GREATERLONDONAUTHORITY

Request for Greater London Returning Officer (GLRO) Decision - GLRO 16-16

Executive Summary-

This decision requests authorisatrnn of expenditure to plan and deliver an integrated marketlng communications
campaign to inform the London electorate that Mayoral and London Assembly electlons are taking place
(awareness] and explaln the voting process (knowledge) : S

That the GLRO approves expendtture of £375, 000 tu plan and detiver an integrated marketlng cornrnunlcations
campatgn to deliver two goals ' _

® Raise awareness among the Londcn electorate that the Mayor of Londen and London Assembly Electlons
~are tak]ng place on the 5 May | 2016 '

e Explain’ the voting process among the London electorate bullding understanding about how, when and
where to vote. _

Greater London Returning Officer
The above request has my approval.

Signature ' " Date

.D<Y‘M B A




PART | - NON-CONFIDENTIAL FACTS AND ADVICE
Decision required ~ supporting report

1. Introduction and background

1.1 The GLRO has a responsibility to provide the electorate with information about the Mayor of London and
London Assembly elections. One of the channels for this wiII be through an awareness raising and information
marketing campaign.

1.2 Section 69 of the Electoral Administration Act 2006 (EAA) introduced a duty on each Electoral Registration
Officer and Returning Officer to “take such steps as he thinks appropriate to encourage the participation by
electors in the electoral process in the area for which he acts”.

1.3 Each London Borough has their own Electoral Registration Officer and it is their responsibility (along with the
' Electoral Commission) to get people to register to vote. The GLRO, as the Returning Officer for the elections
of the Mayor and London-wide Assembly members, will fulfil his obligation by providing the London
electorate with information on when, where and how to vote. This will be carried out in part by the Mayor of
London and London Assembly marketing campaign. _

1.4  The campaign will be planned and delivered in a manner to ensure balance, defined as reaching London
voters across various populations, demographics and communlties ina proportlonate measure across London
and cost effectiveness : . :

1.5 Balance will be achieved by selecting a media mix that reaches a base proﬂle of London Adults which .does
not favour one group over another. Owned GLA and TfL assets will be taken asa startlng point and additional
medla purchased to ensure all groups are reached in broadly equal amounts ‘

1.6 Campalgn media thannels will Include _ '

Coverage Frequency
(% of London Adults whe have (the number of times these
the opportunity to see or hear London Aduits are exposed)




1.7

‘Cost effectiveness will be achieved by bringing marketing and creative services in-house and by maximising
use of free GLA and TfLasseis Anl d‘i"tiveb'd breakdown for the 2016 ¢ ign s as follows:

Objectives and expected outcomes

The Gbjectives of the campalgn are as follows:

Reach at least 85% of London voters to ralse awareness among the London electorate that the Mayaor of
Londan and London Assembly Electlons are taking place on 5 May 2016.

Explain the voting process among the London eiectomte, building unders‘tanding about how, when and where
to vote.

Other considarations

_ Key risks and issues |

| Timescalos‘ Media booking deadlines for the campaign are in February 2016. To meet this deadline briefs

will need to be issued in November at the Iatest. Budget approval is required before thls can take place.

Worldng with boroughs: In 2012 London Elects lizised directly with the London boroughs to id_ent_ify
additional low cost advertising opportunities through councll publications, outdoor sites and distribution
charmels, In 2012, some boroughs wanted to do thelr own advertising around the elections so London Elects
produced London Elects artwork for the boroughs to co-brand and use at their own expense. This activity
proved a cost-effective way to broaden the reach of the London Elects marketing campaign and ensure
borough and GLA activity was Integrated. Working with boroughs in 2016 still represents a good opportunity,
however thus far there has been limited appetite from the boroughs as a result of their constrained budgetary
position. There is a risk that uptake from some boroughs and not others would skew the reach of the
campaign in favour of certain groups within the participating boroughs. in summary, greater reach and
integration cauld be achieved but at the risk of over-arching balance. The engagement with boroughs is



3.2

4.2
4.3

5.1

currently underway, their desire to carry out local advertising (outside of register to vote activity) is being
assessed and the impact of local advertising will be considered on a case-by-case basis and reported back to
the GLRO and electrons programme as part of our nsk management

Reputatiow There s a reputatlonal rlsk for London Elects in del]vering a marketmg campaign. It is important
the campaign is perceived as being unbiased. Campaign research and testing will help to mitigate this and all
assets will be srgned off by the GLRO. _

Change of media agency: The current contract with the GLA's media planning and buying agency
(Mediaedge)'is due to expire on the 31 December 2015. A contract extension has been agreed up to March
2016 and is currently undergoing a governance process through procurement. To ensure continuity a further
extension is being sought for the London Elects marketing campaign, up to May 20186. if this is unsuccessful
thereisa nsk that additional media costs could be incurred and significant procurement implications.

