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2007 NSW State Election
Voter information Campaign — Awareness Research Report

1__EXECUTIVE SUMMARY

The NSW Electoral Commission (NSWEC) commissioned two surveys of
eligible NSW electors to measure public awareness of the Voter
Information Campaign leading up to Election Day on 24 March 2007.
The research was designed to evaluate the effectiveness of the NSWEC
advertising campaign and its main components - TV, radio and press.

The surveys were conducted as follows:

% For Tracking survey 1, 251 telephone interviews were conducted
2-8 March 2007, and were on average 5 minutes in duration;

% For Tracking survey 2, 251 telephone interviews were also
conducted from 25 March (the day after the Election) till 31 March,
and were on average 10 minutes in duration.

The sample was screened to include only Australian citizens 18 years
and over, that is, NSW residents eligible to vote. The demographic
profile of eligible NSW electors across the two surveys was very similar
to the profile of the general population of NSW electors. A wide age
range of eligible electors was surveyed and both sexes were fairly
represented. Both surveys also included people from non-English
speaking background, as well as citizens by birth, citizens by choice
and people living with a disability.

The main finding of the evaluation was that the Voter Information
Campaign successfully reached most eligible electors. In fact, the vast
majority of electors ~ 3 in 4 or 75% -~ were exposed to at least one
element of the advertising campaign. Most people saw/heard
between one and three elements of the campaign. Conversely, only 1
in 4 electors remained unexposed to any element of the campaign.
These evaluation findings represent creditable and effective campaign
reach given the overall budget and media spend.

Furthermore, overall campaign reach was equal across most
demographics of NSW electors: sex, age, education level and disability
status. The campaign was therefore highly effective in reaching
different demographic groups of NSW electors.

The demographic differences in reach that were noted were
encouraging and generally positive. Two of the differences were not
statistically significant but it was encouraging to find that the campaign
was slightly more successful in reaching younger electors (aged 35 and
under) and electors with a disability. The two significant demographic
differences were that the campaign showed higher reach among
electors in regional and rural areas (compared to reach in metro areas)
and among electors born in Australia (vs. those born elsewhere).
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Campaign exposure broken by media was as follows:

4+ more than half the electors (53%) heard at least one NSWEC
radio ad;

+ some 4 in 10 electors (39%) saw at least one NSWEC TV ad;
and

4+ more than 1 in 3 electors (35%) saw at least one NSWEC press
ad.

These results point to another important evaluation finding, namely
that radio showed the highest reach among NSW electors,
outstripping reach of press by 18% and TV by 14%. In fact, some
71% of those who were exposed to the NSWEC campaign were
reached by radio. Given that radio accounted for only 18% of the
overall media spend, this medium clearly proved the most cost
effective in reaching the campaign target audience. That said, the
reach of TV and press was on par with the relative spend on these
media but radio managed to ‘punch above with its weight’ given the
relative spend on that medium.

Further analysis of campaign reach showed that -

v radio was particularly effective in reaching electors in regional
and rural areas of NSW;

v TV was particularly effective in reaching electors with a
disability, younger and older electors (<35 and >55+) and those
born in Australia; and

v press was more effective in reaching males.

With regard to reach of the five (5) separate campaign phases, the
evaluation showed that:

v 2 out of 3 electors (69%) were aware of some type of
enrolment advertisement
= the Enrolment Phase reached the majority of electors;

v 1 out of 2 electors (51%) were aware of some type of pre-
poll/postal advertisement
= the Pre-poll/Postal Phase reached the majority of electors;

X almost 1 out of 2 electors (47%) were aware of some type
of ‘where to vote’ advertisement
=> the ‘where to vote’ Phase did not reach the majority of
electors;

X 1 out of 3 electors (34%) were aware of some type of ‘how
to vote’ advertisement
=> the ‘how to vote’ Phase did not reach the majority of
electors; and

X almost 1 out of 2 electors (45%) were aware of some type
of ‘vote tomorrow’ advertisement
= the ‘vote tomorrow’ Phase did not reach the majority of
electors.
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The reach achieved by the Enrolment Phase of the Voter Information
Campaign is highly commendable. The reach of the Pre-poll/Postal
advertising campaign is adequate. However, the failure of the
remaining campaign phases to reach the majority of electors is of
concern.

Our conclusion is that the budget allocation for these phases of the
Voter Information Campaign (Where to vote, How to vote and Vote
tomorrow) should be increased in future NSW elections. This should
not be at the cost of spend on other campaign phases, especially pre-
poll/postal where reach was merely adequate. By implication, a higher
media budget is recommended for future campaigns.

