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Foreword

Pursuant to Section 14(1) of the Referendum Act, 1998 1 hereby present to the Minister for the
Environment and Local Government the report of the Referendum Commission in relation to the perfor-
mance of its functicns in respect of the referendum on the Twenty-sixth Amendment of the Constitution
Ball, 2002.

(n 9 July, 2002 the Minister set up the Referendum Commission, by means of an Establishment Order, to
carry out the provisions applicable to it under the Referendum Act, 1998, as amended by the Referendum
Act, 2001, in respect of the aforementioned referendum.

f&m# A Enj#" e

T. A. Finlay,
Chairman,
Beterendum Commassion.

March, 2003



page 2

Contents

Part 1

Part 2
Chaprer 1
Chapter 2
Chapter 3
Chapter 4
Chapter 5
Chapier 6
Part 3
Chapier 7
Chapier 8
Chapier 9
Chapter 10
Chapter 11
Chapter 12

Chaprer 13

Appendices

page3

Background

Establishment and Funding of the Referendum Commission

Report on the Referendum Commission's Information Campaign
Puldication and Distribution of Informatien Material

Locall Number and Distribution Centre

Radio and Television Campaigns

Referendum Commission Website and Other Advertising
Mornitoring of Public Interest and Awareness

Approval of Bodies for the Purposes of the Referendum

Overview, Analysis and Recommendations

The Commnission’s General Approach to the Information Campaign
Maximising Voter Participation

Pilot Projects

The Time Allowed for the Infermation Campaign

Effectiveness of the Individual Elements of the Campaign
Recommendations

Acknowledgements

Appendix 1: Establishment Order in Respect of the Referendum

Appendix 2: Bodics Approved tor the Purposes of the Referendum

Appendix 5 Schedule of Distribution Networks for Information Booldets

Appendix 4; Expenditure on the Information Campaign

Appendix 5: Summary of Submission to the Referendum Commission on Voter Apathy



page 4

Part 1
Background

Establishment and Funding of the
Referendum Commission

Under the Referendum Act, 1998 on each occasion
that a referendum falls to be held the establishment
of a Referendum Commission is at the discretion of
the Minister for the Environment and Local
Government. A Commission is created by means of
an Establishment Order issued by the Minister in
respect of the proposed referendum. The Act of
1998 provides that the Chairman of the
Commuission shall be a former judge of the Supreme
Court or the High Court or a judge of the High
Court. The other members of the Commission shall
be the Clerk of the Dail, the Clerk of the Seanad, the
Ombudsman and the Comptroller and Anditor
General. Referendum Commissions have previously
becn established in connection with the referen-
dums on the Amsterdam Treaty and the Northern
[reland Apreements which were held on 22 May,
1998, the referendum on Constitutional
Recognition tor Local Government which was held
an 11 June, 1999, the referendoms on the Abolition
of the Death l:"l:lfiall'!.-'r EI'I.I.'J’IED‘.‘FIZ.I:IH'DE of the
Jurisdiction of the International Cominal Court
and the Treaty of Nice which were held on 7 June,
2001 and the referendiom on the Protecion of
Human Life in Pregnancy Bill, 200! which was held
on & March, 2002,

Subsequent to the 2001 referendums the
Commission’s role was amended in accordance with
the terrmns of the Referendum Act, 2001, This provid-
ed that the Commission would no longer have a
rode in outlining the arguments for and against ref-
erendum proposals or of fostering and promoting
debate and discussion on referendum proposals.
The Commission continued to have the role of
explaining the subject matter of the referendum to
the electorate. In addition, it was granted a new role
of promaoting public awareness of the referendum
and encouraging the electorate to vote at the poll.

Om 9 July, 2002 the Minister made an Establishment
Order in respect of the Twenty-sixth Amendment of

the Constitution Bill, 2002, Mr [ustice T. A. Finlay,
former Chiefl Justice of the Supreme Court, accepted
the nomination of the Chief Justice to act as
Charrman of the Referendum Commission estab-

lished by the Minister,

The Government initially apprived the allocation of
£3.5 million in respect of the information cam-
paign. A further allocation of €650,000 [see Chapter
11 brought the total allocation to €4.15 million. A
breakdown of the expenditure incurred in the refer-
endum campaign 15 provided in Appendix 4 of this

report.

The Secretariat of the Commission was drawn from
the CHfice of the Ombudsman and was based there.

At a press conference held on 31 July, 2002 the
Commission committed itself to make good use of
the additional time provided by the decision of the
Government to establish the Commission earlier
than had previously been the practice when a refer-
enchum was announced. Details of the information
campaign were-outlined at a press conference held
on 18 September, 2002, by which time the first
nformation booklet, The EL and how & works was
printed and ready for nation-wide distribution and
the text of the second information booklet The
Hgl'-ﬂszum ard thie Treaty of N had been
approved by the Commission for printing, A com-
prehensive information campaign encompassing
lelevision, radio, cinema, press and outdoor adver-
tising had been plinned. A comprehensive web-site
had also been put in place to which more informa-
tion was added in the following weeks and a Locall
telephone line service went live on the same day [ 18
September). In addition, research had been carried
out to assess levels of public engagement with and
understanding of the issues involved. A full deserip-
tion and analysis of the various elements of the
campaign is contained in this report.

Part 2
Report on the Referendum
Commission’s Information Campaign

Chapter 1
Publication and Distribution of
Information Material

In line with its statutory briel to explain the subject
matter of the referendum dand to make best possible
use of the perod of time avalable to w, the
Commission decided that two information booklets
would be produced and distributed 1w every houwse-
hohd in the country, The first wis a leallet entitled
The EU and how it works. The second was a booklet
entitled The Referendien on the Treaty of Nice. The
first leaflet consisted of cight fold-out AS pages. Tt
explained the major EU institutions and outlined,
in simple termis, some relevant milestones in the
groweth of the ELL The final text of the first infor-
mation leaflet was approved by the Commission at
a meeting held on 2 September, 2002

The second booklet was a twelve page A5 which set
out the text of the propesed amendments to the
Constitution and outlined the consequences of vot-
ing for or against the proposals. It also desenibed the
principal changes proposed by the Treaty of Nice
and the effect of the proposed constitutional prohi-
bition on jeining 4 common EU defence. The final
text of this bookler was approved by the
Commission at a meeting held on 18 September,
2003,

The Commission had held a meeting on 30 July,
2002 to agree the broad outline of an information
campaign strategy. It was agreed that An Post’s
unaddressed service should, if possible, be used for
the mailing of the information booklets and An
Post were subsequently asked to confirm that this
service could be used on a natien-wide basis. An
Post informed the Commission on 26 Angust that,
due to prior bookings, the unaddressed mailing
would not be available to it during the period in
question but that the postaim service could be used
with a preferential delivery service being agreed 1o
ensure distribution within the time limits required
by the Commission. This postal service is however
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significantly miore expensive than the unaddressed
service. However, the Commission attached great
importance to nation-wide deliveries, which were
vital cogs in its overall camipaign, so an additional
illocation of €650,000 was sought and received.

