of the advertising creative for the campaign was updated versions of 1.13
ads used in our successful 2015 UK Parliamentary general election campaign, 
with different versions for each country in the UK and London. This was a cost-
effective way of building on what worked well in May 2015 and allowed us to 
focus on developing new creative targeted to target specific audiences.  

TV 

 We updated our ‘What?’ TV ad, which you can view in English and Welsh 1.14
on YouTube. This features people in a variety of real-life situations being told 
they are not allowed to do things, which is the situation they would be in if they 
attempted to vote without being registered. 

 We knew from our 2015 campaign that the loss aversion message of this 1.15
ad would be effective and we amended the end-frame to reference the elections 
taking place. 

 We started TV advertising from 14 March, advertising heavily at the start to 1.16
build awareness quickly, with a moderate level in between to maintain that 
awareness and then advertising heavily again in the final weeks to drive action 
ahead of the registration deadline. 

                                            
 
 
9
 London Elects is part of the Greater London Authority and manages the delivery of Mayor of 

London and London Assembly elections, including the provision of impartial information to 
voters. 

https://www.youtube.com/watch?v=W--C4XWPCYE
https://www.youtube.com/watch?v=8phA6IVlo0Q
https://www.londonelects.org.uk/about-london-elects
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Still from our What? TV ad 

 

Radio 

 We used our ‘Drowned out’ radio ad which involves someone’s speech 1.17
being interrupted by loud noises several times throughout the ad. We used this 
ad in Northern Ireland and in rural parts of Great Britain to reach communities 
that may have limited TV and internet access. 

 We formed partnerships with radio networks in Northern Ireland (Q Radio, 1.18
Belfast Live and Cool FM / Downtown Radio), Scotland (Bauer Radio) and 
Wales (First Radio and Global Radio). These used specially-created ads in each 
station’s style, which ran on a range of stations. 

 First Radio and Global Radio supported the radio ads with bespoke 1.19
content on their websites. Q Radio supported the ads with video Q&As featuring 
the Head of our Northern Ireland Office, and on Cool FM there were information 
features directing people to a specially-built webpage. Belfast Live ran our 
display ads on their website. 
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First Radio website content 

 

Global Radio website content 

Online 

 We started our digital advertising earlier than our TV to allow us time to 1.20
test different messaging. This meant that we could better establish what forms 
of messaging would resonate most strongly with our audience, making the 
campaign more effective overall. 

 We updated our Yahoo ‘native’ ads aimed at students and home movers. 1.21
These are ads which are designed to look like organic content such as news 
articles, which we knew performed well from our 2015 campaign. 

 

 
Yahoo native ad for home movers 
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Yahoo native ad for students 

 
 We advertised on Facebook and Twitter with ads using the 18 film rating 1.22

certificate logo, targeted at young people in England, Northern Ireland and 
Wales. In Scotland we ran different ads featuring young people to appeal to 16- 
and 17-year olds. 
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Social ad aimed at young people 

 

 

One of three ads used to target 15-17 year olds in Scotland 

 We re-used our strongest performing digital banner ad from our 2015 UK 1.23
Parliamentary general election campaign, our ‘You can’t vote’ loss aversion ad. 
This was tailored to reference the elections taking place in each area. We tested 
this against a new ‘social norming’ ad. 

 We also created tailored ads for students and home movers, testing two 1.24
against each audience group. 
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You can’t vote display ad – final frame 

   

     

 

New social norming display ad 
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New home movers display ads 

 We ran social ‘reactive’ advertising tied to real events to experiment with 1.25
different ways of getting our message across. This revolved around events such 
as St Patrick’s Day, International Happiness Day, clocks going forward one 
hour, the Scottish Cup semi-finals, the World Half Marathon in Cardiff and the 
registration deadline. We avoided using events like Mothers’ Day or Valentine’s 
Day, which already attract a lot of advertising linked to them, to help our ads 
stand out. 

 Some of our best performing ads were based around clocks going forward 1.26
one hour, St Patrick’s Day and International Happiness Day – where we ran 
three posts – the most successful of which featured a cat. 
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Reactive advertising – St Patrick’s Day 
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Reactive advertising – International Happiness Day cat 

 

Outdoor and press 

 We ran outdoor and press advertising in Northern Ireland only, using our 1.27
‘You can’t vote’ creative, similar to that in our digital display ads. 

 

 

Outdoor ad in Northern Ireland 

Voting guide 
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 In Scotland and Wales we distributed a voting guide to every household, 1.28
providing voters with specific information to help them understand how to cast 
their vote. 

 We also produced the voting guides in alternative formats including large 1.29
print, Braille, easy-read and audio and we translated the Scotland guide into a 
range of different languages. 

   
Our voting guides for Scotland and Wales 

Branding 

 We used our ‘Your vote matters’ branding to help link together all aspects 1.30
of our campaign which already had good levels of recognition. We first used it in 
2014 where 48% of people surveyed recognised it after our campaign. This 
increased to 61% after the 2015 UK Parliamentary general election campaign. 

 

 

 

Great Britain ‘Your vote matters’ branding 
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Northern Ireland ‘Your vote matters’ branding 

Channel 4 media partnership 

 Following the UK Government’s decision to bring forward the end of the 1.31
transition to IER to December 2015 (instead of December 2016), we increased 
our activities aimed at the groups we knew from our analysis of the registers10 
would be most affected by the end of the transition, including young people and 
home movers. 

 We formed a media partnership with Channel 4 and Lime Pictures, the 1.32
producers of the TV show Hollyoaks, to film an ad featuring some of the show’s 
stars. The show is very popular among younger audiences across the UK, with 
an average monthly reach of 27% of 16-34 year olds, so had excellent potential 
to cut-through to this group. This partnership followed the success of our 
Channel 4 partnership in 2015 where we produced an ad featuring some of the 
stars from Gogglebox. 

 The partnership consisted of a 30 second contextual ad shown on Channel 1.33
4, E4 and All4 (Channel 4’s video-on-demand service). To support the ad, 
Hollyoaks and the show’s stars also shared bespoke content on social media 
including behind-the-scenes footage. 

 

                                            
 
 
10

 View our report on the 1 December 2015 electoral registers from July 2016. 

https://www.youtube.com/watch?v=meFGTfhLRtY
https://www.youtube.com/watch?v=PLO6wwG-KRk
http://www.electoralcommission.org.uk/__data/assets/pdf_file/0005/213377/The-December-2015-electoral-registers-in-Great-Britain-REPORT.pdf
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Still from our Hollyoaks ad starring Jennifer Metcalfe, Amanda Clapham, 
Jazmine Franks and Duayne Boachie 

 

 

Social media activity to support our Hollyoaks ad 

 In addition to the TV ad, on All4 there was an overlay which included a 1.34
countdown of how long people had to register and prompted them to go to 
gov.uk/register-to-vote. 
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Interactive unit on All 4 

 

aboutmyvote.co.uk  

 To combat any voter confusion around the complexities of the May 2016 1.35
election schedule, we redeveloped our aboutmyvote.co.uk local authority 
postcode lookup service, giving it greater prominence on the homepage.  

 This allowed us to set out local authority contact details more clearly, and 1.36
include information on where to find candidates in the user’s local area, and 
information on where to go for polling station information.  

 Using this new function, we were able to link users directly to the following 1.37
online sources of who the candidates were in their area: 

 London Elects for users in London 

 Choose my PCC for users who had PCC elections in their area 

 Democracy Club’s11 Who Can I Vote For? site for users in Wales and 
Scotland 

 The Electoral Office for Northern Ireland (EONI) website for users in 
Northern Ireland 

                                            
 
 
11

 Democracy Club are a voluntary organisation committed to providing impartial voting 
information such as candidate information that is not available from any single source. 
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 The London Elects and EONI sites also hosted tools allowing users to find 1.38

their polling station by postcode. 

 This was a simple improvement, but meant that we were no longer simply 1.39
directing users to contact local authorities in order to find this information. In the 
week starting 2 May 2016, our postcode look-up was used almost 370,000 
times.  

 

aboutmyvote.co.uk postcode lookup box 

 

aboutmyvote.co.uk local authority contact details and upcoming elections 

 Our website received a significant level of traffic from people looking to find 1.40
out the location of their polling station, as shown in chart 1. 

Chart 1: Traffic to aboutmyvote.co.uk from searches including ‘where’ (top 
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three were ‘where is my polling station’, ‘where do I vote’ and ‘where to 
vote near me’) 
Source: Google Analytics 

 There was also a general increase in the volume of searches for polling 1.41
stations around polling day. While it is obviously to be expected that users would 
only search for this around the time of poll, it is also evident that this is 
something users are expecting to be able to find online.  

 
Chart 2: Trends of google searches for ‘where is my polling station’ and 
‘where do I vote’ 
Source: Google Analytics 

 During the campaign, we also ensured the content on our homepage was 1.42
tailored to the individual user once they had entered their postcode and we 
could therefore determine their location. We have kept these changes in place 
since the May 2016 campaign. 

 During our public awareness campaign period, 2.01 million unique users 1.43
landed on our website, 84% of whom were new visitors. Our website received 
4.22 million page views. 66% of all users chose to view our website on mobile or 
tablet. The largest sources of traffic to our website were organic search (36%) 
and social (35%). 

 Our homepage received the largest amount of page views, which is 1.44
indicative of our new postcode lookup service providing users with much more 
information than ever before. 

Armed forces personnel 

 For the first time, we ran Facebook advertising aimed at armed forces 1.45
personnel, both those based in Great Britain and those serving overseas. 

 The campaign ran from 14 March to 11 April. The budget was allocated 1.46
based on a 90/10 split in favour of armed forces personnel in the UK versus 
overseas, due to the fact that the majority of service personnel are now based in 
the UK. 
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Ad aimed at armed forces personnel 

Partnership activities 

 Below are descriptions of the joint activity we carried out with organisations 1.47
to help us reach under-registered groups. 

Students and young people 

#RegAFriend 
 

 #RegAFriend was a social media campaign we developed where we asked 1.48
young people to encourage their friends to register to vote by sharing photos of 
their ‘voter cross’ and using the hashtag #RegAFriend. 

 Our #RegAFriend campaign launched on 25 February and ran for three 1.49
weeks until 18 March. The campaign ran across Great Britain with toolkits 
developed for our partners in England, Scotland and Wales to help them run the 
campaign. 
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Example of #RegAFriend imagery showing a voter cross 

 The campaign was supported by the National Union of Students (NUS), 1.50
NUS Scotland, NUS Wales, local authorities and a wide range of our partners. 

  During the campaign there was an average of 800,000 potential twitter 1.51
impressions each week, with a potential overall reach of 1.4 million people. 

#ReadyToVote  
 

 The 2016 Scottish Parliament election was the first in which 16- and 17-1.52
year-olds could vote. It was important to make sure they were aware of this and 
the need to register in time.  

 We developed the campaign #ReadyToVote. The campaign asked 1.53
schools, colleges and youth organisations across Scotland to run registration 
drives in March, where they encouraged their young people to go online and 
register to vote. 

  The campaign was supported by local council Chief Executives, the 1.54
Society of Local Authority Chief Executives, Education Scotland, School 
Leaders Scotland, Colleges Scotland, the Association of Directors of Education 
in Scotland, the Electoral Management Board, the Scottish Assessors 
Association and the Scottish Government Learning Directorate.  

  We developed a toolkit to help schools, colleges and youth organisations 1.55
participate. The toolkit included messages to promote the events, a step-by-step 
guide to registering online and discussion topics to get young people talking 
about the importance of voting. 

 A total of 282 high schools participated across all 32 council areas in 1.56
Scotland. This was 78% of all high schools in Scotland. 

 During the campaign the number of 16- and 17-year-olds registering online 1.57
increased, with 5,734 online registration applications by 16- and 17-year-olds 
during March. 
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 As part of the #ReadyToVote campaign we partnered with the Centre for 1.58
Excellence for Looked After Children in Scotland and the Foster Care 
Association, who supported our campaign on social media and distributed a 
factsheet to professionals working with young people in care. 

 
#ReadyToVote campaign launch at Govan High School 

 We saw a significant increase in applications from 16- and 17-year-olds 1.59
during March compared to the previous month. 

 There was a total of 3,445 online registration applications by 16- and 17-1.60
year-olds during February and an average of 119 per day. In March there was a 
total of 5,734 online registration applications by 16- and 17-year-olds with an 
average of 185 per day. 

 The troughs in applications aligned closely with weekends, suggesting that 1.61
the campaign activity taking place in schools during weekdays contributed to 
many of the applications to register. 