Given the evaluation findings, the additional funds should be allocated
as follows:

% to radio spend for ‘Where to vote’ and ‘Vote tomorrow’ phases
and

% equally apportioned to TV and press for ‘How to vote'.

One other issue of concern is NSWEC branding: awareness of the
NSWEC as an organisation advertising throughout the election was
very low. In fact, mention of the NSWEC as such an organisation
decreased (though non-significantly) between Tracking 1 and Tracking
2 (from a mere 10% to 7%). If the NSW Electoral Commission views
its own branding at NSW General Elections as an important issue, and
if it is interested in increasing its ‘share of mind’ at election time,
branding of the NSWEC within the Voter Information Campaign
materials should be reassessed prior to the next GE.

Overall, however, it is worth reiterating that the 2007 Voter
Information Campaign was successful in reaching the vast majority of
NSW electors on several occasions and that, for the budget spend, the
reach achieved was creditable and cost effective.
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2__BACKGROUND ___

The New South Wales Electoral Commission (NSWEC) conducts
elections for the Parliament of New South Wales. Local Councils and
other clients can also engage the NSWEC to conduct elections on a
contract basis. In addition, the NSWEC has an agreement with the
Australian Electoral Commission (AEC) to maintain the electoral
enrolment register used for State and Local government elections.

As part of its role in conducting the NSW general election (GE), the
NSWEC is obliged to run media campaigns designed to inform NSW
electors about the fact that the election is taking place, about the
absentee and postal voting options, how to vote formally, where to
vote, how to nominate, etc. To this end, the NSWEC launched a Voter
Information Campaign in February 2007 for the NSW GE which took
place on 24 March 2007. (Voting took place to decide the composition
of the Legislative Assembly and the Legislative Council.)

v The objective of the Voter Information Campaign was to inform
the diverse target group of NSW electors about the election and
the relevant key dates.

The campaign comprised of television, radio and press advertising
focused on key electoral messages appropriate to each phase of the
election. It aimed to convey the following key electoral messages:

< key election dates (close of rolls, election date, etc.);
s how to enrol;
% how to become a candidate;

< how people who cannot vote on election day can vote prior to
election day;

% how people can vote if they will be interstate or overseas on
election day;

% how to register how-to-vote material,;

< party second preferences;

% the names of candidates for the election;
< how to cast a formal vote;

% where to vote on election day; and

< (after the election) summary election results and names of
successful candidates.

The target group for the campaign was all Australian citizens living in
New South Wales who would be 18 or older at the time of the next
General Election ... that is eligible NSW electors.
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The NSWEC’s advertising campaign consisted of five main phases as
follows:

1. Enrolment (aimed to maximise enrolment among eligible but un-
enrolled individuals and those not enrolled correctly). This
phase ran from February 11 to March 2.

2. Pre-poll and postal voting (offered information to voters who
might not be able to vote on polling day, such as pre-poll voting
and postal voting). This phase ran from February 6 to March
19.

3. Where to vote (offered information on where to obtain locations
of polling places). This phase ran from March 13 to March 18.

4, How to vote (offered voting instructions in order to reduce
informal voting). This phase from March 19 to March 23.

5. Vote tomorrow (Involved a reminder to vote on Election Day).
This phase ran on March 23.
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3 RESEARCH OBJECTIVES

The NSWEC required a survey of eligible NSW electors to measure
public awareness of the NSWEC advertising campaign leading up to the
polling day. The research would thereby evaluate the effectiveness of
the NSWEC advertising campaign and its components.

This type of evaluation involves a series of telephone surveys of
eligible electors. At least two surveys are undertaken - one before the
campaign is launched ('‘Benchmark') and one after campaign closure
('Tracking'). One or more other surveys can also be undertaken
between the Benchmark and the Tracking surveys if the campaign is a
long one and/or if the majority of budget is spent early on in the life of
the campaign. The aim here is to determine what has been achieved
for the budget spent, e.g.:

v Proportion of eligible electors exposed to each phase of the
voter information campaign - who saw it and who did not;

v Proportion of eligible electors who learnt (or were reminded of
something) through the voter information campaign - impact on
knowledge; and

v Impact of the voter information campaign on turnout, formality
etc. - impact on behaviour.
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METHOD & SAMPLEPROFILE _____

41 Research method

This project consisted of two surveys:
% Tracking Survey 1
< Tracking Survey 2

For each survey, 250 people were randomly selected from the NSW
populace, provided they were an Australian Citizen aged 18 years and
over (i.e. eligible voters). In particular:

< For Tracking survey 1, 251 telephone interviews were conducted
from 2 March till 8 March 2007, and were on average 5 minutes in
duration;

% For Tracking survey 2, 251 telephone interviews were also
conducted from 25 March (the day after the Election) till 31 March,
and were on average 10 minutes in duration.