Subsequent discussions with An Post and the
Government Supplies Agency (GSA] led to the dea-
sion 1o print 1.48 million of the first leaflet and 2,22
million copies of the second booklet for mation-
wide distribution, Two local tender processes were
organised through the GSA, to select printers for the
printing of the booklets, The costs for the printing
of the booklets fell under the relevant threshold
which would have required a tender process
through the EU Journal.

Dielivery of the first leafler by An Post to every
household was carried out between 18 and 23
September, 2002, Delivery of the second booklet w
everyone on the electoral registers throughout the
country was carned out between 7 and 11 Ociober,
2002. The deliveries were completed satisfactorily
and in accordance with the agreed schedules, Copies
of both bowklets were also distributed from the
Commussions [istribution Centre toa range of
public outlets (see Appendix 3}, Copies were also
senil ko each member of the Houses of the
Olireachtas and to members of the Defence Forces,
Gardai and Foreign Affairs staff serving abroad.

A separate Irish language version of both booklets
wits also produced. The printing of 25,000 copies of
the first leaflet, An AF agus mar 6 aibrionn s¢ was
completed on 30 September, 2002, OF these, 10,000
were distributed as an insert in the Irish-language
newspaper, Foinse, on 5 October, 20002, and the
remainder through the Locall centre, libraries, com-
munity information centres in Gaeltacht areas, cer-
tain third-level institutions and the Referendum
Commission office. The printing of 25000 copies of
the second booklet An Reifrinn ar Chronradh Nice
was distributed through the smme outlets from 7
October, 2002, with 10, M0 copies being distributed
a5 dn insert in Foinse an 12 October; 2002. Copies
of both booklets were also distriboted to Trish lan-
guage organisations and selected individuals on a
mailing list compiled by the Referendum
Commission office.
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Bath information booklets were produced in Braille
and in audio tape for persons with a sight disability
and were distributed through the National Council
for the Blind. In addition, the Commission pro-
duced a special sign language video of the informa-
tion material for distribution o Deaf Clubs
throughout the country,

Chapter 2
Locall Number and Distribution Centre

The Commussion decided at an early stage in the
information campaign o use a Locall Number set-
vice which would provide three services: first, it sup-
plied recorded information explaining the proce-
dures involved in applying for inclusion on the sop-
plement to the electoral register, second, it allowed
callers to record questions and third, it allowed
callers to request information bookdets which were
then sent out by the Locll service company. A com-
petitive selection process was carried out on behalf
of the Commission to select a company 1o provide a
Locall Number service and a distabution service,
following which a company called Abtran was
awarded the contract.

The primary purpase of the Locall Number was (o
enable members of the public to record questions
relating to the issucs raised in the referendum
debate. In the past, the Commission had cencen-
trated on giving people all the information they
required to make a decision. Given the complexity
of the Treaty of Nice and the evident confusion
amuong volers (which was confirmed by research),
the Commission decided to introduce a new éle-
ment invalving trackmg issues through ongoing
research and by inviting questions through the use
of the Locall Number. Using this information, the
Commission soaght to answer frequently asked
questions through a series of special relevision and
radio broadcasts, newspaper advertisements and
web-based material, An Irish language answering
service was also provided with Irish language copies
of the Commission’s booklet being made available
through the Locall service centre, The Locall service
operated from 18 September to 18 October, 2002,

Abtran also arranged the distribution in bulk of
copies of the information booklets to a wide range
of public outlets, in consultation with the
Commission. The main distribution networks are
listed in Appendix 3.

Chapter 3
Rodio and Television Compaigns

In line with previoey practice the Commission
decided to recruit a specinlist to assist and advise on
the best strategic approach to the information cam-
paign. Following a competitive selection process, Mr
Tim Calling of Drury Communications was
appointed as Communications Consultant to the
Commassion.

Following a further competitive selection process,
McConnells Advertiiing was chosen as the advertis-
ing agency to plan and implement all dements of
the Commission's information campaign. This
selection process was completed on 2 August, 2002,

Dhurinig the campaign the Commission produced a
sertes of short television advertisements of 40 sec-
ands duration and a series of Referendum
Commission Broadeasts of one minute duration
which dealt with frequently asked questions and the
imphcations of a Yes/No vote. The radio advertise-
ments were alse of 4) seconds duration and the
radioy broadeasts were of one minute duration

The advertisements sought 1o encourage registra-
tion, highlight the date of the referendum and the
importance of voting and to draw attention to other
elements of the Commission’s camypaign such as the
Locall Number, the website, further television and
rachio broadcasts and the Commission’s press adver-
tisements and nation-wide deliveries of information
boaklets. There were three separate radio and relevi-
sion broadeasts dealing with frequently asked ques-
tions, In addition, there was an advertisement of 40
seconds duration, aimed specifically at young peo-
ple, which was produced for cinemas but was also
shown on television due to its impact |see Chapter
L1}

The television advertisements were filmed against
various outdoor backdrops e.g. a beach scene, a
wooded area etc. This was 1o énable the viewer to be
conscious of the fact that different advertisements
were providing different intormation. It was
designed to prevent a “wear” factor among viewers.
By contrast the longer broadcasts dealing with the
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frequently asked questions were filmed in studio
against a type of newsroom buckdiop. Ms. Cliona
i Bhusachalla was chosen as the face of the cam-
paign presenting both the English and Irigh lan-

FUZEE VErSHINE.

The radic and lelevision campaign went to air on

18 September, 2002 and ran up to and including the
day of the referendum, 19 October, 2002, The radio
campsaign ran on national, local and community
radic. The television campaign ran on RTEL, RTE2,
TV3, TG4 ansd Sky 1. The dnema campaign ran
from 4 Qctober 1o 19 October, 2002,

The Commussion received an excellent TESPOnse
from the independent radin and television outlets in
relation 1o the provision of free airtime for the
Commission's broadcasts. Difficalties did however
arise in relation w the provigon of broadcast slots
on RTE welewision {see Chapter 12).
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Chapter 4
Referendum Commission Website and
Other Advertising

The Commission had previously established its own
permanent website, in both Irish and English ver-
sions, and an email address to act as a conduit for
information. This was adapted to include sections
relating to the referendum on the twenty-sixth
amendment of the Constitution. The texts of the
Commission’s information booklets were made
available on the website from 18 September, 2002.
In addition, the text of the Twenty-sixth
Amendment of the Constitution Bill, 2002, the text
of the Treaty of Nice and other relevant information
were also posted on the website. In the early stages
of the campaign, when it was still possible to make
an application to be included on the supplement to
the Register of Electors, information on how 1o
make an application was included on the website.
Registration information was replaced with infor-
miation en voting procedures on | Octaber, 2002,
All the Commission’s press releases were published
om the website. Answers to “Frequently Asked
Cuestions” were also made available through the
wehsite as the campaign progressed, The guestions
ermailed 1o the website were answered by
Commission staff on a daily basis,