Table 6: Applications to register to vote from 16- and 17-year-olds in 
Scotland during March 2016 

Tuesday 1 March 250 

Wednesday 2 March 185 

Thursday 3 March 136 

Friday 4 March 133 

Saturday 5 March 73 

Sunday 6 March 73 

Monday 7 March 117 

Tuesday 8 March 196 

Wednesday 9 March 133 

Thursday 10 March 137 

Friday 11 March 79 

Saturday 12 March 89 

Sunday 13 March 87 

Monday 14 March 218 

Tuesday 15 March 282 



34 
 

Wednesday 16 March 215 

Thursday 17 March 307 

Friday 18 March 253 

Saturday 19 March 113 

Sunday 20 March 153 

Monday 21 March 373 

Tuesday 22 March 273 

Wednesday 23 March 333 

Thursday 24 March 225 

Friday 25 March 165 

Saturday 26 March 101 

Sunday 27 March 101 

Monday 28 March 152 

Tuesday 29 March 247 

Wednesday 30 March 311 

Thursday 31 March 224 

Home movers, renters and homeless people 

 We formed partnerships across the UK with housing and landlord 1.62
associations, and housing and homeless charities in order to reach these 
groups.  

 We provided partners with infographics, posters and factsheets to share 1.63
through their communication channels. Below are examples of these resources 
and the activities that took place across the UK. 

 
Infographic targeted at renters 

 We partnered with Shelter Scotland on a joint campaign to help people 1.64
without permanent addresses, who had moved recently or who are in the private 
rented sector to register to vote. 
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 As part of this partnership we produced a poster with Shelter and sent 1.65
registration factsheets to over 200 of Shelter’s hubs across Scotland. 

 We also worked closely with UK-wide homeless charity Crisis, who 1.66
distributed our factsheet on registering under a declaration of local connection 
around their centres and facilities. 

 
Launch of our campaign with Shelter Scotland 

 We partnered with the Scottish Association of Landlords to encourage 1.67
landlords to support their tenants to register to vote. We included a supplement 
in their online magazine which is circulated to landlords and letting agents 
across Scotland, and we added a news item to their website. 

 In Wales we partnered with a number of homeless charities including The 1.68
Wallich, Llamau and Cymorth Cymru and launched a campaign to urge people 
to register to vote whatever their living situation. As part of this campaign we 
produced a factsheet about registering to vote with no fixed address, as well as 
a poster to remind people that they can still register if they do not have a fixed 
address.   

 
The Wallich registration drive 

People with a disability 

http://www.google.co.uk/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0ahUKEwjz47rL4IbOAhVpCsAKHTfOBN4QjRwIBw&url=http://www.thewallich.com/homeless-register-vote-scheme/&psig=AFQjCNGqBJXb2zNwOIKrECNbaqiFFuHGmA&ust=1469266015144144
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 By working together with a range of disability organisations, we were able 1.69
to reach people who needed additional support to take part in elections. 
Disability charities across the country already engage in activities aimed at 
raising awareness about voting and voter registration. Our aim was to support 
that activity by creating joint resources, running promotional activity and 
providing advice. 

 In Wales we partnered with organisations to produce resources. We 1.70
worked with RNIB Cymru to produce a joint factsheet to provide blind and 
partially sighted people with information on how they can vote and what help is 
available to them. We also worked with Mencap Cymru to produce an easy read 
booklet explaining how to register to vote and how to complete the three 
different ballot papers in Wales. 

 In Scotland we partnered with Enable Scotland to produce a range of 1.71
resources, designed to make it as easy as possible for people with learning 
difficulties to register and vote. The resources included an easy read guide to 
registering and voting as well as guides to support families and care providers in 
helping people with learning difficulties register and vote. The Mental Welfare 
Commission for Scotland helped to disseminate this information.  

 
Easy read guide to voting in the Scottish Parliamentary election 

 In Scotland we also worked with the Care Inspectorate who sent emails to 1.72
all care home services in Scotland to alert them to the guidance we had made 
available to help professionals working in these services to support residents to 
register and vote. We included information to raise awareness of registering to 
vote for people in care homes in ‘Care News’, a magazine for people who use 
care services, carers, care providers and all those who share an interest in care 
provision in Scotland. 

 In Northern Ireland we worked in partnership with Mencap Northern Ireland 1.73
to develop a tailored factsheet aimed at carers and support staff for the Northern 
Ireland Assembly elections. This highlighted key facts on the poll and messages 
such as the need to bring photo ID. 

http://www.google.co.uk/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=&url=http://www.electoralcommission.org.uk/__data/assets/pdf_file/0009/197892/Scottish-Election-2016-Guide-for-family-carers.pdf&psig=AFQjCNHGB7eykGfjhQ4sQIy9Yrw7A4sSdg&ust=1469883934467690
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 We worked closely with Mencap UK to help ensure that resources for 1.74
people with learning disabilities were available to support polls during 2016. 
Mencap also ran a dedicated phone line on 5 May to help support people with 
learning disabilities to access information about how to vote. 

Ethnic minority communities 

 We formed partnerships with ethnic minority organisations and 1.75
organisations with links to these communities including: Citizens Advice Cymru, 
Northern Ireland Council of Ethnic Minorities and the Scottish Council of Jewish 
Communities.  

 In London, we worked with faith organisations, including the Hindu Council, 1.76
the Muslim Council of Britain and the Zoroastrian Trust Funds of Europe who 
shared resources and promoted messages via their communications channels. 
In addition we shared alternative language registration forms and provided 
material for some Embassies in London and the Latin American Women’s 
Rights Service.  

 We used these groups’ communication channels to circulate registration 1.77
and voter information along with the various alternative languages of our voter 
information guides. 

Armed forces personnel 

 We have worked in partnership with the Ministry of Defence (MoD) on 1.78
armed forces personnel registration campaigns ahead of elections and 
referendums for a number of years. 

 Our ‘Ballot box man’ TV ad aired on the British Forces Broadcasting 1.79
Service (BFBS) channel during peak times at least ten times a week. In addition 
the ad featured on the BFBS TV Facebook page and was used as part of British 
Forces News on Forces TV in the UK and on BFBS TV overseas. 

 In March we arranged with the MoD for approximately 150,000 service 1.80
personnel to receive a reminder to register to vote on their wage slip. 

 We partnered with The Soldiers’ Charity, the Army, Navy, Royal Air Force 1.81
(RAF) Families Federations, and the Army, Navy and RAF HIVES.12 We shared 
our armed forces toolkit with them, which consisted of a range of resources to 
help partners to raise awareness of registering to vote among armed forces 
personnel. The toolkit was also promoted by the MoD to Unit Registration 
Officers to help them hold voter registration days. 

                                            
 
 
12

 Online forums for members of the armed forces. 

https://www.youtube.com/watch?v=_IJuL0jbPcs
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 We ran full page ads in Navy News, Soldier and RAF News – publications 1.82
popular among armed forces personnel – to encourage them to register to vote. 
We also ran website banner ads on the Army Rumer, Defence Discount Service, 
military forums and the BFBS websites all of which encourage armed forces 
personnel to register to vote. 

 
Example of a digital banner ad 

Other organisations 

 A range of organisations promoted voter registration ahead of the May 1.83
2016 elections and examples of some of those activities are outlined below. 

National Voter Registration Drive  

 

 
 

 As part of our partnership activity we supported Bite the Ballot’s National 1.84
Voter Registration Drive (NVRD) from 1-7 February 2016. This was an 
adaptation of their National Voter Registration Day from previous years, with 
activity spread across a full week. 

 In the run-up to the event, we provided local authorities and our partner 1.85
organisations with resources, including letters to send to schools and colleges, 
to help them spread the word and encourage voter registration in their area. 

 During NVRD we also got involved in events happening across the UK and 1.86
provided support to our partners on social media. On 1 February our NVRD 
tweet was the most engaging tweet from any UK Government account. In one 
day the tweet received 117 retweets, 16 favourites and reached up to 1,192,853 
people. 

Campervan of Dreams 

 In Northern Ireland, we partnered with the NUS, Union of Students in 1.87
Ireland (USI) and Mencap Northern Ireland to support NUS/USI’s ‘Campervan of 
Dreams’ voter registration tour, which travelled around universities and further 
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education colleges in Northern Ireland with the aim of encouraging young 
people and students to register to vote.  

 
Ann Watt (Head of Electoral Commission Northern Ireland), Fergal McFerran 

(NUS-USI President) and Varsha Sharma (Mencap Ambassador) at a 
Campervan of Dreams event outside the library of Queen’s University Belfast 

#Wales2016 

 In Wales, we partnered with the National Assembly of Wales on the launch 1.88
of their #Wales2016 campaign at the Senedd. The event aimed to help young 
people find out more about the 2016 Welsh Assembly election and how they 
could take part. 

 
Our inflatable ballot box and X outside the Sennedd during #Wales2016 
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Imagine Festival of Ideas and Politics 

 In Northern Ireland, we partnered with the Imagine Festival of Ideas and 1.89
Politics to encourage young people to register to vote. The festival hosted over 
80 events, all with the aim of inspiring involvement in politics. We supported the 
first ‘Making sense of elections’ event which was a mock single transferable vote 
count with participants voting for their favourite desserts.  

 
Imagine Festival mock count event 

 ‘Vote Please!’ 

 In Northern Ireland we partnered with the Rainbow Project to encourage 1.90
young people from the lesbian, gay, bisexual and transgendered community to 
register to vote. As part of this partnership we supported an event where a club 
night was re-branded as ‘Vote, please!’ with live registrations taking place 
throughout the night.  

 During the event 161 people completed registration forms with many more 1.91
taking forms away to complete. The Rainbow Project also supported our 
campaign online with their FAQs on registering to vote receiving 891 unique 
views over a six week period. 
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‘Vote, please!’ in partnership with the Rainbow Project 

Press and PR activities 

 Our press and PR work supported our advertising and partnerships 1.92
activities by gaining coverage of milestones in our campaign and key events in 
the elections timetable. 

 Some coverage was UK-wide media but the majority was in country- or 1.93
region-specific media.   

 We produced a suite of template press releases for local authorities to use 1.94
and coverage resulting from the use of our templates appeared in numerous 
local titles.  

Media coverage UK-wide 
 

 We worked with the teams at Channel 4 and Lime Pictures to secure 1.95
national press coverage of the Hollyoaks media partnership, including an 
exclusive with The Mirror and coverage in other online outlets such as Digital 
Spy. 

 We worked with Facebook to include a reminder to register to vote in 1.96
users’ newsfeeds across the UK. This generated coverage in a number of 
specialist online titles including Mashable, Business Insider UK, Tech Week 
Europe and Computer Business Review.  

 In the final stages of the campaign, coverage of a ‘last chance to register’ 1.97
message appeared in the Guardian, the Express and on 
moneysavingexpert.com.  

Media coverage in Scotland 
 

 Interviews with our spokespeople to launch the campaign aired on BBC 1.98
Radio Scotland, Forth One, Forth 2 and Radio Borders. We achieved further 
coverage at key milestones in our campaign such as the delivery of our voting 
guide and one month to go until polling day. 

 To promote information about voting in the election we secured interviews 1.99
on BBC Radio Scotland and some local radio stations. Information from us also 
appeared in the Evening Express titles just ahead of polling day with advice for 
voters on what to expect.  

 We encouraged BBC Scotland to include a reminder to register to vote 1.100
during its televised leaders’ debate ahead of the election. They were supportive 
of this and the reminder to register corresponded with a clear spike in the 
number of visits to the gov.uk registration service. 

Media coverage in Wales 
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  We achieved steady coverage in Welsh national and local titles at the 1.101
launch and throughout the campaign, including supporting the delivery of our 
voting guide and one week before the registration deadline.  

 A full page piece in the Western Mail focused specifically on voter 1.102
registration for people with no fixed address using a case study from one of our 
partner organisations, The Wallich.   

 To support our voter information activity, our spokespeople were 1.103
interviewed by Capital Radio, Heart FM, BBC Radio Wales, BBC Radio Cymru 
and Radio Carmarthenshire. 

 In the run-up to polling day our media handbook and additional 1.104
information we provided was used to inform coverage on several national media 
platforms giving voter information. This included a Q&A on the Assembly 
elections and information on how to register to vote on BBC Online Wales.  

Media coverage in Northern Ireland 
 

 In Northern Ireland print and online media coverage of our campaign 1.105
appeared in the Irish News, Belfast Telegraph, the Newsletter, in weekly 
newspapers across Northern Ireland and on Belfast Live. 

Broadcast coverage of our campaign appeared on the BBC, UTV, COOL FM, 
Downtown Radio, U105 and Q Radio. 
 