Borough and Eleetoral Commission campaigns: The Electoral Cominission and London boroughs have a
duty to encourage voter registration among the electorate. To this end the Electoral Commission will be
running a national advertising campaign to raise awareness that people need to register to vote between 1
February and 18 April. It is likely that the London Elects marketing campaign will be live at the same time.
Work will be undertaken with the Electoral-Commission to ensure as far as possible that the campaigns are
mutually supportive and messaging for each is clear and effective. Helpfu!ly, both GLA and Electoral

: Commass:ons utrhse the same medla planmng agency w]'uch waII assist in ensunng a co- ordlnated approach.

lndividual Electoral Registration (IER) the Govemment have decrded to bring forward the conclusion of
[ER to December 2015 and the impact of this will be the focus of the Electoral Commission’s and London
boroughs’ register to vote activity. Although not the direct objective, our awareness campaign can have a
secondary effect of reminding individuals to contact their borough if they have yet to receive their polling
card, : . o .

Campaign timings

ltis eStrmated that the marketing campaign will run for approxlmately 8 weeks during the run 'up to polling
day. Exact timings and phasing will be confirmed during campaign planning in consuitatlon with the GLA'
contracted media planning and buying agency.

Equality comments

The marketing campaign will only run in English, however top line information will be available in 18 other
languages on the London Elects website (www.londonelects,org.uk).

All media assets will be created to ensure relevant accessibility standards are met.

In making decisions about the nature and reach of the marketing campaign, the GLRO must have due regard
under section 149 of the Equality Act 2010 to the need to eliminate unlawful discrimination, harassment and
victimisation as well as to advance equality of opportunity and foster good relations between people who
share a protected characteristic and those who do not. Protected characteristics under the Equality Act cover
age, disability, gender re-assignment, pregnancy and maternity, race, religion or belief, sex, sexual
orientation, marriage or civil partnership status (duty to eliminate unlawful discrimination only). The duty is
an ongoing one and should be kept under review.

Financial comments

The budget available to plan and deliver an integrated marketing communications campaign to raise
awareness of the Mayoral Election and the voting process is for a value of up to £375,000, held within the
Elections cost centre. This anticipated cost is based on the media contract with “Mediaedge” being extended
to May 2016.



5.2  If the media contract with “Mediaedge” s not extended to May 2016, there is a risk that additional media
- costs could be incurred. Any additional costs will be contained within the overall Elections budget. - -

6. Legal comments : I_

61 The GLRO’s obligatron under sectlon 69 of the E!ectoral Admrnrstrotron Act 2006 to encourage partrcrpatlon
" in the electoral process is noted in the ‘Introduction and background' section above. The proposed pub!rcsty

S campalgn is ca!cuiated to fulfil that obligatron . SENTOR

6.2  The GLRO and London Etects are obliged to be polrtscaliy neutral throughout the publicity campaign. The

" need to ensure balarice is ‘expressly acknowledged in the ‘Introduction and background’ and ‘Other

cons:deratrons sectlons above

6.3 Off;cers should contrnue to engage wrth T's procurement team to ensure that the services are secured from
'Mediaedge or another suppher ina procurernent-cornphant way.

7. Planned delivery approach and next steps

71 'Please note these dates should be vrewed as mdtcatrve _

Activi“ty .':: e — i .nme“m
-'.:GLRO paper drafted and approved IR o . B Oct Nov 2015 :
‘Issue briefs ~ media, research, creat:ve Do : : ' | Nov.2015 - '
| Campaign piannrng research - B | 'Nov~Jan2016
Media bookmg R ' | February 2016
Campaign live = o L 1 March 2016

Mayor of London and London Assembly pol!mg day 5 May 2016

Appen'dices and supporting papers: None'



| Pubiic‘-access to informat:on

- OR_'I_GINATI_NG OFF!_CER DECLARATION: ' R | Drafting officer
A L, B " | o confirm the
following (v)
Draftmg off icer. ' ' :
Emma Strain has drafted thls report in accordance with GLA procedures and v

confirms that the Finance and Legal teams have commented on this proposal as
required, and this decision reflects their comments.

The Deputy GLRO has reviewed the request and is satisfied that it is correct and v
can be referred to the GLRO for approval

EXECUTIVE DIRECTOR, RESOURCES:

I confirm that financial and legal implications have been appropriately considered in the preparation of
this report.

Signature A D,ﬂé Date (- 1. 1S