The Commission held three press conferences, on
31 July, 18 September and 14 October, 2002 all of
which received widespread coverage on local radio,
television and newspapers as well as interest from
the intermational media,

The Commission published a basic
information/promoetional leaflet, simed at encour-
aging young people in particular to vote. A total of
40,000 were printed and distributed in the final
wieek of the campaign throughout the country on
third-level campuses, at cinemas, bus-stations and
on some busy shopping streets, The leaflet sought to
heighten awareness of the date of the referendum
and to advertise the Commission’s website address,

The Commizssion ran an extensive outdoor poster
campaign. Three different size postérs were pro-
duced, & sheet size for bus shelters etc., much larger

48 sheet size posters for prominent poster locations
and “T-side” posters for buses. The posters were
placed at urban and rural locations throughout the
country. They were designed to heighten awareness
of the referendum date and 1o encourage people to
vote,

A widespread newspaper advertising campaign, in
English and [rish, was carried in the national and
local press from 21 September, 2002 up toand
including 18 October, 2002 which was the day
before the referendum. The advertisemenis dealt
with somie of the substantive issues arising in the
referendum, drawing from the guestions recorded
on the Locall service telephone line as well as draw-
ing attention to the date of the referendurm, the
Commission'’s Locall Number and its website, Some
of the Commission’s radio and television advertise-
ments were used to alert the public in advance
about the newspaper advertisernents.

Chapter g
Monitoring of Public Interest and
Awareness

The Referendum Commission decided at the outset
of its information campaign that detailed evaluation
of public knowledge of the referendum on the
Treaty of Nice was necessary. The dual functions of
the Commission to inform the public of the subject
matter of the referendum while encouraging the
electorate to vote combined with the fact that there
had been a low turn-out for the referendum on the
Treaty of Nice in 2001 (34.79% ) required research
mto the reasons for the low poll. The initial work in
this area served therefore to provide a starting point
for the campaign and to establish the base levels of
public interest and awareness. It also helped to iden-
tify the scale of the challenges faced by the
Commission in seeking to fulfil its statutory func-
tions.

The research and analysis carried out during the
campaign allowed the Commission to identify the
leey areas of public interest and concern in refation
ta the Treaty of Nice and to tailor its messages to
various audiences. [t helped direct media planning
and provided 2 measurement mechanism to estab-
lish key criteria for the campaign. The posithe
impact of various initiatives and mechanisms, ndi-
cated by post-referendum research, will be useful in
mforming future referendum campaigns.

Cualitative and quantitative tesearch was carried
out involving CGroup Discussions and Public
Surveys, These were carried out in three waves, The
first Public Survey was carried out between 2
September and 5 September, 2002 prior to the pub-
lic launch of the Beferendum Commesion’s cam-
paign on 18 September; 2002. A mid-way Public
Survey and further Group Discussions were carried
ol between 30 September and 3 October, 2002
The third and final wave invalved a post- referen-
dum Public Survey and more Groop Discussions
carried out between 21 October and 24 October
2002,

The First Wave
A special questionnaire was designed for each

PAEED

Public Survey which avoided areas which were not
within the Commission's remil ie. intention to vole
ves or no in the referendom. The survey was
designed to be representative of region and of social
class. The interviewers carried out computer-assist-
ed telephone interviewing in order 1o achieve the
speed of turnaround required. The first Public
Survey of 300 adults, which was carried out in early
September, sought to measure awareniess and
enderstanding of the referendum on the Treaty of
Wice and of the Referendum Commission,

The findings from the entire sample indicated that
&9 of those imterviewed cdlaimed to be registered
to vote, This dropped to just over 50% for 18-24
vear olds. When asked if they were aware of the
upcoming referendum, 78% mdicated that they
were, Awareness was higher among older voters
with just over half of 18-24 year olds aware of the
referendum, In relation W intention to vote, 73%
cluimed they were likely to vote, There wasa
marked age pattern regarding intention to vote,
with defimite voters rising from a low of 28%
amang under 24 vear-olds to a lagh of 78% among
those aver 55, When asked to explain what the ref-
erendum was about, only 16% cdamed to under-
stand if.

When prompted about the Bsuss invobed in the
upcoming referendum, §0% wene aware of enlarge-
ment as an issue, 57% were aware that changes were
proposed to the way decisions are made and 55%
wiere aware of the constitutional prohibition on
Treland jotning an ELT defence.

In refation to awareness of the Referendum
Commission, 57% of the sample had heard of it but
over ome third of those who said they were aware of
the Commission had no knowledge of the role of
the Commission in relation to the referendum.

The overall results of the initial Public Survey indi-
cated that the Commission faced a considerable task
in informing the electorate about the subject matter
of the reterendum on the Teeaty of Nice and the
role of the Commission. It also demonstrated a
need to pursue vigorously the aim of encouraging
the electorate to vote. Understanding of the issues
was clearly a significant factor in thes regard and the
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backbone of the campaign subsequently developed
was to disseminate information on the subject-mat-
ter af the referendum as widely as Pvl'!l.'i.‘iih1'.' and
using a range of media,

Oither initiatives to increase turmout included a par-
allel campaign to encourage voter registration and
mn the latter part of the campaign & separate cam-
paign encouraging people to vote. A number of ele-
ments of the campaign were focused on younger
VOLCTS.

The Second Wave

Between 3} September and 3 October 2002, the sec-
ond wave of research was carried out which com-
prised a second Public Survey and further Group
Discussions. The repeat Public Survey consisted of
imterviews with 300 adults. Whereas in the first sur-
vey respondents were selected by reference 1o the
demographic make-up of the [rish adult popula-
tion, im stages two and three only registered voters
were included as they were the tanget group for the
nformation campaign.

Al of the research results were found ro have moved
in a positive direction since the commencement of
the campaign. Awareness of the Bact that a referen-
dum was to take place rose from 78% to 94%,
Those who caimed w anderstand the subject-mat-
ter of the referendum rose from 16% to 25%, The
numbers of people whio said they would definitely
vote moved from 59% to 70%, with an ENCOUTaging
change in attitude in the under 25 year-olds, with
55% claiming they would definitely vote in compar-
ison to 289% at the time of the first wave of research.
The second wave of research also measured the rela-
tive levels of knowledge and interest in relation to
particular issues, with enlargement and neutrality
being perceived as the most important.

With regard to awareness ol the Referendum
Commission, 71% claimed to be aware, compared
1o 57% in the first wave. Those who did claim o
know something were less confused about the
Commission’s role in the second wave with 58%
skating it was to provide unbiased or independent
information,

In conjunctien with the second Public Survey, some
qualitative research was carried out involving a
number of discussion groups, Two groups of poten-
tial voters proven to have a particularly low propen-
sity to vote are students and people living in
deprived urban arsas. Four groups of the public
drawn from these categories were convened on 10
September and 13 September. Two groups were
conducted in Dolphin's Barn, Dublin and two (stu-
dent} groups in Galway. Half of the groups were
registered to vote, the remainder were not regis-
terad.