Social media 
 

 We used our own social media channels to support our campaign and to 1.106
support campaign activity. 

 Throughout the campaign period, our organic Twitter activity generated 1.107
9.4 million impressions, 20,300 link clicks, 6,000 retweets, 2,500 likes and 847 
replies.13  

 The most engaging tweet was a topical spin on #boatymcboatface which 1.108
was already trending on Twitter following the National Environment Research 
Council’s public vote to name a new polar research vessel.  

                                            
 
 
13

 These figures are combined for all Commission social media activity during the period that the 
public awareness campaign was live (campaign related and non-campaign related).  



43 
 

 
 

#VoteyMcVoteface tweet 

 Our #voteymcvoteface tweet gained 747 retweets, 385 likes and 563 link 1.109
clicks, and was shared by a number of influential Twitter users. The post had an 
engagement rate of 4.2% compared to an average 0.9% engagement rate. Our 
tweet featured in coverage in the Huffington Post and on the BBC Politics Live 
blog. 

 The tweet that gained the highest number of impressions was a standard 1.110
pinned tweet that linked to the registration website and featured a simple image 
of a clock.  

 The tweet was pinned on the Commission account from 11 April (one 1.111
week before the registration deadline) and remained pinned until the registration 
deadline had passed. The tweet performed consistently during that time 
generating 180,014 impressions, 605 retweets, 399 link clicks and 129 likes. 

 The same post repurposed for Facebook was the highest performing post 1.112
on our Facebook page during the campaign. The post generated a reach of 
9,262 with 210 reactions, comments and shares.  
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‘Time is running’ out Facebook post 

Results 

Applications to register and additions to the register  

Great Britain 
 

 During the campaign there were 1,214,844 applications to register made 1.113
in Great Britain, just short of our target of 1,275,000.  

Table 7: Applications to register and additions to the register during our 
May 2016 campaign. 

 Online applications Additions to the register 

Target Actual Target Actual 

England (ex. 
London) 

877,000 827,472 585,000 513,721 

London 213,000 243,545 195,000 144,216 

Scotland 120,000 94,487 82,000 90,166 

Wales 65,000 49,340 43,500 46,779 

Great Britain 1,275,000 1,214,844 900,000 794,882 
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 Our analysis of the electoral registers used at the May 2016 elections 1.114
suggests that a very high proportion of these applications, as many as 40%, 
were duplicates. Duplicate applications are from people who are already 
registered to vote, so do not result in the person being added to the register. 

 We exceeded our additions to the register target in Wales and Scotland, 1.115
but not in London or the rest of England. We fell short of our overall additions to 
the register target for Great Britain. 

 Through the gov.uk performance dashboard we can monitor the number 1.116
of users online and the daily number of applications made in Great Britain.  

 
Chart 3: applications to register – February-April 2016  
Source: Cabinet Office 

 

 Chart 3 shows there were significant increases in applications when the 1.117
EU referendum date was announced; when Facebook included a reminder to 
register to vote in the newsfeeds of all UK users; and on the registration 
deadline day.  

 In the two weeks before the launch of our main campaign on 14 March 1.118
there was an average of 14,300 online applications per day, compared to over 
18,000 in the first two weeks of our campaign. 

 We know from past campaigns that the deadline is a significant 1.119
motivating factor and that a large number of people apply to register in the days 
immediately before and on the deadline itself. 

 Chart 4 shows the impact of the Facebook registration reminder on 1.120
gov.uk registration service usage. Users were served with the reminder on their 
first visit to Facebook during that day. The first spike is the midnight launch of 
the reminder followed by a decline during the early hours of the morning and an 
increase as people start to use Facebook again with the second peak at around 

Main campaign 
launch EU referendum 

date announced 

Facebook 
registration 
reminder 

Registration 
deadline 
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8am. You can see that the volumes of traffic created by the reminder are 
significant enough to make all other spikes during that 24 hour period appear 
insignificant. 

 

 
Chart 4: Line service usage on 12 March 
Source: Cabinet Office 

 
Northern Ireland 
 

 In Northern Ireland we had a target of 7,500 additions to the register 1.121
during the campaign period. There was a total of 12,776 additions during the 
campaign meaning that we exceeded our target. 

 As online voter registration is not available in Northern Ireland we are not 1.122
able to provide the same level of analysis around application trends in Northern 
Ireland. Online registration is due to be introduced in Northern Ireland in January 
2017. 

Campaign tracking research results 

 We carried out research to assess the performance of our campaign 1.123
before it started, from 25 February until 9 March, and after it ended from 19 April 
until 3 May. 

 Our target for campaign recognition was 75% of people recognising at 1.124
least one element of our campaign. The percentage of recognition of at least 
one element of the campaign in each country in the UK is set out in table 8 
below. 

Table 8: Percentage of recognition of at least one element of the 
campaign. 
 
 
 
 
 
 
 
 

 We exceeded our target of 75% campaign recognition across the UK. 1.125
This suggests that our campaign stood out amongst other information about the 

UK 78 

England 77 

Northern Ireland 87 

Scotland 86 

Wales 83 
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elections, particularly in Northern Ireland and Scotland. Awareness levels were 
driven chiefly by the TV ads, recognised by 73% of people across the UK. 

 The high level of awareness in Northern Ireland is reflected in the extent 1.126
to which we exceeded our additions to the register target – by 70%. 

 People responded well to our ads with 90% agreeing that the ads made it 1.127
clear you have to register to vote and 80% agreeing that the ads made it clear 
where to go for information on how to register. 

 The main campaign messages were clearly communicated by the 1.128
advertising with more than three quarters of respondents mentioning registering 
as a key message of the campaign. 22% specified that the deadline to register 
to vote was 18 April without significant variation within the UK. An overwhelming 
majority of respondents, 90%, agreed that the ads made it clear you have to 
register to vote. 

 Voting guide recognition in Wales and Scotland was reasonable and the 1.129
content was well received. Three quarters of people in both Scotland and Wales 
agreed that they contain impartial information. There was also a high level of 
agreement that they contain enough information about how to vote, with 80% 
agreeing in Scotland and 88% agreeing in Wales. 

 In Scotland 74% of people agreed that the voting guide had the 1.130
information needed to vote, compared to 81% in Wales. Around half claimed to 
have taken some action after reading the voting guide. 

 Knowledge of how to vote in Wales was lower than in Scotland with 55% 1.131
of 18-24s and 64% of renters and home movers knowing how to vote, compared 
to 67% of 16-24s and 70% of renters and home movers in Scotland. This could 
be because of the fact voters in Wales were using two different voting systems, 
increasing the potential for confusion. 
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2 The EU referendum 
campaign 

 

Background 

 Under the Political Parties, Elections and Referendums Act (PPERA), we 2.1
have a responsibility to provide public information during a referendum.  

 The referendum campaign presented a number of unique challenges. Its 2.2
proximity to our May 2016 campaign risked causing confusion, particularly 
during the period where it was no longer possible to register for the May 
elections but before the EU referendum registration deadline. This also created 
a risk of voter fatigue with our messaging. 

 To allow for all electoral activity to conclude following elections on 5 May, 2.3
including possible recounts in some parts of the country, or possible coalition 
negotiations in the devolved administrations, we allowed some time between 
polling day on 5 May and the launch of our EU referendum campaign. 

 Another challenge was not knowing when the referendum would take place 2.4
until relatively late on in the planning process. 

 In 2014, we ran a successful campaign ahead of the referendum on 2.5
Scottish independence. It focussed on providing an information booklet ahead of 
the referendum but also promoting voter registration. The approach to this 
campaign formed the basis for our EU referendum activity. 
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Objectives 

 The objectives of our campaign in the UK were to: 2.6

 ensure people had the information they needed to cast their vote with 
confidence 

 encourage people who were not already registered to vote to do so by the 
7 June deadline 
 

 The objectives of the campaign overseas were to: 2.7

 raise awareness of the referendum and ensure UK citizens abroad knew 
they may be eligible to participate 

 encourage people who were not already registered to vote to do so as 
soon as possible and to put in place absent voting arrangements 

Audiences 

 The referendum was a unique poll and all voters needed to know specific 2.8
information to help them participate, therefore our UK campaign aimed to reach 
all adults who were eligible to vote. 

 Our overseas campaign was targeted at UK citizens abroad who had been 2.9
UK residents within the last 15 years as they are eligible to register to vote in the 
UK.  

 We also ran an overseas campaign aimed at armed forces personnel 2.10
serving abroad as it was unlikely they would see our UK campaign. 

Strategy 

UK campaign 

 Our strategy for the UK campaign had four main elements: 2.11

 provide voters with the impartial, essential information they needed to take 
part in the referendum through a voting guide and our website  

 use our national platform to buy advertising to ensure voters knew to look 
out for their impartial voting guide and to register to vote by the deadline 

 build on our work with local authorities and partners from our May 2016 
elections campaign to deliver co-ordinated activities 

 support the campaign through PR activities linked to key milestones in the 
campaign and the electoral timetable 

 
 With polling day in late June, in the UK there were potentially more people 2.12

unable to attend a polling station in person than at previous electoral events. 
People may have been on holiday, or attending events such as Euro 2016 and 
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Glastonbury. Given this we needed to ensure we included information about the 
different ways of voting across the channels we used in our campaign. 

Overseas campaign 

 Our strategy for the overseas campaign had three main elements 2.13

 Work in partnership with the government departments and other 
organisations that can give us insights about UK citizens abroad and 
access to communications channels and stakeholder networks 

 Buy advertising to ensure voters know they may be eligible to vote and 
they need to be registered and to arrange an absent vote in order to take 
part 

 Support the campaign through PR activities linked to key milestones in the 
campaign and the electoral timetable 
 

 UK citizens abroad needed to register to vote and organise to vote by post 2.14
in sufficient time for postal ballot papers to be sent to them at their overseas and 
returned to the UK before the deadline on polling day. 

 We ran a longer campaign aimed at UK citizens and armed forces 2.15
personnel abroad (compared to our UK campaign) and we encouraged them to 
register to vote as soon as possible. 

Implementation 

UK campaign 

 The UK campaign began on 15 May and consisted of three phases. 2.16

Phase 1: 15 May – 30 May 
 

 We asked people to look out for the impartial voting guide that would be 
coming through their door and register to vote by 7 June. 

 Ads contained the address of our voter information website 
aboutmyvote.co.uk and our call centre number, 0800 3 280 280, for more 
information. 
 

Phase 2: 31 May – 6 June 
 

 We told people that they should have received their impartial voting guide 
and included a further reminder to register to vote by 7 June. 

 We also included the contact details for more information. 
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Phase 3: 7 June – 23 June  
 

 As in phase 2 we stated that people should have received their voting 
guide. However we removed the registration reminder as the deadline had 
passed.14 

 The contact details were once again included. 
 

 We ran TV, radio and social media advertising for the duration of the 2.17
campaign. 

 We ran outdoor advertising in Great Britain for four weeks, from 23 May to 2.18
19 June. In Northern Ireland we ran this for two weeks only, from 23 May to 5 
June.  

The voting guide 

 We know from our experience at the Scottish independence referendum 2.19
and our research15 that there would be significant demand for impartial 
information. As such, we delivered a voting guide to every household in the UK 
(28 million households) which was the focal point of our campaign. 

 To help the voting guide stand out from other information and materials 2.20
about the referendum we used a bright neon sign design on the cover and 
repeated this design across other campaign ads and materials. 

 The voting guide contained information on the referendum and how to vote 2.21
including: eligibility, postal voting, proxy voting and an example ballot paper and 
instructions on how to complete it. 

 We also included a page of content provided by each of the two lead 2.22
campaign groups, where they outlined their arguments for why people should 
vote for the outcome they were campaigning for. We included this content 
because, during the research we did with members of the public to determine 
the referendum question, participants told us that receiving this information 
would help them make an informed decision. 

 Given the referendum was a unique event, we anticipated people may not 2.23
realise it used the same electoral roll as other elections and may think they 
needed to register to vote especially for it, even though they were already on the 
electoral roll. To help mitigate this potential issue, in our voting guide we 
included a message telling people that if they were already registered to vote 
they would receive a poll card and when to expect this. 

                                            
 
 
14

 The final deadline was ultimately extended to 9 June, but this did not affect the phases of our 
campaign. 
15

 See p.52 of our research report on EU referendum question assessment 

http://www.electoralcommission.org.uk/__data/assets/pdf_file/0006/192093/GfK-Report-EU-Referendum-Question-Testing-2015-WEB.pdf
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 We produced a number of different versions of the guide. These included a 2.24
bilingual English / Welsh version that was delivered in Wales and versions with 
tailored messaging for England and Scotland, Northern Ireland, Gibraltar and 
UK citizens overseas. We also produced alternative formats such as large print, 
easy read, British Sign Language, audio and Braille, and 12 different languages. 