4.2 Survey content

The two questionnaires were designed to provide indices on the
effectiveness of the advertising campaign. The specific questions in
the surveys were designed to measure the following:

< Recall of any election advertising to date from any
parties/organisations (i.e., to measure the overall level of campaign
activity and campaign “noise” generated by other parties around
the time that the NSWEC campaign was running) — Tracking 1 and
2

% Unprompted recall of NSWEC advertising across the four main
campaign phases (i.e., enrolment, pre-poll/postal, how to vote
correctly and where to vote) - Tracking 1 and 2

% Prompted recall of NSWEC Enrolment advertising (i.e., with a read
out of advertisement content by the interviewer) - Tracking 1

< Prompted recall of NSWEC Pre-poll/ postal advertising— Tracking 2

% Prompted recall of NSWEC Where to vote advertising — Tracking 2

< Prompted recall of NSWEC How to vote advertising— Tracking 2 and
< Demographics

o age,

o sex,

o location,

o highest education level,
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o NESB status, and
o disability status) — Tracking 1 and 2

A copy of the questionnaires used in both tracking surveys is
presented at Appendix 1.

4.3 Conduct of quantitative research

The Research Forum used Computer Assisted Telephone Interviewing
(CATI) technology to conduct the research via our fieldwork sub-
contractor, Unity4.

CATI uses a computerised guestionnaire administered to respondents
over the telephone. A major advantage of CATI is that it helps rule out
human error. The computer systematically guides the interviewer and
checks the responses for appropriateness and consistency. CATI
interviewing also makes data collection easier because data entry and
coding are eliminated from the process.

4.4 Sample profile

The sample was screened to include only Australian citizens 18 years
and over, that is, Australians eligible to vote. The profile of the NSW
citizens across the two surveys is shown hereunder.

4.41 Enrolment

Enrolled at Tracking 1 Tracking 2

current address? (n = 251) (n = 251)
% %

Yes 95 97

No 5 3

Total 100 100

Almost all eligible NSW electors surveyed in this evaluation were
enrolled at their current address (95-97%). These figures are slightly
above the overall NSW enrolment levels, where approximately 90%
are enrolled at their current address.
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4.4.2 Sex

Tracking 1 Tracking 2
{(n= 251) {(n= 251)
% %
Females 53 57
Males 47 43
Total 100 100

The sex breakdown across the samples is very similar to the general
population where males represent 49% and females 51%.

4.4.3 Age

The table below represents the breakdown of the major age groups
across the two surveys.

Tracking 1 Tracking 2
{(n= 251) (n= 251)
% %
Under 24 10 18
24-35 26 14
36-45 16 19
46-54 17 23
55+ 31 26
Total 100 100

The table above shows that both surveys included a wide age range of
eligible electors.
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4.4.4 LlL.ocation

The table below summarises the percentage of respondents from
regional locations, rural locations and Sydney. Almost 3 in 5
respondents were from Sydney and a quarter from a Regional location.

Location Tracking 1 Tracking 2
(n= 251) (n= 251)

%o %o
Capital City 58 64
Regional 23 25
Rural 19 11
Total 100 100

4.4.5 Educational attainment

Respondents were asked to indicate the highest level of education they
had completed to date. The results are summarised below.

Education level Tracking 1 Tracking 2
(n= 251) (n= 251)
%

No Formal Education 0 0

Primary School 3 4

Secondary School 41 48

Tech College (TAFE) 29 16

University 27 32
Total 100

As with age, a wide range of eligible electors was represented in the
surveys in terms of their highest achieved level of education.
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4.4.6 People from a Non-English speaking background

NESB status Tracking 1 Tracking 2
(n= 251) (n= 251)
% %
Overseas born 16 21
Australian born 84 79
English NOT main 5 4
language spoken at
home
English IS main 95 96
language spoken at
home

Both surveys included people from non-English speaking background
and both citizens by birth and citizens by choice.

4.4.7 People with a disability
All respondents were asked the following question:

Do you consider yourself a person with a disability? Please
note that a disabling condition is any condition which has
lasted or is likely to last 6 months or more and restricts
your life in some way.

The results are summarised below.

Living with a Tracking 1 Tracking 2

disability? (n= 251) (n= 251)
% %o

Yes 27 14

No 73 86

Total 100 100

Overall, across the two surveys, approximately 1 in 5 people (20.5%)
considered themselves to be living with a disability, according to the
ABS definition of a disability.
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This is an adequate representation of this segment of the population
that will allow the evaluation to determine if levels of awareness of the
NSWEC campaign were any different among people with a disability
compared with the rest of the population.

The Research Forum
Page 12














































