The findings from the Dublin discussion groups in
relation Lo propensity 1o vote found that nany felt
removed from the process and had litthe interest in
it. From the point of view of the campaign ta
encourage voling, it was clear that the message to be
conveyed should be highly motivating and stress the
relevance of voting to the individual. The group
were shown a test video of a television broadcast
and scripts for television on registration and the
information campaign. The outcome of discussion
of these indicated that a higher kevel of comprehen-
ston and interest would be obtamed by using televi-
sion and radio rather than written material.

The student group involved in the résearch repre-
sented a mix of people, half of whom were regis-
tered to vote and half who were not registered. The
outcome of discussions revealed that all of thase
who were registered were on the electoral roll in
their own area. Only a small number had ever
voted, From the point of view of the Commission's
cluty to encourage the electorate to vote, there was a
clearly perceived need to encourage both registra-
tion and voting and in encouraging voting, to
clesign a message which would impact on young
voters. The awareness and understanding of the
subject-matter of the referendum by the students
was limited, When presented with written mategial
they acknowledged it was balanced but felt it mighs
not be read as it could be overlooked in student
accommodation and was essentially about some-
thing which did not affect them.

I general, the second wave of research indicated an
increased awareness of the Referendum

Commission and the subject-matter of the referen-
dum. The television and madio campaigns seemed o
e more effective than the newspaper advertise-
ments, There was a general acceptance that the
Commission’s campaign was balanced and fair and
that it was a good idea to have an mdependent body
to run information campaigns.

The Third Wave

After the referendum a survey of 300 adults was
cormpleted betwsen 21 October and 24 October,
2002. Again, the respondents were chosen by refer-
ence to the demographic make-up of the adult pop-
ulation of Irefand. On 21 Ogtober, 2002, qualitative
group discussions were convened with four groups,
twr in Mullingar and two in Deblin,

The objective of the résearch was to explore the role
the various elements of the campaign played in the

voter's decision making, if any, and to assess various
elements of the campaign itself. A further objective

was to learn lessons which could form the basis for

an approach to similar campaigns in-the future,

Turnout in the referendum was 49.47%, & substan-
tial increase on the poor turnout of 34.79% for the
referendum on the Treaty of Nice in 2001 and a rea-
sonable increase on the turnout of 42,8%4% for the
referendum held in March 2002 on the Protection
of Human Life in Pregnancy Bill, 2001.

The research results showed an increase in public
awireness of the referendum and the ssues involved
since the time of the second wave of research. Those
who claimed to understand the subject-matter of
the referendum rose from 25% to 37%. This rela-
tively kow level of understanding must be viewed
against the improved turnout figure and the fact
that when asked about the main issues (without
prompting) onky 9% of respondents were unable to
name an issue, 70% mentioned enlargement, 37%
mentioned neutrality, 8% mentioned immigration
and 6% mentioned other EUT procedural changes.

The research carried out post-referendum included
questions relating to whether the respondents had

voted or not and established the age-patterns of vot-
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ers. Non-voters were asked if they knew which way
they would have voted had they done so, Of respon-
dents aged 55 years and over, 24% claimed to have
voted, 79% of 18 to 24 year-olds caimed to have
voted with the laowest number of voters in the 25 1o
34 vear age bracket at 76%, The numbers of young
paople claiming 1o have voted was encouraging. In
relation to the voting patterns of non-voters, only
2% said they did not know how they would have
vorted, Again, this 15 encouraging from the point of
view of the mformation campaign, although it is
clear that much work remains to be done to
encourage people to exercise their franchise,
Another interesting finding from the thind wave of
research is that while 78% of respondents claimed
that they had always intended to vote, 19% of those
aged under 25 decided on the day before the refer-
endum or the day itself.

With regard to awareness of the Beferendum
Commission, 77% clmmed to be sware, compared
to 71%: in the second wave, However, knowledge of
the Commission’s robe remained static from the
time of the second wave with 38%0 stating 1t was to
provide unbinsed or independent information.
Awareness of receiving information on the Treaty of
Mice from the Commission rosc from 86% at the
time of the second wave of research to 95% post-
referendum,. The material was said b 505 oof
respandents in late September to have helped their
understanding of the issues. Post-referendum this
figure had risen o 77%. The third wave of research
also examined the relative impact of the various ele-
ments of the media campaign, finding that the
infermation booklets (if read) were recalled by 85%
of respondents and were said to have helped under-
standing in 85% of cases. Television
broadcasts/advertisements were recalled by 78% of
respondents and were said to have aided undes-
standing in 72% of cases. Press inserts, however,
were recalled by only 35% of respondents, although
af those, 78% claimed they alded understanding,
The cutdoor advertising | posters and bus advertis-
mg) and tebevision/cinema adveriisements which
encouraged the dectorate o vote were recalled by
59% (outdoor'} and 56% (television/cinemia) of
respondents with 63% and 62% of respondents
respectively claiming to be motivated by them,
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Interestingly, these figures were much higher among
the 18 to 24 year-old respondents, with a high pro-
portion of respondents in that age group claiming
that they were motivated by the outdoor {73%0) and
television/cinema advertising {59%),

In conpunction with the third Public Survey, some
qualitative reseirch was carried out involving four
discussion groups in Mollingar and Dublin. All the
respondents were registered to vote, In each group
there was a mix of voters and non-voters. It was
clear; at this final stage, that there had been a
marked increase in the level of knowledge of the
tssues invalved in the referendum. While the majori-
ty of respondents had voted, those who had not
elaimed their main reason for not deing so was lack
of understanding of the issues. However, when dis-
cussing the referendum they were, in fact, fairly

knowledgeahle,

Overall the research found that the campaign creat-
ed widespread awareness and was positively
received, Television, radio and outdoor worked bet-
ter than press and the brochures, although not read
in detail, were said to be a reassuring presence for
most respondents throughout the campaign. The
respondents agreed that the main referendum issues
were best explained in the Question and Answer
format, rather than a single presenter putting for-
ward both sides of a question,

The Get out and Vite message was regarded as the
strongest message of the campaign,

Another important conclusion from all the research
is that it is difficult 1o engage people’s attention at
the early stages. The final two week stage seems for
many to be a watershed date, when interest starts to
mount. At earlier stages it is only those who are
politically aware and interested who take notice, The
researchers also found that many of the messages
required repeated exposure as they were regarded as
too complicated to be absorbed from a single view-
ing/hearing.

Chapter 6
Approval of Bodies for the Purposes of
the Referendum

Section 7 of the Referendum Act, 1998 miakes provi-
sion for a body to apply to the Referendum
Commission to seek a declaration that it is an
approved body for the purposes of a referendum.
Approved bodies are entitled to appoint agents to
attend at the issue and opening of postal voters bal-
lot papers, at polling stations and at the counting of
votes. Members of both Houses of the Oireachias,
who currently have the rght w appoint such agents,
would continue to have this right.