  
Our impartial voting guide (Wales edition) 

 

aboutmyvote.co.uk  

 To support our public awareness campaign we produced a new EU 2.25
referendum microsite within aboutmyvote.co.uk. The microsite used the same 
neon design as the rest of the campaign and contained essential information 
about the referendum. 

 Our mobile-friendly microsite included three dedicated referendum pages 2.26
which provided clear information for our three different audiences – voters within 
the UK, overseas voters, and service voters.  



53 
 

 
aboutmyvote.co.uk homepage overlay 

 

 Users on the microsite were provided with links to the gov.uk registration 2.27
service, as well as information about how to vote, the designated lead campaign 
organisations, and our downloadable voting guide. 

 During our public awareness campaign period, 5.35 million unique users 2.28
landed on our website, 78% of whom were new visitors. Our website received 
12.1 million page views, the majority of which were on our UK voters’ microsite 
page. The average time spent on this page was 2 minutes 50 seconds 
compared to our overall website average of 1 minute 30 seconds for the past 
year. 68% of all users chose to view our website on mobile or tablet.  

 The number of unique users landing on our website was 62% higher for 2.29
the EU referendum public awareness campaign in comparison to the May 2016 
election campaign and page views almost tripled. The amount of new web 
visitors decreased by 6 percentage points which further suggests voters were 
engaged with our content and extremely interested in the referendum. 

 The main sources of referral traffic to our website were from social 2.30
platforms – Facebook, Twitter and Google+. This was due to public awareness 
activity run by all three organisations, which you can read more about on p.69. 
Online news outlets were also among the top sources including BBC, The 
Independent, The Telegraph, The Metro and The Guardian. 

TV and video-on-demand 

 Our TV ad focussed on telling people to look out for our impartial voting 2.31
guide. It used a large neon sign, filmed in a variety of locations such as a forest, 
a football pitch and by a canal. You can watch the phase 1 ad in English and 
Welsh on YouTube.  

 We included an interactive unit on our video-on-demand ads in Great 2.32
Britain to drive clicks through to aboutmyvote.co.uk. 

https://www.youtube.com/watch?v=KYDjTJ8kuFk
https://www.youtube.com/watch?v=hwwwawhPA7E
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Example of our TV ad on ITV Player 

 

Radio 

 Our radio ad used similar wording to the TV ad to invoke the idea of 2.33
something unmissable, but used sound effects in place of the neon sign.  

 There were different versions of the radio and TV ads for each of the three 2.34
campaign phases to reflect the change in messaging. 

Outdoor 

 We produced an outdoor ad which featured the same neon sign on a 2.35
football pitch. The purpose of outdoor advertising was to drive awareness and to 
create a sense of the EU referendum being a big and important event. 

 We produced two versions of our outdoor ad, one including the registration 2.36
deadline and one without it (for use after 7 June).  

 In Great Britain we used 6 sheets but in Northern Ireland we used a variety 2.37
of formats including phone kiosks, 48 sheets and bus street liners. 
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Outdoor 6 sheets 

 

 
Northern Ireland street liner 

 

Social 

 We ran ads on Facebook and Twitter using neon imagery, with a short 2.38
animated gif to attract attention. We used two different ads during the campaign, 
one that featured a ‘shiny penguin’ and promoted the registration deadline and 
one which we used after 7 June that featured a ‘shiny pony’ and promoted the 
date of the referendum. 
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UK animated social ad 

 

Digital display 

 In Northern Ireland we ran display ads using the same neon imagery as 2.39
our social ads. 

   

  
Northern Ireland display ad 

 

Google search 

 We ran Google search advertising in Great Britain throughout the 2.40
campaign directing people to aboutmyvote.co.uk. We bid on a range of search 
terms linked to voting, registration, referendum information as well as terms 
associated with both sides of the argument. 
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Press 

 We ran press ads in the Metro in Great Britain. This was a half-page ad on 2.41
3 and 6 June telling people it was their last chance to register to vote. 

 
 

 
Half page press ad used in Great Britain 

 

 In Northern Ireland we ran press advertising for one week during the first 2.42
phase of the campaign. 
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Northern Ireland press ad 

 

Overseas campaign 

 Our campaign aimed at UK citizens abroad began on 17 March and ran for 2.43
ten weeks. This was to allow us time to test messaging and to encourage early 
registration by those who wanted to vote by post, to increase the chances of 
them receiving and returning their postal ballot papers by the deadline on polling 
day. 

 Our overseas campaign was split into three phases: 2.44

Testing phase: 17 March – 11 April 
 

 We asked people to register to vote now for the EU referendum. 
 
Main phase: 12 April – 15 May 
 

 We asked people to register to vote by 16 May for the EU referendum. 
 
Last chance phase: 16 May – 31 May  
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 We told people it was their last chance to register to vote in the EU 
referendum and to consider applying for a proxy vote. 
 

 We ran Facebook and Google search advertising. We also began the 2.45
campaign using display advertising targeted to overseas IP addresses on UK 
news sites, but ended this early when it did not perform as well as our other 
advertising. 

 The advertising creative used passport stamp imagery to signify that it was 2.46
targeted at UK citizens abroad. 

 While our UK campaign encouraged people to register by the 7 June 2.47
deadline, the overseas campaign asked them to register by a 16 May 
‘encouragement point’. This is the point by which we advised them to register to 
have the best chance of being able to apply for, receive and return a postal vote 
in the time remaining before polling day. 

 The campaign continued after 16 May but included messaging advising 2.48
people to apply to vote by proxy. 

 We began by targeting the top 30 countries by population of UK citizens. 2.49
Following disappointing performance of our display ads and strong performance 
of our Facebook ads in the first phase, we discontinued our display advertising 
to invest further in Facebook. We also expanded the targeting from 30 to 98 
countries. 

 During the campaign, we tried a range of different messages using 2.50
behavioural insights and feedback from past Commission and government 
campaigns as well as results from a survey with UK citizens abroad that we ran 
in partnership with AngloInfo. 

 The most successful types of messaging were: 2.51

 social norming: ‘Last month 72,000 UK expats applied to register to vote in 
the EU referendum’ 

 emotive: ‘Care about your friends and family in the UK? Register to vote in 
the EU referendum now.’ 

 loss aversion/emotive: ‘Don’t miss your chance to have your say in this 
historic decision’ 

 
 We began the campaign with an informative message that simply stated 2.52

that ‘you may be able to register to vote if you have been out of the UK for less 
than 15 years’. However, this did not perform as well as the more emotive 
routes. 

 To maximise the performance of our emotive Facebook advertising, we 2.53
produced some new ads during the campaign with images of people using video 
communication tools to create a cognitive link to friends or family in the UK, 
however this was ultimately unsuccessful, likely due to the images being stock 
photos rather than more organic looking photography, so we discontinued the 
ads. 
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Examples of overseas Facebook ads using different messaging with the 

same passport stamp imagery 

 

Armed forces personnel overseas campaign 

 Our campaign was shorter due to the smaller size of the target audience 2.54
and sought to encourage early registration and ensure armed forces personnel 
put in place absent voting arrangements. It ran from 6 until 31 May. 

 It had two phases, a registration phase from 6 May to 15 May, and a last 2.55
chance to register and proxy vote reminder phase from 16 May to 31 May. 

 We used Facebook advertising due to its targeting capabilities and cost 2.56
efficiency as well as Google search advertising. 

 In our ads we used imagery that represented the three main branches of 2.57
the armed forces to help it stand out. 
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Facebook ad targeted at armed forces personnel based overseas 

 In addition, we ran full page advertising in Navy News, Soldier and RAF 2.58
News – publications popular amongst armed forces personnel. 

 
Example of our armed forces press ad 
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Our social media channels 

 We delivered our social media content in two phases – voter registration 2.59
and voter information. We consistently posted about registration and absent 
voting in the lead up to all deadlines. After the deadlines had passed, we 
focussed on helping people understand what to expect on polling day. 

 During our campaign we earned 13.5 million impressions on Twitter from 2.60
352 tweets. Our tweets generated high engagement with 48,200 link clicks, 
13,000 retweets, 5,000 likes and 2,400 replies. 

 We ran a series of content called ‘Your #EURef vote’, where we posted 2.61
one voting fact every day for the eight days before and on 23 June. The facts 
were subjects we are often asked about by voters. 

 The most popular fact of the day was our ‘how to fill in the ballot paper’ 2.62
post which on Facebook reached more than 8,550 people with no promotion, 
generated 40 actions and almost 430 post clicks.  

 
‘How to fill in the ballot paper’ Facebook post 

 

Partnership activities 

 Section 125 of PPERA places restrictions on activities designed to promote 2.63
or provide information about the referendum in the run up to polling day. 
Organisations that are more than 50% publicly funded had to end all activity by 
27 May. 

 To support our campaign we focussed our partnerships work on supporting 2.64
local authorities to run activities in their regions; building on the relationships we 
formed during our May 2016 elections campaign; working with organisations 
who could provide the biggest reach for our voter registration message; and 
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working with organisations who could help us provide information to people who 
needed additional support to take part in the referendum.  

 We produced a suite of resources to facilitate support for our campaign 2.65
from other organisations.  

Home movers, renters and homeless people 

 We worked in partnership with housing and landlord associations, and 2.66
housing and homeless charities. 

 We provided our partners working with those voters that needed to register 2.67
with no fixed address a factsheet in English and Welsh for them to get accurate 
information out. The design used the same neon branding as our campaign 
advertising and we worked with our partners to share the resource through their 
communication channels.  

 Shelter Scotland shared the factsheet with over 100 organisations plus all 2.68
of their HUBs and offices across Scotland. 

 The Wallich distributed the factsheet to all of their accommodation projects 2.69
and promoted the factsheet on their social media channels. 

 The Northern Ireland Housing Executive disseminated the factsheet to all 2.70
temporary accommodation providers and co-ordinated register to vote drives at 
temporary accommodation outlets. They also promoted the resource via their 
social media channels and put posters up across their regional hubs.  

 In addition to the circulation of our factsheet, The Scottish Association of 2.71
Landlords added an article to their e-zine which is circulated to landlords and 
letting agents across Scotland. The article encouraged landlords and letting 
agents to support their tenants to register to vote. 

People with a disability 

 We worked closely with Mencap to develop resources for people with 2.72
learning disabilities; including an easy read guide about taking part in the 
referendum.  

 The guide was shared widely by Mencap through their local groups and 2.73
networks. Mencap also ran a dedicated phone line on 23 June to provide 
information about voting to people with learning disabilities and to give them the 
chance to report any issues they may have experienced on polling day. 

 We also worked with Enable Scotland who shared alternative formats of 2.74
our voting guide, as did the Care Inspectorate who added content to their 
website promoting our alternative formats and registering to vote in care homes. 

 In Wales we also worked with RNIB Cymru to produce a joint factsheet in 2.75
English and Welsh explaining how people with sight loss can vote on polling day 
and what help is available to them. 
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Ethnic minority communities 

 We continued to work in partnership with groups we had built links with 2.76
ahead of the May 2016 elections including Citizens Advice Cymru, Northern 
Ireland Council of Ethnic Minorities and the Scottish Council of Jewish 
Communities.  

 We used their communication channels to disseminate our messages 2.77
including alternative language versions of our voting guide. 

Overseas 

 We asked partners to get involved with Overseas Voter Registration Day 2.78
(OVRD), which took place on 4 February 2016, and provided them with copy for 
blogs, Facebook posts, and tweets. Organisations such as British Corner Shop 
and Expat Network, as well as the overseas branches of UK political parties 
used the resources. 

 A number of UK citizens abroad responded to our blog published ahead of 2.79
OVRD asking for further resources that could be shared with their local expat 
networks. 

 We ran a survey of UK citizens abroad in partnership with AngloINFO. The 2.80
survey aimed to gain a better understanding of knowledge of and attitudes 
towards voting, and was sent to more than 200,000 email addresses. 

 The total number of survey responses was 4,707. Once completed, 2.81
respondents saw a message that directed them to register to vote if they had not 
already done so. The results of the survey were used to inform the structure and 
messaging we used in our campaign and to create PR content that could be 
used by partners. 

Twitter 

 We devised a two-pronged campaign in partnership with Twitter who 2.82
produced two bespoke neon emojis to match our campaign branding. 

 The first emoji was a neon tick which appeared every time people used 2.83
#EURefReady between 6-7 June. The second emoji was a neon ballot box with 
an ‘X’, based on our existing Your vote matters branding, which appeared with 
the popular #EURef hashtag from 7 June until 10pm on polling day. 