In arder to become an approved body, an applicam
must fulfil conditions and follow procedures set out
in the Referenduwm Act, 1998.

These conditions and procedures are:

* the body must be a body corporate or unincor-
porated body which, or a branch of which, is
established in the State, governed by a constitu-
tion, a memorandum of association or other
such document or other written rules and hav-
ing a membership of not less than 300;

* the body must have an interest in the referen-
dum and have a name which is not identical 1o,
ar does not closely resemble, the name of a
political party registered in the Register of
Political Parties. A political party for the fime
being registered in the Register of Political
Parties is deemed to be a body for the purposes
of the Act and need not establish compliance
with the above conditions;

* dpplications must be made on the official form,
which is available from the Commission and
must be submitted within such time as the
Commission may specify.

The Referendum Commission may refuse to make a
declaration if a body does not fulfil the relevant
conditions, or fails to provide the Commission with
reasonable information or decumentation which

the Commission considers necessary 1o determine
the application.

The Commission may also revoke a declaration
made by it in relation to a body where it is satisfied
that false mformation has been furnished to it. The
Act also provides, under section 9, that it will be an
offence knowingly 1o provide false information in
relation to an application.

O 25 September, 2002 advertiserments were plaged
in the national press secking applications from bod-
tes seeking approval for the purposes of the referen-
dum. The specified closing date was 4 October,
20412, Fﬂllﬂwing the ﬂpp'.‘iﬂli.l,‘l-l‘l priocess the
Commission approved 11 bodies. These bodies are
listed in Appendix 2.
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PART 3
Overview, Analysis and
Recommendations

Chapter 7
The Commission's General Approach to
the Information Campaign

‘The Commission has two core functions, firstly 1o
inform the electorate about the referendum propos-
als and secondly to encourage the dectorate to vote
at the poll. The Commission viewed both of these as
separate tasks and decided at the outset to run paral-
lel but quite different campangns,

The task of informing the electorate was the main
campaign and most of the budget was concentrated
on this. Because of the necessity to reach all voters a
multi media approach was adopted. While broacdcast
media, especially television, were the main vehicle
used to inform people about the proposal, a range of
other media was also used. This facilitated a layered
approach to the presentation of information. Where
the campaign was at its most simple and “stripped
down” was on Lelevision in 30 second format adver-
tisernents, This approach was balanced by more
eomprehensive material in print advertiserments,
booklets and on the Commission’s website,

{Ine of the major problems faced by the
Commission and indeed other agenciesigroups in
reaching yvounger audiences and people living in dis-
advantaged areas is the failure of more traditional
communication approaches w have an impast on

guch groups,

The additional time available on this occasion
allowed for some initial work to be carried out in
this ared. Two pilot projects were concerved, The first
focused on tactics to encourage greater turnout
among third level students and the second was
aimed at an inner city area with a history of poar
voter participation {see Chapter 9).

The Commission also kad more time to plan a
structured and integrated campaign. In addition to
the layering of information, maore time was spent
ensuring material was as user friendly as possible.

For example, rather than just producing television
advertisements in studio, it was possible to shoot in
a range of attractive locations.

It was apparent from a wide range of research
sources that a key barrier arong the public to better
understanding of the main points of the Treaty of
Nice was a general lack of understanding of the
existing EL institutions and how they worked. The
Commission felt that unbess it made an effort
address this gap it could be accused of talking over
people’s heads. In addition, a key factor in the low
turnout at the last Treaty of Nice referendum was a
“stay at home™ protest by people who felt thar they
were not sufficiently informed. It was important that
peaple could not justifiably use this excuse on this
pecasion.

In order 1o address the gap in understanding of the
FUJ institutions a special booklet was produced. This
booklet, aimed at providing some basic facts about
the EL, was distributed in advance of the *tradition-
al booklet” which dealt with the proposal itself {see
Chapter 1. Another innovation on this occasion
was the idea :#'asking the puhlil.‘ what areas TJ:'lE:r'
would like to see addressed in the Commission’s
broadcasts and newspaper advertisements,

The broadeasts and press advertisernents used a “fre-
quently asked questions” format which proved to be
guite successful. The questions were compiled from
calls to the Commission’s telephone line, emails 1o
the Commission's web site as well as from research
groups conducted throughout the campaign.

The core part of the main campaign consisted of
three television advertisernents that were replicated
on radio, The first of these introduced the
Commission and signalled the arrival and the rele-
vance of the first booklet. The second and third dealt
with the proposed changes to the institutions and
the implications of voting yes or no.

Draring the final ten days of the campaign, the core
television and radio campsign was replaced by the
FACQ) broadcasts and the “get out and vote” cam-
paign. The FAQ broadcasts dealt with the topics of
the use of the veto, enlargement and immigration
and neutrality.

Chapter 8
Maximising Voter Participation

While the concern in this campaign was to ensure
that turnout as @ whole was greater than the previ-
o referendum, a particular area of concern was
the participation of younger voters. Research has
shown that voter apathy tends 1o be I'IiHJ'I.I’.'l’ amang,
vounger people. To overcome this, particular atten-
tion was paid to devising an approach which would
attract themr imterest, The choide of media and a
greater emphasis on registration were comsidered to
be key elements in the strategy. Twa pillots projects
were also carried out {see Chapter 9).

The general campaign began with a call to register
before the dosing date. This was executed through a
short radio campaign. An advertisement was pro-
duced for cinema and television aimed ar jolting
people out of their complacency regarding the use-
fulness of voting, This was further supported by an
outdoor campaign with a simple message phrased
in a cotbodqguial style,

The turnout on this oceasion wis 49.47%. This was
an increase on the turmout of 42.89%, for the abor-
tion referendum tn March 2002 and a substantial
increase on the turmout of 34.79% for the referen-
dum on the Treaty of Mice in June 2001, which was
held in conmjunction with two other referendums.
When viewed in solation and compared with
turnout in recent referendums the turnoul was not
oo disappointing. However, there is clearly room
for improvement in this area. The Commission
would be of the view that a turnout of anything less
than 50% in a referendum is not satisfactory.

The Commission has commented in previous
reports on the matter of voter apathy in general and
the need for effective long term research, followed
up by effective actions to tackle the problem. These
is an abundance of evidence to show that this is a
deep seated and growing problem. Due to its tem-
porary nature the Commission itself cannof tackle
this problem in any meaningful way under its pre-
sent statutory framework. The extent of voter apa-
thy is underlined by the rather stark results from the
Commission’s two pilot projects. Arising from these
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experiences the Commission received a submission
on the question of vaoter apathy prepared by
McConnells and Mr Tim Collins and a summary of
their proposals s attached as Appendix 5 to this
report. The Commission has ineluded a recomimen-
dation on this matter in Chapter 12 of this report,
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Chapter g
Pilot Projects

As part of its remit to encourage people to vote the
Cormmission undertook two pilot projects focusing
on groups that traditionally have noticeabdy low
turnout — students and lower income inner cty
dwellers. These small information projects were car-
ried out as an initial, explorative look into an area of
serious concern. In advance of developing these
information initiatives the campaign team under-
ook research o gain insights into overall attitudes
o verling and explore factors that discouraged vot-
ing. These focus groups revealed a serious and
alarming lick of interest, lack of knowledpe and lack
of motivation as regards politics and voting in gen-
eral.

The first pilot project was centred on a third level
institution, IT Carlow, which has over six thousand
students. The Marketing Department in IT Cardow
tagether with the Cormimissson's campaign teaim
undertook an on-campus campaign o encourage
students to vote in the referendum, Due to the fact
that the referendum was held on a Satorday the
campaign did not address the usually difficult mat-
ter of registration for students. However, this is
sommething that deserves serious consideration,

The on-campus campaign involved postering, leaflet
distribution and TV advertising. Ad posters bearing
a*Get Out and Vote™ message were displayed on the
campus in the week running up to the vote. In the
same vein, the Commisslon’s TV/cinema advertise-
ment designed to encourage voting was shown reg-
tlarly on TV screens in the campus — for example in
the student canteen. Two different leaflets were also
distributed in the week running up to the referen-
dum. The first leaflet acknowledged the fact,
revealed in focus groups, that many students were
first time voters and were put off voting by the fact
that they didn’t know what to expect when they got
ta their polling station. This leaflet provided a sim-
ple step-by-step guide on how to vote once they
hawve arrived at their polling station. The second
leaflet was the promotional leafiet distributed in
busy shopping areas, [t summarised the main issues
of the campaign and carried a strong “Get Out and

Viote™ message.

The Marketing Department in IT Cardow carrfied
put quantitative rescarch amony the student popu-
lation to evaluate the impact the information cam-
paign had - both in terms of understanding what
the referendum was about and the actual incidence
of voting. In both areas there were positive findings
— vating increased by 15% from intention to vote to
actual voting and perceived understanding,
although still relatively low, grew by 175%.

However, it would appear that there is a “glass ceil-
ing” where students are concerned with regard 1o
henw much information is noticed and absorbed, 1
would appear that students were more interested in
information that required less effort on their own
part. Television, radio and word of mouth in general
were important seurces while the Referendum
Conmmission’s lelevision advertising and posters
seem to have had more impact than the leatlets. It
should hewever be noted that even though the
feaflets were only read by a minority — once read
they had more impact than other elements of the

campaign.

The Commission are of the view that undertaking
this project on a nation-wide basis would bring a
relatively smiall return when measured agamst the
additional resources required. In fact the weighting
of mainstream elements of the "Get Out and Yote”
campaign towards younger audiences proved to be
almost as effective as the special on-campus cam-
paign in influencing understanding and tarnout,

The second pilot project was undertaken in School
St. Flats and Thomas Court Bawn — twio small
[Publin City Council flat complexes located near 5t
James” Gate in the South Inner City. The complexes
were chosen because of their manageable size and
due to the fact that they had a joint community
partnership group, The area had previowsly been the
focus for a voter participation stucly undertaken on
behalf of the South West Inner City Network
(SWICN) and Ms Paula Brudell of SWICN
provided invaluable advice and support for the pilot

privect.

The aim of this project was to encourage residents
of both flat complexes to vote in the referendum.,
Working through the School $t. Community

Partnership office the campaign team supplied basic
vipting information to all residents - this was done
by distributing a voting information fiyer. The flyer
carried a map clearly showing how to get to the
palling station from the flat compleses, mdicating
the times that the polling station was open and
informing residents that the community partner-
ship’s mini-bus would be available to bring them to
and from the polling station. Another short infor-
mation leaflet recapping on the main referendum
issues was also distributed in both conypleses.

All information was distributed by members of the
community partnership who were resident in the
flats and well-known to other residents. However,
conscious of the fact that verbal communication
might be more effective for this audience, the cam-
paign team organised for two local TDs 1o hold a
diseussion on the referendum in the Hlat complex on
the Thursday betore the referendum was held.
Aengus (Snodaigh (Sinn Fein) and Sean Ardagh

( Fianna Fail) agreed to take part in a discussion
entitled “Why Should T Vote on the Nice Teeaiy?”
Simiple, clear llyers informing residenis of this
debate were distributed throughout the complexes
on the day of the discussion.

The results of this pilot project were disappointing
and highlighted a complete detachment both Fom
vating and the political system among residents.
While the referendum dizscussion with the TDs was
heavily promaoted by the partnership in the area not
one resident attended. As regards voting, the actual
turnout in the respective flat complexes were:
Thomas Court Bawn — 22.7%; and School St Flats
~ 20%%. This compares unfavourably with previous
figures for the last general dection | Thomas Court
Bawn ~ 31.5%; and School 5t Flats— 31.5%) and
local elections ( Thomas Court Bawn — 22.2%; and
School St. Flats — 25.6% ), Even when taking into
dccouni the fact that tamout is generally much
lower for referendums, it would appear that the
information initiative had very little effect — the
turnout in the Ushers C district, that inclodes both
Hat complexes, in the previous Nice referendum was
11.52%,
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It is clear from this experience that what is required
for areas such as this is a long term and sustained
campaign conducted on 2 number of kevels
encourage people to register, o vote and to engage
with the political process in general. Despite the fact
that an effort was made to tailor iformation o
appeal directly to residents and use local platforms
o deliver it, the pilot project appears to have made
nr difference to voter particpation in the praject
area.

The message from the experience itself and from
commnity workers in the area is that innovative
methods of reaching people im marginalized arcas
must be deployed. It is clear from the focus groups
undertaken among residents of marginalized areas
i inner-city Dublin that traditional ways of com-
municating with voters — often legally framed and
text based — ane inadequate. Unless information
relates directly to the immediate concerns of the res-
wdents it will not motivate them to vote. Residents
feel 50 marginalized at a micro Jevel that they are
unconcerned with anything at national or global
lewel which they feel will not have any direct impact
om their lives. The issue of registration also poses a
problem, The majornity of residents in the focus
groups had been remstered on their own doorstep.
The recent changes in the procedure for registration
have made this impossible and therefore decreased
the likelihood that people in these areas will register
and vote. The seriousness of alienation of large
groups in society from voting and the political
process is one that has to be dealt with in a sus-
tained way.
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Chapter 10
The Time Allowed for the Information
Campaign

The present Commission was established on 9 July,
2002 and the referendum was held on 19 October,
2002 which was a period of over three manths. This
is the fifth report produced by a Referendum
Commission on the carrying out of its functions
and in each previous report the Commission has
highhghted the lack of time it las been allowed o
carry out its functions, This was not the case on this
occasion and the Commission is glad to report that
the additional time made available to it on this
occasion enabled it to carry out a much more wide-
ranging and comprehensive information campaign
than in the past.