   
Custom Twitter emojis 
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 To launch our #EURefReady campaign, we created thunderclaps16 in 2.84
English and Welsh which both went live at 9am on 6 June and were supported 
by local authorities, our partners, public figures and the general public. The 
thunderclaps had a total social reach of 1.2 million and were the catalyst for a 
viral Twitter campaign. 

 #EURefReady was used in over 40,000 tweets by 25,000 users which 2.85
generated 185.2 million potential impressions. This activity ensured the hashtag 
was the top UK trend on Twitter for more than six hours on 6 June.  

 
Trending topics on Twitter during the campaign 

 
 A 3D model of the ‘Your vote matters’ emoji was even featured on ITV’s 2.86

referendum night coverage on their social media desk. 

 

                                            
 
 
16

 A social media thunderclap is a co-ordinated posting of the same message at a set time. 
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ITV’s referendum night coverage 

 

Euro 2016 

 We worked with the Football Supporters’ Federation to secure a page in 2.87
the booklet they delivered to fans who would be attending Euro 2016, which 
spanned across June and July. 

 
Our ad in the Football Supporters’ Federation booklet 

 We produced infographics with a specific message targeted at people 2.88
attending Euro 2016. We provided these to local authorities and our partners 
and shared across our own social media channels, to ensure ticket holders 
knew how to apply for an absent vote. Our Euro 2016 post in English generated 
2.5 million impressions on Twitter. 
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Euro 2016 Facebook infographics 

Other organisations 

 Local authorities, civil society organisations and government departments 2.89
ran a huge amount of activities to promote registration ahead of the referendum 
and below we have included some examples of those activities. 

The UK Government 

 The restrictions set out in section 125 of PPERA meant that Government 2.90
public awareness activity was restricted in the run-up to the referendum. Any 
activity had to be completed by 27 May. 

 Through its existing networks and channels the UK Government has many 2.91
unique opportunities to engage the public with voter registration messages. This 
is something we have been keen to encourage them to do in the past, so 
welcomed them doing this ahead of the referendum. 

 Their strategy was to harness the government’s existing channels, 2.92
networks and expertise to support our existing public awareness activity. In 
addition they established partnerships with a range of groups, civil society 
organisations, local authorities, tech companies and businesses. 

 New structures were put in place to manage the activity including named 2.93
voter registration leads at each government department and a cross-
departmental group that met weekly to update on progress and look for links 
between activities. 

 There was a co-ordinated social media campaign across government 2.94
departments. All used Facebook and Twitter, but some also used Instagram, 
LinkedIn and YouTube. Some departments such as the Department for 
International Development and the Department for Education created their own 
audience-specific content which worked particularly well. Twitter activity had the 
greatest reach of over 29 million, with 7,424 engagements. 
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 Aside from social media, departments used a wide range of other channels 2.95
at their disposal to promote their message. Examples of government-owned 
spaces that were used to promote the campaign were: 

 700 job centres  

 300 Crown post offices 

 450 driving test centres in the UK 

 500 courts and tribunals buildings and 133 prison and probation sites 

 a large number of Forestry Commission and Natural England visitor sites 

 over 200 rail stations across the UK and through Manchester Airport group 
with an approximate footfall of over 24 million 

 magnetic signage on cars owned by the Forestry Commission and others 
 

 Government contact centre messages were amended to include a voter 2.96
registration reminder. This was done at the following: 

 Her Majesty’s Revenue and Customs (HMRC) call line - average of 1 
million callers per week 

 the Driver and Vehicle Standards Agency (DVSA) and Driver and Vehicle 
Licensing Agency (DVLA) call line – approximately 538,000 callers over 
the campaign 

 the Department for Environment Food and Rural Affairs call line - 250,000 
calls over the campaign 

 the Department for Energy and Climate Change Energy Saving Advice 
Service consumer helpline - 3,500 callers over the campaign and 600 
emails 
 

 This activity provides a wide array of new ways to engage with the public 2.97
which are not available to any single organisation working alone. The 
Commission welcomes this activity and would encourage a similar approach to 
be taken ahead of future polls. 

 
Our neon branding at Stansted airport 

 
Local authorities 
 

 Working with local authorities is an essential part of all of our public 2.98
awareness campaigns. Ahead of the EU referendum we shared information 
about our campaign to help local authorities plan complementary activities to 
maximise the impact of our joint efforts, and we provided resources including 
templates for media releases, posters, websites, email and social media 
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channels to use in local public awareness work. We also encouraged local 
authorities to order copies of our voting guide to distribute to their stakeholder 
groups and make available in local venues. 

 On 5 May, the Government wrote to 40 Electoral Registration Officers 2.99
(EROs) in areas with the highest levels of under-registration, telling them they 
would receive a grant to run activities to promote voter registration ahead of the 
EU referendum. The funding could only be used before the restrictions set out in 
section 125 began; meaning EROs had 16 working days to run activities. 

 We acted quickly to help EROs make decisions about how to use their 2.100
grants. We provided them a briefing document which included details of our 
existing advertising plans to avoid duplication, and we enabled them to use (or 
tailor for use) our radio, outdoor, press and social advertising across local 
channels. 

EROs used their grants to purchase advertising space and pay for staffing costs 
for canvassing activities and resources. For example, the London Borough of 
Greenwich funded additional visits by canvassing teams to addresses with no 
registered voters, and provided registration posters in ten languages spoken in 
the borough – with Camden, Enfield, Newham and Brighton all undertaking 
similar activity. 
 

 EROs also made use of their communications channels. Video screens, 2.101
poster spaces and noticeboards in libraries, community centres, leisure centres, 
housing estates, GP surgeries, and other public places all hosted EU 
referendum campaign materials. 

 
Examples of local government activity 

 
Civil society organisations 
 

 Civil society organisations are in a unique position to reach people with a 2.102
voter registration message who may not be responsive to conventional public 
sector campaigning. We already work with a number of civil society 
organisations as outlined in the partnerships section. However, the EU 
referendum presented a unique opportunity for a wider range of organisations to 
try new approaches to raising awareness. 
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 The Scottish Youth Parliament worked with Snapchat to create a special 2.103
image filter to raise awareness of the referendum among users. Snapchat is one 
of the fastest growing social networking services and is particularly popular 
among young people. 

 
Scottish Youth Parliament Snapchat image filter 

 

Bite the Ballot 

 Dating app Tinder teamed up with Bite the Ballot to create an in-app voter 2.104
registration reminder. A registration reminder was presented to users like a 
potential match and if they swiped right (to ‘like’) it gave them a personal 
message with further information. 

 

 They also ran democracy cafés where they encouraged young people to 2.105
register to vote and developing online shareable resources encouraging 
registration.  
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Glastonbury Festival 

 Glastonbury Festival 2016 coincided with the referendum date meaning 2.106
that anyone at the festival on 23 June would be unable to vote in person. To 
help ensure festival-goers did not miss out, Glastonbury organisers sent out a 
reminder to register, and reminders to apply for a postal or proxy vote, along 
with festival information emails. 

 They supported this with press activity including a Guardian article on the 2.107
importance of participating in the referendum and an information page on their 
website. 

 They also ran activity aimed at staff who would be working at the festival 2.108
including sending out information on absent voting. We created bespoke 
infographics which we shared with Glastonbury, and also with local authorities 
and other organisations, to share on their social media accounts for anyone who 
may be going to the festival.  

 
Glastonbury voter registration tweet 

Media companies 

Twitter 
 

 After being approached by Twitter, a number of public figures and 2.109
celebrities tweeted registration reminders ahead of and on the registration 
deadline. These included Emma Watson, who used our branding across her 
Twitter profile. As at 6 June, Emma Watson had 21.9 million followers. 

https://www.theguardian.com/music/musicblog/2016/mar/22/glastonbury-festival-eu-referendum-vote


72 
 

 
Emma Watson’s Twitter profile on the day of the registration deadline 

 A number of other well-known people promoted voter registration 2.110
messages after being approached by the Government or partner organisations. 
These included Cara Delevingne, Idris Elba, Graham Norton, Henry Holland, 
and Rio Ferdinand. Such influencers had a combined reach of around 100 
million Twitter users. 

 
Cara Delevingne on Instagram 

 
Facebook 
 

 Facebook developed a promoted carousel to provide people with 2.111
information about the referendum which included links to both lead campaign 
organisation’s Facebook pages as well as our Facebook page. The ad was 
targeted to an audience of approximately 40 million people in the UK. 

 Facebook also included a voter registration reminder in the newsfeeds of 2.112
all UK users on 3 June, which resulted in a huge surge in applications to 
register. 
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Facebook carousel 

 

 On polling day Facebook also repeated their popular voter information 2.113
button which appeared in all UK users’ newsfeeds from 12am until 10pm on 23 
June. The button linked to our aboutmyvote.co.uk EU referendum microsite. 
More than 2.12 million people landed on our website on polling day from 
Facebook, making it the largest referral source of traffic. 

Google 
 

 Google produced two EU referendum Google Now cards which appeared 2.114
in UK users’ apps on the registration deadline and again on polling day. In both 
Google Now Cards the second button linked to our aboutmyvote.co.uk EU 
referendum microsite. On polling day Google also directed users to our 
microsite from a Google+ post that was linked from their Google UK homepage. 

 
Google Now cards 

 

Press and PR activities 

 Our press and PR activity aimed to secure coverage in national and local 2.115
media to amplify our campaign messages.  



74 
 

 The press and PR plan reflected the three phases of the advertising 2.116
campaign strategy, with targeted activity focusing on the relevant message at 
key points in the campaign timetable. 

Phase 1: 15 May – 30 May 
 

 During the first phase of the campaign and to mark the start of the 2.117
distribution of the Commission’s impartial voting guide, coverage was secured in 
a wide range of national media outlets including BBC News Online, the Times, 
the Daily Mail, the ‘i’, the Observer, the Sun on Sunday and the Mail on Sunday. 
Further coverage appeared in a number of local titles across the UK.  

 Broadcast coverage including interviews with Commission spokespeople 2.118
was secured on Sky News (TV), a number of BBC local radio stations and LBC. 

 The story (Observer coverage see above) was also mentioned on BBC 1 2.119
(The Andrew Marr Show), ITV News (London), Share Radio and TalkSport 
(radio) all as part of morning round ups of front cover news stories.    

Phase 2: 31 May – 6 June 
 

 During the second phase of the campaign press and PR activity aimed to 2.120
reinforce the voter registration message and remind people to register to vote by 
the deadline (7 June).  

 Coverage of the voter registration message was consistent throughout 2.121
the second phase of the campaign, in local media in particular. Our public 
awareness campaign was also featured in the Wall Street Journal. 

 During the final week ahead of the voter registration deadline, the 2.122
Commission’s work with Twitter was covered by Buzzfeed, the ‘i’ and the Mirror. 

 Other ‘last chance to register’ stories were featured in the Daily Express, 2.123
the Independent, on BBC Online and in the London Evening Standard, as well 
as across a significant number of local and regional titles across the UK.  

 Also during the week before the voter registration deadline broadcast 2.124
interviews with Commission spokespeople aired on BBC Radio Scotland, BBC 
Radio Cymru, BBC Radio Wales and a number of regional and local radio 
stations across the UK. In addition, Jenny Watson, Chief Counting Officer at the 
referendum was interviewed on Sky News, BBC North West and BBC Radio 
5Live.  

Phase 3: 7 June – 23 June  
 

 During the final phase of the national public awareness campaign, 2.125
numerous pieces of coverage appeared in local news titles featuring advice to 
voters, including information on what to expect at the polling station. Examples 
include the Aberdeen Evening Express, the Eastern Daily Press and the 
Northern Echo. BBC Online in Wales also ran an online voter guide to the 
referendum mentioning the Commission’s advice.  
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 In the final week before polling day, Commission spokespeople also gave 2.126
a number of radio interviews reminding voters of what to expect on polling day. 
Commission spokespeople appeared on BBC Radio Scotland, BBC Radio 
Wales, BBC Radio Cymru, Capital North and West Wales, Sky Radio News, 
Bauer Radio Scotland, BBC Radio Essex and BBC Radio Sheffield.  

 Further coverage was secured on the morning before polling day to 2.127
ensure that voters received basic information relating to polling day, for example 
when polling stations would be open. The Chief Counting Officer was 
interviewed live on BBC Breakfast, BBC Radio 5Live and Good Morning 
Scotland.  