The additional time allowed, in particalar, for work
to be done on the monitoring of public interest in
and awareness of the issues raised by the referen-
dum (see Chapter 5}, The research which was car-
ried out allowed the information campaign to focus
on areas of concern to the electorate, The additional
time alser allowed the Commission to introduce spe-
cial measures to encourage the public at large to
vote and to target groups such as young voters, an
element of its remit which was somewhat neglected
in the past due to time constraints.

Spectal pilot projects were also conducted which
yielded valuable information on the extent and
depth of voter apathy among certain groups. In the
area of television production the Commission was
not faced with impossible deadlines and outdoor
prodduction at a variety of locations was possible.
Two nation-wide deliveries were also conducted
during the campaign and in general the amaount of
information material made available to the public
far exceeded what was possible during previous
campaigns Detatled qualitative and quantitative
research was carried out which helped to inform all
aspects of the campangn.

The Commission hopes that the time allowed for
this campaign will serve a5.a model for the ttme
allowed for futume campaigns.

Chapter 11
Effectiveness of the Individual Elements
of the Campaign

The Commission’s Information Booklets

The Commission produced two booklets tor
nation-wide delivery during the campaign. Using
An Post's direct mail system 1.4 million copies of
the first booklet were distributed (to every home in
the country) and 2.05 million of the second (1o
everyone on the electoral register), Purther copies of
each booklet were also available rom the cam-
paign's Locall number and a number of other out-
lets {xee Appendix 3).

The boaklet design featured a higher leved of illis-
tration than in previows publications. The idea of
using illustrations was 1o ensare that the publica-
tions were s atfractive as possible and fo communi-
cate some concepts visually in place of the usual
text-heavy versions. This is ¢clearly an area which in
the light of expenence could be further developed.

The timing of delivery of the booklet is very impor-
tant. It was clear from research that most people did
not engage with the campaign until the final two
weeks before the vote. By that date most people had
received the first of the two booklets, It is therefore
important to arvive at a balance between what is
necessary from a logistical point of view and what is
preferable in terms of the ideal timing of delivery.
By mailing the booklet too far in advance of voting
day the Commission ran the risk that it would be
threwwn away before the recipients began to take an
interest in the campaign issues, While the research
inadicated that many people had put their booklet
aside to read at a later date, experience suggests that
1t was important that people were reminded
throughout the campaign to read their booklet; 4
vistal reminder vsually works best, It is likely that
vistally referencing the booklet in broadcasts con-
tributed to the high recall of having received the
bookdet.

By its nature, advertising can effectively communi-
cate only the most simple messages. Booklets pro-
vide what is probably the most effective and democ-
ratic means of getting detailed information on pro-

pasals to the public. [t was indicated in rescarch that
people felt it was important that they received a
booklet. Even if they did not always read or under-
stand it, it served as a reassurance. In the final quan-
titative survey undertaken on behalf of the
Referendum Commission only 16% [Booklet 1)
and 15% (Booklet 2) did not recall having received
the booklet.

The guestion constantly arises as o whether the use
of booklets is cost effective. On the most basic level
in terms of their effectiveness in actually transmit-
ting information to those who require it, booklets
are probably not cost effective, Only 35% said that
they read the booklet in detail and many of these
people could have just as easily secured the same
information from the web site or newspaper adver-
tisements.

However, on balance and considering not only the
views expressed by the subjects of the research but
also in the interests of accessibility and democracy,
the Commission believes that the tactic of sending a
booklet to cach home is one which should remain a
key part of referendum campaigns in the future,

It is unlikely that the circomstances will arise again
where it will be necessary to send rwo separate
booklets, While this was justified in the Treaty of
Nice campaign by the low levels of understanding of
how the EL works, it added significantly to the
overall cost,

The task of producing two booklets and distributing
them nation-wide was a huge logistical chatlenge
and required close haison with An Post to ensure
that delivery deadlines were met. This was all the
maore important in that other radio and television
advertising was used to remind the public that
deliveries were taking place at a certain point in
time. The support and co-operation of An Post ofli-
cials was particularly important in ensuring that all
deliveries were completed within the agreed
schedules.

The Commission's Radio and Television
Compaigns
Television was the key medium used in both the
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main @mpaign and the get cut and vote campaign.
It consumed 45% of the media budger and most of
the production budget. The approach to the devel-
opment of the wlevision advertising was very much
based on the perceived success of the abortion refer-
enchum campaign where the television advertise-
ments presented by Ms. Keelin Shanley were credit-
ed with dispelling much of the confusion and mis-
information in the run up to the vote,

As Ms Shanley was unavailable on this occasion
screen tests were carried out and Cliona Ni
Bhuachalla was chosen as the presenter. Apart from
her skill as a presenter and her open style, ler com-
mand of Irish was a significant advaniage, remaoving

the need for a separate [nsh language presenter.

Early research indicated that Clicna's presentations
were working well. Tt also underdimed the need to
keep the messages and the presentation simple and
the backgroundfsetting of the advertisements new-
tral, This clear call for smplicity from the groups
conducted at the beginning and theoughout the
campaign informed the drafting of scripts for the
television advertisemnents and the broadeasts,

While the three television advertiseiments were 30
seconds in length, the broadeasts were filmed in a
lomger 60 second lormat. This was however a signif-
icant reduction from the two minute format previ-
ously used. The decision to move 1 one minute was
taken inorder to make the breadcasts more flexible
in terms of the case with which broadcasters could
insert them within their programme schedules and
ilsor to make them more user friendly.

The only major difficulty encountered with the tele-
vision campaign was securing enough slots for the
broadcasts on RTE One. While the station did offer
the usual stot after the Nimve O'Clock News (which
was previously two minutes and this ime only one
minute) the anly other slots offered were on
Network Two.

An impartant objective of the television campaign
wis (o secure slots in the advertissment breaks of
popular programmes on RTE One which is where

audience ratings are generally highest. The slots
offered on Metwork Two were useful in that they
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were bracketed around programmes with an appeal
to vounger audiences but had very little broad
appeal.