 In addition to our public awareness work, the Chief Counting Officer was 2.128
interviewed by the Financial Times and Bloomberg to talk about how the count 
would work and when the estimated declaration time would be. We arranged 
these interviews in order to target the business and financial sector given the 
significant interest about the count process and speculation around the 
referendum’s impact on the financial markets. Although not directly relevant to 
the public awareness campaign objectives, these interviews demonstrated the 
importance of maintaining flexibility in planning throughout the campaign period.  

Incidental media coverage 
 

 The Commission’s impartial voting guide received incidental coverage as 2.129
a result of the music group the 1975’s suggestion that the guide’s imagery 
closely resembled that of their most recent album cover. As previously noted the 
guide was based on that used in 2014 in Scotland. The coverage this story 
received helped to get the word out about the referendum to some of our key 
audiences and was covered by the Mirror, the NME, Buzzfeed, Sugarscape and 
the Metro.  

 Our overseas campaign also received additional coverage (for example 2.130
on BBC News) as part of wider media stories around uncertainty over eligibility, 
concerns over absent voting provisions and confusion over the registration 
deadline. Our decision to use an encouragement point attracted some criticism 
from people who believed it was the final deadline. However, the coverage this 
story received ensured that more people saw this message and were aware of 
the importance of registering in advance if planning to use an absent vote from 
overseas. 

Call centre 

 Our call centre managed enquiries that were generated as a result of our 2.131
public awareness campaign. Our TV, radio and outdoor advertising included the 
number for the call centre, as did our voting guide and microsite. 

 The call centre received a total of 125,491 calls during the campaign. The 2.132
busiest day was 18 May with 18,183 calls and the most popular topics for 

http://www.bbc.co.uk/news/uk-politics-eu-referendum-36419809
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enquiries to the call centre were: postal voting; questions about how to vote, the 
ballot paper and poll cards; voter registration; and voting by proxy. 

Results 

Applications to register and additions to the register 

 From the start of our campaign on 15 May until 7 June there were 2.133
2,100,000 applications to register made online in Great Britain. In the following 
two days, after the extension of the registration deadline, there were a further 
430,000 applications, bringing the total to 2,530,000.  

 During our campaign period there were 1,074,700 additions to the 2.134
register in Great Britain. While a significant number, this means that, there was 
a high number of duplicate applications, 38% of the total, while the remaining 
21% were otherwise unsuccessful (for example if the identity of the applicant 
was not able to be verified).  

 For the overseas campaign we set a target of 250,000 additions to the 2.135
register from the launch of our campaign on 17 March to the registration 
deadline on 7 June. We achieved 184,000 applications and a further 11,400 
applications during the deadline extension. There were 135,396 additions to the 
register meaning we did not meet our target. However, there were also 
significantly fewer duplicates and otherwise unsuccessful applications for this 
strand of the campaign. 

 This number of additions is more than twice that added ahead of the 2.136
2015 UKPGE when our activity aimed at UK citizens abroad contributed to 
67,355 additions to the electoral registers during the campaign. 

Impact of website crash 
 

 Following a last minute surge in registration applications, the gov.uk 2.137
registration service crashed and was unavailable for around an hour in the run-
up to midnight on 7 June. 

  As a result the law was changed in Great Britain to extend the 2.138
registration deadline so that those applying on 8 and 9 June could be added to 
the register in time for the referendum.  

 In the final two days, 8 and 9 June, there were over 430,000 applications 2.139
to register made. Based on data received from local authorities our research 
suggests that approximately 46% were applications from people who were 
already registered to vote.  

Great Britain 
 

 From the start of the campaign until 9 June there were 2,436,967 2.140
applications to register to vote made in Great Britain (excluding special category 
electors such as overseas voters). By comparison, during our longer 2015 UK 



77 
 

Parliamentary general election campaign there were 2,315,598 applications 
made. 

 
Chart 5: applications to register May – June 2016 
The blue line is applications made online and the purple line is paper 
applications submitted directly to local authorities. 

 From this chart we can see the effect of our campaign launch on 2.141
application figures, but also the impact of a bank holiday weekend. The day 
when Facebook included a reminder to register to vote in users’ newsfeeds was 
one of the most popular days for applications, but the 7 June registration 
deadline was the highest of the campaign period, which was the most popular 
day for applications made online since the introduction of online registration. 

Northern Ireland 
 

 During the course of the campaign until 7 June (as the registration 2.142
deadline was not changed for Northern Ireland) the Northern Ireland voter 
registration form was downloaded 13,690 times from our aboutmyvote.co.uk 
website. It is worth noting that there are other websites from which the form can 
be downloaded, so this is not a perfect indicator. 

UK citizens living abroad 
  

 From the launch of our campaign on 17 March until the final registration 2.143
deadline on 9 June there were 195,649 applications to register to vote from UK 
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citizens abroad. This resulted in 135,396 additions to the register, meaning we 
did not meet our target of 250,000 applications. By comparison, there were 
105,000 people registered as overseas voters at the 2015 UK Parliamentary 
election.17  

 This is significantly higher than the 85,706 applications we achieved 2.144
during our 2015 UK Parliamentary general election campaign. 

 You can see from the graph below that there was a steady increase in 2.145
applications throughout the campaign. The 7 June registration deadline was by 
far the highest day for applications. The encouragement point of 16 May (the 
date in advance of the registration deadline by when we encouraged UK citizens 
abroad to register) saw a significant increase, suggesting it was effective at 
motivating people to register early. 

 
Chart 6: applications to register from UK citizens overseas during our 
campaign period 

 The second highest number of applications made in one day was on 8 2.146
June following the deadline extension (6,262). 6 June, the day before the 
original registration deadline, and 15 May, the day before the encouragement 
point also saw high levels of applications. 

                                            
 
 
17

 Data for the number of overseas voters registered at the time of the EU referendum will not 
become available until December 2016. 
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Campaign tracking research results 

 We carried out research to assess the performance of our campaign 2.147
before it started (from 20 April until 8 May), mid-way through it (from 8 until 19 
June), and after it ended (from 24 June until 10 July). 

 We set targets for campaign recognition levels, the extent to which 2.148
people felt they had enough information to vote with confidence and the 
percentage of people who took action as a result of our campaign. 

Table 9: Extent to which we met our campaign recognition targets 

Target UK England N.I. Scotland Wales 

80%  of the population report 
having seen at least one element 
of the campaign 

66% 65% 
 
74% 73% 64% 

75%  of the population feel that 
they had enough information to 
vote with confidence 

69% 69% 71% 71% 72% 

35%  of people report taking action 
as a result of the campaign, 
including looking out for and 
reading the voting guide   

23% 24% 22% 17% 22% 

 We missed our recognition targets for this campaign. We came closest to 2.149
achieving our target for the percentage of the population that felt they have 
enough information to vote with confidence at 69%, with more than 70% 
agreeing with this in Northern Ireland, Scotland and Wales.  

 The lower levels of recognition may have been caused by the lower 2.150
levels of recognition for our TV ad, with 52% of people recognising it, compared 
to 73% for our main May 2016 TV ad. This is in spite of the significant over-
delivery on TVRs as set out from 3.46. 

 There was, however, a low level of rejected ballot papers in the 2.151
referendum at 0.08%, compared to 0.33% at the 2015 UK Parliamentary 
election. Clearly there are a number of different factors that can contribute to 
this, but this suggests people knew how to complete their ballot paper correctly. 

 Feedback on the quality and content of advertising materials was 2.152
positive. Across the UK 78% of people agreed that our ads made it clear that 
every household would receive a voting guide, and this number was 93% in 
Northern Ireland, reflecting higher levels of overall campaign recognition there. 

  65% of people agreed that the ads made it clear where to go for 2.153
information on how to vote in the referendum and 60% agreed the ads were 
aimed at people like them. 

 Around half of respondents recognised the voting guide. In Wales this 2.154
was 62%, in Scotland this was 66% and in Northern Ireland 69%, with around 
70% of those who recognised the voting guide having read it. 
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 Our research suggested there was some confusion in Scotland over who 2.155
was eligible to vote, due to the different voting age between the May 2016 
elections and the EU referendum. While an average of 88% of people across 
the UK knew that only those of 18 years of age or older could vote, in Scotland 
this figure was just 67%. We need to continue to work to ensure people are 
aware of the voting age ahead of polls in Scotland, and should take this 
approach if there is any change to the voting age elsewhere in the UK.  
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3 Detailed paid media 
analysis 

 This section contains technical and numerical performance results for our 3.1
paid advertising. 

May 2016 

Great Britain 

 Unless otherwise stated, England refers to England excluding London. 3.2

TV  
 

 We bought TV for the campaign in two phases: a launch phase and a 3.3
frequency phase. There was over-delivery on all measures against planned 
levels. 

Table 10: Planned vs. actual TV performance during the May 2016 
campaign  

 Launch burst 

(17 March – 17 April) 

Frequency burst 

(28 March – 10 April) 

 Target Actual Target Actual 

TVRs 270 297 180 260 

Reach  70.1% 71.3% 62.3% 65.4% 

Frequency 3.9 4.7 2.9 4.0 

 

 Our TV advertising ran across ITV, Channel 4 and Sky. 3.4

 We saw significant increases in gov.uk site usage around our TV spots. 3.5
Our first primetime TV spot on 14 March, during Royal Navy Sailor School at 
9.30pm, resulted in the most users on the site in one hour until this point in 
2016. 

 The below shows the impact of the launch of our Hollyoaks ad on usage of 3.6
the gov.uk registration service. The second peak correlates with a prime time TV 
spot on Channel 4’s Dispatches. It is not possible to measure live service usage 
by age group. However, we do know that on this day (Monday 21 March) there 
were 15,600 applications from people aged 34 and under compared to 13,500 
the previous Monday and 12,125 the following Monday. 
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Chart 7: Number of users on the gov.uk registration service at the launch 
of our Hollyoaks ad 
Source: Cabinet Office 

 Following the launch of the ad around 6.45pm on 21 March, there was a 3.7
significant increase in the number of people using the online registration service. 
This was reflected throughout the campaign. 

 While it is difficult to pinpoint exact causes of surges in applications, the 3.8
launch of the ad was one of the most popular days for applications in the year 
until that point. 

Table 11: Number of users on the gov.uk registration service around the 
launch of our Hollyoaks ad. 
Source: Cabinet Office 

 
 
Video on demand 
 

 Video on demand advertising ran across Channel 4, ITV, Sky and 3.9
Government Trading Desk (GTD). 

 We delivered over 10 million impressions across the campaign, with most 3.10
of these being delivered through GTD. This is significantly higher than the 
estimated 8.72 million impressions. 
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Chart 8: VOD impressions during the EU referendum campaign  
Source: Carat 

 Click-through rates varied significantly across the stations, with YouTube 3.11
and Channel 4 delivering 0.20% and 0.25% respectively, GTD delivering 0.70% 
and Sky delivering 1.00%. 

 Within these platforms, Scotland and Wales saw the highest click-through 3.12
rates (0.93% and 0.85% respectively), compared to England and London 
(0.69% and 0.65%). The introduction of an interactive overlay on the ads led to 
a 17% uplift in clicks on GTD and a 24% uplift on ITV. This is a highly effective 
and low cost means of increasing the performance of our ads. 

 Our Hollyoaks ad had a view-through rate of 99% with a click-through rate 3.13
of 1.18%. This shows the additional level of engagement that is possible with 
contextual advertising using characters and settings the viewer is familiar with. 

Radio (Scotland and Wales only) 
 

 We over-delivered on radio performance, achieving a level of reach in-line 3.14
with expectations, but a greater number of impacts and higher frequency. 

 We used several digital radio services in Wales. There were 19,693 3.15
impressions on DAX digital radio, with a 98.35% listen through rate against a 
benchmark of 95%. Spotify delivered 107,506 impressions and a click-through 
rate of 0.19%, and TuneIn a further 17,716 impressions with a click-through rate 
of 2.07%. 

Table 12: Radio performance in Scotland and Wales 

 Impacts Reach Frequency 
 

Planned 19,353 59% 
 

7.3 

Actual 22,995 59% 8.6 
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 The Capital Wales App ad generated 30,000 impressions, as well as 2,529 3.16
clicks to the registration service and 1,480 clicks to related content in the App. 
The click-through rate was 13.38%, well above the expected 6-10%. 

 The Bauer Scotland partnership generated over 7.23 million impressions 3.17
with a reach of over 1.3 million. 

Google search 
 

 We ran Google search advertising throughout the campaign to support our 3.18
activity. We delivered a very high number of impressions and a click-through 
rate more than twice what we expected. 

 We had an average position of 1.8 across the campaign meaning that in 3.19
many cases we were not the top result. This is something that could be 
improved upon. 

Table 13: Google search advertising performance during our campaign 

 
Impressions Clicks CTR 

Planned 849,282  9,342 1.10% 

Actual 2,518,325 66,227 2.63% 

 
 The click-through rate of our search activity increased substantially as the 3.20

registration deadline approached, rising to 6.74% in the final week. This is due 
to the increased interest in and urgency of registering to vote closer to the 
deadline, and also due to the ongoing optimisation of our search terms, where 
we excluded those that do not perform well. 

 
Chart 9: Click-through rate of Google search activity 
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Source: Carat 

 There was considerable regional variance in performance, with England 3.21
having both a higher click-through rate and a lower cost per click, with 
significantly lower performance elsewhere in the UK on both measures. 

 The best performing search terms were those relating to voter registration. 3.22
The top ten best performing terms were: 

 am I registered to vote? 

 registering to vote 

 register to vote 

 how to vote 

 postal votes 

 voter registration 

 voters registration 

 voting register 

 government+UK 
 

Social media 
 

 Our Facebook ads had an average click-through rate of 0.96% across the 3.23
whole campaign against a target of 1%. There was some variance in 
performance depending on the ad and the audience it was targeted to. 

 For example our reactive ad based on the Scottish Cup semi-final that was 3.24
shown during the half-time break, performed very badly achieving only 7 
impressions and 0 clicks. This shows the importance of allowing time for an ad 
to build an audience and suggests that advertising for a very short time is 
ineffective.  

 Other posts performed significantly better, with the post based on the 3.25
clocks going forward one hour achieving a click-through rate of over 1.5% 
among renters in England and Wales. 

 Our Scotland ads targeted at 16- and 17-year-olds in Scotland performed 3.26
worse than average with a click-through rate of 0.67% to 0.69%. This is 
reflective of what we saw elsewhere in the UK, where ads targeted at young 
people achieved lower click-through rates than ads targeted at renters. This is 
in-keeping with our research which suggests that younger people are more likely 
to be disengaged from voting than home movers and renters. 

 Twitter saw an average click-through rate of 0.46%, below the target of 3.27
1%. The worst performing tweets were those aimed at young people in 
Scotland, with click-through rates ranging from 0.23% to 0.28%. Our strongest 
performing ad by click-through rate was our standard Mayor of London and 
London Assembly ad, with 0.63%. 

Display 
 



86 
 

 We began our digital display advertising on 8 February with the intention of 3.28
testing which form of messaging worked best. We tested our loss aversion ad 
from our 2015 UK Parliamentary general election campaign against a new social 
norming ad, and we tested two new home mover ads against each other. We 
also had two ads aimed at students. 

 At the end of the testing phase, no ads were clearly performing better than 3.29
others. As a result, we decided to continue with multiple ads for the remainder of 
the campaign. This also served to minimise fatigue with the ads since people 
should see different creative and messaging during the campaign. 

 Since our loss aversion ad was the best performing display ad in 2015, we 3.30
knew it worked well. Therefore the fact that our new social norming ad matched 
its performance was a good indication that this kind of messaging is also 
effective. Since the ads use different imagery and messaging, it is not possible 
to definitively say whether the behavioural insight used was the decisive factor 
in performance. What we can say is that we know this type of messaging has 
the potential to perform well. 

 We saw an average click-through rate of 0.31% across the whole 3.31
campaign. Performance varied throughout the UK. In England, our ‘You can’t 
vote’ ad and social norming ad had click-through rates of 0.15% and 0.16% 
respectively. In Scotland this was 0.22% and 0.23%. 

 Our native ads on Yahoo (ads that look like editorial content in search 3.32
engine results pages) out-performed the other ads everywhere, ranging from a 
click-through rate of 0.48% for our Welsh language version, to 0.61% in 
England. 

Northern Ireland 

TV 
 

 We achieved 196 TVRs across UTV, GMB/Lorraine and Channel 4, with a 3.33
further 220 thousand impressions on Sky Adsmart, in line with expectations.18 

 On Sky Adsmart more than a third of impressions were delivered on 3.34
Mondays, which we know is the most popular day to register to vote in Great 
Britain so is likely to be a popular day to register in Northern Ireland too. The ad 
was shown an average of 1.28 times per household reached. 

Radio 
 

 We delivered the projected number of radio spots across a range of local 3.35
networks and stations, with a combined reach of over 1.2 million. 

                                            
 
 
18

 Sky Adsmart targets ads to users with TV ad breaks so buys impressions rather than TVRs. 
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Social 
 

 Our Facebook click-through rate was an average of 0.87% across the 3.36
campaign, with a high of 1.18% on our reactive ad around the clocks going 
forward one hour and a low of 0.75% for our ad aimed at students. 

 Our Facebook videos delivered over half a million impressions with a view-3.37
through rate of 17.39%. 

 Twitter saw a lower click-through rate of 0.60%, however this may in part 3.38
be because we only ran Twitter in Northern Ireland around the campaign launch, 
when there is naturally less interest in the elections taking place. 

Display 
 

 Our display advertising ran across Google Display Network and a range of 3.39
local sites. The Google advertising performed significantly better than local sites 
with an average click-through rate of 0.45% against 0.11% for local sites, 
although this varied significantly as you can see from the below table. 

 
Table 14: Northern Ireland site performance 
 

Local site display Impressions Ad clicks Click-through 
 rate % 

propertynews.com 1,696,261 888 0.05 

propertypal.com 1,000,038 893 0.09 

u.tv 335,082 826 0.25 

ni4kids.com 77,237 132 0.17 

nijobfinder.com 170,315 89 0.05 

nijobs.com 198,232 350 0.18 

CoolFM, Downtown and 
Downtown Country Radio 

198,998 862 0.43 

BelfastTelegraph.co.uk 276,976 381 0.14 

Total 3,953,139 4,421 0.11 

 
 
Google search 
 

 We ran Google search activity which delivered 116,718 impressions and 3.40
4,697 clicks, resulting in a very impressive click-through rate of 4.02%. 

Armed forces personnel 

 The campaign ran from 14 March to 11 April and was split 90/10 in favour 3.41
of Great Britain-based service personnel. There was an average click-through 
rate of 0.63% across the campaign so roughly in line with the average for the 
main Great Britain campaign. In total it delivered almost 10,000 clicks. 



88 
 

 Our ad aimed at service personnel overseas performed slightly worse than 3.42
our domestic ad with a click-through rate of 0.60% against 0.64%. 

Table 15: performance of Facebook activity aimed at armed forces 
personnel 

 Impressions 
 

Clicks CTR 

GB armed forces personnel 
 

1,330,309 8,530 0.64% 

GB armed forces personnel (Welsh) 
 

84,523 408 0.48% 

UK armed forces  personnel 
overseas 

166,753 1,002 0.60% 

 

EU referendum 

Voting guide door drop 
 

 We heard from some people that they had not received their guide, or that 3.43
it was posted along with other flyers and circulars (nesting) causing people to 
miss them. We raised the issue of nesting with Royal Mail before the campaign 
began, who sought to discourage the practice through training and messages in 
their delivery offices.  

 Reports of this happening were not widespread, and where we heard 3.44
about nesting or non-delivery we followed this up with Royal Mail. Royal Mail 
reported that the number of complaints received amounted to less than 0.5% of 
28 million voting guides delivered and there was no geographical pattern to 
reports suggesting there were no systemic issues with delivery. Royal Mail 
ordinarily aim for a delivery rate of 94%, which means we achieved a level 
significantly higher than this at over 99%. 

  A summary of the issues reported is: 3.45

 10 early delivery 

 114 non deliveries 

 25 nested (leaflet within a leaflet) 

 1 discardment (dumped leaflets) 
 

Great Britain 

TV advertising 
 

 Our TV advertising ran across ITV, Channel 4, Sky, S4C and a wide range 3.46
of other channels. 

Table 16: Target vs actual TV performance 

 Target Actual 
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TVRs 450 575 

Frequency 5.6 7.5 

 

 TV significantly over-delivered on the plan, with an additional 125 TVRs. 3.47
This is because of the high profile of the referendum and the importance placed 
on our campaign. 

 We also managed to get a large number of spots around relevant 3.48
programming such as TV debates and campaigner broadcasts. This included a 
TV spot placed first in the ad break during ITV’s 7 June live broadcast featuring 
David Cameron and Nigel Farage. 

 The fact that there was very significant over-delivery on the TV campaign 3.49
contrasts with the results of our tracking research, which show that TV had 
lower recognition compared to what we have seen in previous campaigns as set 
out at 2.149. This could be because the TV ad was not effective or memorable, 
or could be because of the very high level of noise around the referendum which 
made it harder for our ad to stand out. 

Video on demand 
 

 Our video on demand advertising delivered more impressions than 3.50
expected with 5.35 million against a plan of 4.50 million. The majority of these 
(3.18 million) were delivered through the GTD. This platform also saw the 
highest click-through rate of any of the platforms, with 1.13% against an industry 
standard of 0.60%. All platforms were higher than this level, the lowest being 
ITV on 0.92%. 
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Chart 10: Video on Demand impressions planned and delivered 
Source: Carat 

 

 Further analysis of media performance and audience is possible through 3.51
GTD. We saw the highest number of clicks on Thursday and the highest click-
through rate on Friday; with the audience more likely to be university educated 
males aged 18-24. Gaming sites and TV guides were some of the key 
contributors to impressions and engagement. 

Radio 
 

 Radio coverage was used to reach rural areas with lower levels of access 3.52
to TV and internet. To achieve this we targeted rural radio stations, including a 
number that do not produce verified Rajar audience data. This means that they 
are not included in calculations of reach. Our reach for the campaign was 40%, 
or 3.7 million people, against a target of 45%, but this is likely to have been 
achieved if those stations could be taken into account. 

 Monday and Tuesday were the most effective days for achieving reach 3.53
with our radio advertising.  

Outdoor 
 

 Our outdoor advertising was bought in two two-week periods, one 3.54
beginning on the 23 May, and one beginning on 6 June. In the first period 
coverage was lower than expected, with 63.43%, versus 73.27% planned level. 
Frequency (number of times seen) was also lower than planned with 5.99 
verses 6.88. 

ITV GTD Sky C4

Booked Impressions 1,081,765 3,237,300 238,095 838,710

Delivered Impressions 1,084,495 3,184,562 237,242 838,766
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 In the second period the planned levels were the same, with actual 3.55
coverage increasing to 65.25%. In this period frequency was higher than 
planned at 8.08. Across the two periods there were a total of 468,348,000 
impacts. 

Facebook 
 

 The click-through rate for our social media posts was 0.84% - below the 3.56
1% target. However, the cost per click was also significantly lower than 
projected. 

 The view-through rate for the videos was 5.27%, short of the 11%-17% 3.57
projection, but since it didn’t contain any information about the referendum this 
is not a good success measure. It was more important that people clicked 
through to aboutmyvote.co.uk for information than watched the video. 

 The animation blurred the line somewhat between static and video content 3.58
as it was a short animated gif that did not contain the information we wanted to 
promote. However, videos can be less effective at driving clicks than static 
images. 

  As such it is difficult to gauge performance. Video content is typically 3.59
assessed by how many people view the video in its entirety whereas static 
content is generally designed to drive clicks.  

 We faced a significant amount of competition on Facebook before the 3.60
section 125 restrictions came into force on 27 May from Government, voluntary 
organisations and campaigning groups who were all promoting referendum-
related content. It is difficult to judge the impact of this on the performance of our 
advertising. 

Twitter 
 

 Twitter had a slightly lower click-through rate than Facebook during the 3.61
campaign, but dropped much more significantly, from over 2% at the campaign 
launch to 0.69% in the final week. The cost per click was significantly lower than 
planned. 

 Displaying a set message on Twitter for an extended period is not the best 3.62
way to make use of the platform. We saw significant up-lifts when we made 
copy changes and added our hashtag with custom emoji which came about as a 
result of our Twitter partnership. This is a great example of partnership activity 
complementing paid activity. 

 In future we should consider setting up frequent content changes in 3.63
advance or using it to react to live events to make content more relevant. 

Google search 
 

 Our Google search activity ran from 15 March until polling day. We saw an 3.64
exceptionally high click-through rate of 13.14% across the whole campaign 
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against a target of 1%. When it became apparent it was performing well we 
invested further in search advertising, with click-through rates rising to 13.69% 
by the final week. This reflects the huge interest in the referendum. Our average 
position was 1.1 meaning that our ad was the top result in most cases. 

 Because the main focus of the campaign was information, the ads clicked 3.65
through to aboutmyvote.co.uk rather than the gov.uk registration service. 

The top 10 keywords by number of clicks were: 

 [register to vote]19 

 +eu +vote 

 +about +my +vote 

 +register +to +vote +eu 

 +referendum 

 [about my vote] 

 [register to vote eu] 

 +how +to +vote +eu +referendum 

 [eu vote] 

 [postal vote] 
 

 The presence of ‘about my vote’ in our top ten search terms suggests 3.66
people were specifically seeking our website as a source of information, either 
due to having used it in the past or through having seen it in our advertising.  

Northern Ireland  

TV 
 

 The number of TVRs achieved was slightly lower than planned with 537 3.67
against a plan of 561. However, these over-delivered on projections in terms of 
which break they appeared in, with 72% appearing in the centre break when 
audiences are most receptive. 51% of spots were in first to third position or last 
in break, when they are most likely to be seen. 

 On UTV our ad was shown in five of the top 10 programmes including a 3.68
Northern Ireland Euro 2016 game. On Channel 4 it was in six of the top 10 
programmes. As with GB we achieved a good level of TV coverage (84%) which 
was not reflected in recognition levels in our tracking research. 

Radio 
 

 We achieved wide coverage across a range of radio stations in Northern 3.69
Ireland, including over 85% of young adults. 

                                            
 
 
19

 Box brackets refer to exact terms 
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Table 17: Level of coverage and opportunities to hear (OTH) for our radio 
ad in Northern Ireland 
Source: Lyle Bailie 

 
 
 

Overseas 

Facebook and display 
 

 Table 17 is a comparison of performance of our display and social 3.70
advertising aimed at UK citizens abroad. These are different forms of advertising 
with different purposes so we can expect a difference in performance. 

 However, display performance dropped week on week from a high point of 3.71
0.08% in week 1 to 0.04% in the final week before we discontinued it on 11 
April. Further, when the cost of both channels was taken into account it was 
apparent that display was not delivering value for money and would have 
needed to be contributing to a very large amount of our social and paid-for 
search clicks to be worthwhile. The fact that performance remained reasonably 
strong throughout the campaign suggests this was not the case. 

Table 18: Performance of display compared to social advertising 

 

 

 

 

 

 The performance of our social advertising did drop over time, but this was 3.72
an inevitable part of having a very long campaign with a limited number of 
creative options. Since we began with a very high click-through rate of 2.34%, 
even though there was a week-on-week decrease in click-through rate until the 
week starting 16 May, we still never dropped below 0.81%, and achieved an 
average of 1.10% across the whole campaign. 

 Display Social 

Target Actual Target Actual 

Impressions 11.47m 16.53m 88.19m 39.25m 

Clicks 6,887 10,329 88,194 433,642 

CTR 0.06% 0.06% 1.00% 1.10% 
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Chart 11: Number of clicks and click-through rate of our social ads during 
our overseas campaign 
Source: Carat 

 The success in maintaining performance can be put down, in part, to the 3.73
number of different iterations of messaging we had – 15 across the campaign – 
and the constant push to find new audiences through expanding our targeting 
from 30 to 98 countries and weighting the spend accordingly. Cost per click was 
also far lower than anticipated. 

 The performance of our Facebook ads by the top 20 countries for UK 3.74
citizens abroad are below: 

2.34% 

1.81% 

1.28% 1.27% 
1.22% 

1.01% 
0.94% 

0.81% 0.84% 
0.92% 

0.00%

0.50%

1.00%

1.50%

2.00%

2.50%

0

10,000

20,000

30,000

40,000

50,000

60,000

70,000

80,000

90,000

Clicks CTR



95 
 

 
Chart 12: Clicks and click-through rate by country for our overseas 
campaign  
Source: Carat 

 Our strongest click-through rates are from developed countries where our 3.75
targeting was most effective. Countries with the highest ex-pat populations such 
as Australia, the USA and Canada had the highest number of clicks. 

 The ads which performed the best were those which had emotional appeal 3.76
or those which emphasised the historic nature of the referendum. Our ‘social 
norming’ ad, which showed the number of UK citizens abroad who had applied 
to register to vote in the previous month also performed well. 

Google search 
 

 Our Google search activity performed very well with 90,799 clicks, against 3.77
a planned level of 66,056. 
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 As with our Great Britain search activity there was an exceptionally high 3.78
average click-through rate of 7.47%, far in excess of our benchmarks of 1-3%. 

 This level was 2.46% at the start of the campaign but increased steadily to 3.79
a peak of 9.84% in the penultimate week. This shows the high level of interest in 
the referendum is effective at driving action. Again we had an average position 
of 1.1, meaning we were the top result in most cases. 

 The top 10 search terms for the campaign were: 3.80

 +referendum 

 +brexit 

 +eu+referendum 

 [eu referendum] 

 +europe+referendum 

 +vote+uk+in 

 +vote+in+eu 

 +register+vote+eu 

 [register to vote] 

 +uk+eu+vote 
 

 While we bought search terms that referenced both sides of the 3.81
referendum debate equally, there are more search terms relevant to leave or 
remain here than what we saw with our Great Britain search activity. 

Armed forces personnel 

 Our advertising targeted at armed forces personnel based overseas 3.82
performed better on Facebook than our campaign for May 2016. It had an 
average click-through rate of 1.59% on Facebook compared to 0.60% ahead of 
the May elections. 

 We saw an increase in click-through rate in the information phase 3.83
compared to the registration phase. In the second phase we introduced 
messaging about applying for a postal or proxy vote, suggesting this was a more 
effective motivator for generating clicks through to the website than registration. 

 In total the campaign resulted in almost 100,000 clicks to our aboutmyvote 3.84
website. 
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4 Lessons, opportunities 
and recommendations 

 In the process of running these two campaigns, we have developed pre-4.1
existing methods and tried new things. We hope that sharing what we have 
learnt will inform future public awareness campaigns run both by the 
Commission and other organisations. 

Advertising  

 Advertising should be made as relevant to the target audience as possible. 4.2
As such, where there is a diverse set of polls taking place, developing more 
bespoke elements of the campaign (such as having more focussed, tailored 
digital creative for the different parts of the UK) supports this. The May 2017 
polls are a good opportunity for us to expand on this in our advertising. 

 Social media advertising related to specific events needs time to build an 4.3
audience so does not perform well if only used in a short time-frame such as 
half time in a sports event. Sufficient time should be given to develop 
engagement online and build towards the point when the event is taking place. 

 In our social media advertising (in the EU referendum overseas campaign 4.4
in particular), using an image which is easily adaptable to different messages 
allowed us to immediately apply learnings and optimise to improve performance. 
This is a particular advantage during a long campaign where audience fatigue 
can affect performance. 

 To improve Twitter performance we should avoid having the same 4.5
promoted post for an extended period of time. For future polls we should 
schedule frequent content changes in advance or use it to respond to live 
events. 

Presentation of voter information 

 Ahead of future referendums we will review the value in including content 4.6
from lead campaign groups in any voting guide we may produce and the most 
appropriate way to do that. 

 Having a dedicated EU referendum microsite with the information from the 4.7
voting guide was an engaging and innovative way to present information and 
received some very positive stakeholder feedback. It’s a step on from our 
previous practice of simply making a PDF of our voting guide or booklet 
available on our website, and results in a much more coherent user journey. We 
should repeat this approach for future events.  

 Democracy Club provide a valuable service in providing voter information. 4.8
We will support them in any way we can in working towards a polling station 
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finder that covers all areas of the UK. 170,000 people visited the Democracy 
Club polling station finder around the referendum, although approximately half of 
whom could not get an answer due to lack of availability of data from local 
authorities. This is a tool for which there is an evident demand and clear benefits 
both for the users and those who currently have to process queries from voters 
trying to locate their polling station. We need to do more to encourage all local 
authorities that have not already done so to open up their polling station data in 
order that, at future polls, users can quickly find their polling station online. 

 Evidence from our research to assess the performance of our campaign 4.9
suggests the change in voting age in Scotland has caused some confusion over 
who can vote in which polls. We need to continue to give special consideration 
as to how to communicate this and minimise confusion at future polls. 

 Using an interactive unit on top of video on demand ads, especially one 4.10
with a count-down until the registration deadline or polling day is a very effective 
way of increasing clicks on the platform. We should continue to do this for all 
future campaigns where we use video on demand advertising. 

Reaching UK citizens abroad 

 Our click-through data showed Facebook to be the most effective platform 4.11
for reaching UK citizens abroad during our EU referendum campaign, as it 
offered unparalleled targeting capability and the flexibility to change and adapt 
messages at short notice. 

 Digital display advertising didn’t perform as effectively for this audience. 4.12
Taking our display advertising offline had minimal impact on the performance on 
our Facebook advertising, suggesting it does not support awareness building to 
a sufficient extent to justify its use. 

 A long campaign allows us to change and adapt messages to best 4.13
establish what works – something which is all-the-more necessary with an 
overseas audience, given that it is extremely diverse, geographically spread, 
and that there is a lack of strong data to help us identify specific areas within 
countries where expats live and the type of media they use. 

 The encouragement point had the effect of driving applications, and 4.14
encouraging UK citizens overseas to register early. However, any benefit of an 
early date in advertising needs to be weighed up against the potential for 
criticism in the media and online due to the perception of it being misleading. 

Working with partners 

 Following on from our work with Channel 4’s Gogglebox and Hollyoaks, it’s 4.15
clear that broadcast partnerships are an excellent way to cut through to people 
who may not otherwise be receptive to our campaigns.  

 Both our May 2016 and EU referendum campaigns showed that partner 4.16
organisations and third-party individuals posting ’register to vote’ reminders on 
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social media are one of the most effective drivers of applications. This was 
perhaps most obvious on 7 May, when tweets by Cara Delevingne, Idris Elba, 
Graham Norton, Henry Holland and Rio Ferdinand resulted in a record number 
of people trying to visit the registration site. 

 Partnerships continue to be effective at reaching audiences that may not 4.17
respond to advertising directly from us. 

 Excluding high profile and large reach social media partnerships with 4.18
organisations like Facebook and Twitter, other types of partnerships are often 
most effective when they are led by partner organisations or focused around 
specific activities that targets a particular audience such as #RegAFriend and 
#ReadyToVote. 

Government public awareness activity 

 The Government has a huge range of channels through which to engage 4.19
with the public. We welcome the activity done ahead of the EU referendum and 
would strongly encourage a repeat of this ahead of future polls. 

 Local authorities benefit from local knowledge and additional opportunities 4.20
to engage with the public. We welcome the provision of additional funds to 
promote voter registration and information, but this needs to be done as far as 
possible in advance to ensure they can make the best use of any money 
available.  
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Appendix A - methodology for 
establishing additions to the register 
target 

May 2016 

The online applications to register target for the campaign was set by using the 
number of applications in each part of Great Britain at the 2015 UK 
Parliamentary general election (the only major poll since the introduction of 
Individual Electoral Registration) and dividing it by the difference in turnout 
between the UK Parliamentary general election and turnout in the previous 
elections for all polls taking place in 2016. This allowed us to take into account 
the relative public interest and also set a target based on previous performance 
under Individual Electoral Registration. 
 
The targets were higher than if we had just used this calculation in order to 
stretch ourselves and continue our push to improve the performance of our 
campaigns. We also increased the targets further when we received additional 
funding following the early end of the transition to Individual Electoral 
Registration. This was calculated based on a target cost per application for 
existing activity and increased according to the amount of additional funding we 
received. 
 
The additions to the register target was set by taking into account the 
approximate percentage of applications that are added to the register (i.e. those 
that are successfully verified in time and are not duplicates) 
 
In Northern Ireland the target was set by comparing to the previous Northern 
Ireland Assembly election, since there has not been a significant change to 
registration in Northern Ireland since then. 
 

EU referendum 

The main applications target for the EU referendum was set by looking at the 
performance of our 2015 UK Parliamentary election campaign, the only other 
UK-wide poll since the introduction of Individual Electoral Registration. 
 
The target was not as high as the number of applications achieved at this poll, 
since the 2015 campaign did not follow a major UK-wide registration drive. 
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Appendix B – budget and funding 
 
We are funded by the Speaker’s Committee on the Electoral Commission. Each 
year we submit an estimate of income and expenditure, together with a five-year 
strategic plan to the Speaker's Committee, which is then presented to the House 
of Commons. 

May 2016 campaign budget 

Our budget for the May 2016 campaign was:  

£3,560,000 

This included costs of printing and distributing a voter information booklet in 
Scotland and Wales. 

EU referendum campaign budget 

The budget for the EU referendum campaign was: 

£6,573,484 

This included the cost of printing and distributing a voter information booklet to 
every household in the UK. 

 

 

 