Given the mmportance of the FAQH broadcast format
in addressing key issues in the last week of the cam-
paign the Commissicn was quite disappointed that
RTE was unable to provide a better service on RTE
One. By contrast TV and other broadcasrers such
as ToDay FM were very co-operative and offersd to
transmit the broadcasts several times a dav al peak
hours,

[t was clear from the fimal wave of research thal the
TV campaign was high profile and effective with
78% recall and 72% of the sample saying it helped
understanding. 1t was also of significant assistance
m highlighting sources of more defailed informa-
tion such as the booklets or the Commission's weh
site,

Radio medea spending amounted to 24% of the
total media spend. While the main campaign largely
utilised the same scripts as were used in the televi-
sion campaign, radio was also used on a tactical
basis to highlight specific issues. For example, the
campaign began with a registration campagn on
radic, Local radio was used in parallel with national
radio allowing the Cammission to reach a very high
proportion of listeners,

The Commission’s Press Campaign

The nature and cost of press advertising meant that
its main rle in this campaign was to support the
messages pushed out in other media, This was the
first time that the Referendum Commission serious-
ly addressed its remit of encouraging people to vote.
At an early stage in the campaign a press advertise-
ment was placed in national papers to inform peo-
ple of the options a5 regards registering. In the final
week of the campaign local press was used to pro-
mote the "Get Out and Vote™ message and the same
advertisement was placed in national newspapers on
the day before the referendum,

Az part of the main campaign a series of adwvertise-
ments, addressing frequently asked questions, was
run in national and Sunday newspapers, In general

welevision and radio advertising was used to create
awareness and impart a certain level of information,
while the newspaper advertising provided additional
detail that was not easily digestible through broad-
catst formats. Press enables detailed information to
be imparted, as does the website. However, it goes
further than the web in bringing information o
people as people must actively search for web-based
mformation. This role was quite clearly demonstrat-
ed in relation to the FAL on neutrality. While the
precise legal wording could not be communicated
in the television broadeast, it was possible to provide
mare exact detail in the press advertisement. While
the press advertisernent was probably seen by fewer
people than the television broadcast it brought the
miessage to people more proactively than, tor exam-
ples having the full detail on the website only.

The recall by people of the press advertising and
therefore its impact was by far the lowest of any of
the media used. However, in research people were
very positive about the newspaper FACs, even if
they were unaware of the existence of the phone-
Ime. They felr that the Commission was engaging in
the debate and it was addressing the most impor-
tant gquestions in relation o the vote. A decision was
made to favour Sunday newspapers over dailies as.
sunday newspapers are often kept for the following
week, This allows for reference which is important
in relation to the detailed information provided in
the advertisements. Press also offers the possibility
i address complex issues that may arise at a later
stage in the campaign —at a stage where it is too late
to alter or commission television advertising or
booklets. Although it was not necessary to use press
advertising for this purpose in this

campaign it may be necessary to do so in future
campaigns,

Locall Number and Distribution Cenire

The call centre, which was accessed through a Locall
numiber, served a variety of purposes over the
course of the campaign (see Chapter 2).

The mumber of calls to the phone-line was quite
bow, Inn total there were over 3,600 calls, OF these,
40% were seeking further information on register-
ing o vole, 31.5% were requesting a brochure and

28.53% recorded a question thowever almost one in
seven questions related to registration), The mast
significant jump in the number of calls ook place
around the Hith of September and the numbser
mcreased steadily from then. This jump was due to
the high number of people looking for information
on registration and coincided with the deadline for
registering o vote and the airing of the Referendum
Commission's “urgent’ register radio campaign.
This clearly déemonstrates a need for further infor-
mation on registering - information can, and prob-
ably should, be disseminated on an ongoing basis,
mrespective of whether a vote is approaching.

As regands dealing with booklet requests, the call
centre system worked smoothly and was particular-
by important in the distribution of [rish booklets,
which were not sent to every home. In addition to
dealing with individual requests for Irish booklets
the call centre operator alse facilitated butk mailings
of [rish booklets to distribution points in Gaeltacht
areas, Due to the more limited mailing of the fra
booklet the call centre also organised bulk distribu-
tican of this booklet to the list of outlets provided by
the Referendum Commission {see Appendix 3.

[t is particularly important i a short campaign that
a cormmitment 1s given to dealing promptly with all
booklet requests — the time lag between the placng
of a call and receiving a booklet must be minimal,
In this case the aim was delivery within three days.
This was made possible by the joint operation of the
call centre and the distribution centre,

some level of frustration was expected from callers
as a result of using a fully recorded system rather
than a live answering service and for this reason the
phone-line was not promoted as much as the web-
gite Euim-li.liing, Televizion and raden, the media
that featured the number mast strongly were quot-
ed as prompting the majority of calls to the line — at
42% and 33% respectively, It emerged that the reac-
tion o the fully recorded system was not as negative
a5 expected — there was no very public focus on it
In addition, the use of the recorded system served 1o
eliminate the problem where operators need inten-
sive and in-depth training if they are to respond to
queries — it is difficult to attain an acceptable stan-
dard in the short time frame within which the
Referendum Commission works.
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The "record a question” facility was used by relative-
by few people. In addition many of the most fre-
qleent questions were not actually divectly relevant
to its purpose e.g. people guestioning why a second
referendum on the Treaty of Nice was bemyg held.
This illustrates the importance of regular monitor-
ing of the pattern of calls to the line and the use of
research and media monitoring as well to aid in
identification of questions. Research has indicated
that people did feel thal the questions addressed in
broadcasts and press were the most relevant ones.
The FAQ systern also allowed for a new element 1o
be introduced mid campaign which prevented the
“wear out” that has been evident in the past.

Cinerma, Oitdoor Advertising and Website

A key part of the get out and vote campaign was the
use of a cinema advertisement. The advertisement
was created for use initially in cinemas over the
entire campaign pericd and was transferred on to
tedevision in the later stages. The nature of the mes-
sage allowed the creative team o produce quite a
striking and emotive advertisement that worked
equally well in cinemas and on television. Recall of
this advertiserment among 18-24 vear olds from
both cinema and TV was 73% with 89% saving it
was effective.

Given the complexity of the subject matter, a deci-
sion was made 1o confine the use of outdoor adver-
tising to the get out and vote campaign only. This
allowed the use of more colloquial language in a call
to action. Peedback from the last wave of research
was very positive about the impact of the outdoor
advertising, It also gave the Commission a very high
profile presence for the duration of the campaign.
The outdoor campaign utilised 48 and 6 sheet
posters as well as T-sides.

In order o promaote the Referendum Commission’s
website the address was referred to in all advertising
and publications. The overall look and feel of the

site was designed o mirror that of the broader cam-

paign — in particular publications and advertising,
The website provided substantial detail on the con-
sequences of Ireland’s vote on the Treaty and on the
warkings and institutions of the EU, The site con-
tained a downloadsble version of the text of the
actual Treary of Nice (which was too unwieldy to be
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distributed cost-effectively any other way) and
downloadable versions of the Commission’s two
mfarmation booklets, It also provided information
on voling, registering {at the appropriate time ) and
answers 1o frequently asked questions which could
it be addressed in broadcasts. The website was
fully integrated with other elements of the cam-
paign — questions that were emailed to the site were
automatically included in the daily reports from the
call centre and then wsed to help identify FADs for
broadcasts, and orders for booklets were fed directly
to the distribution centre.

Over the course of five weeks the website was
accessed by over 10,000 people. Almost 4,000 of
these logged on in the final week of the campaign —
again demonstrating that people did not engage
with the campaign until shortly before the vote. The
high number of wsers thﬂh]!.' resulted from the
continuous promation of the website as a source of
further information in the other forms of commu-
nication [rom the Referendum Commission. It
appears that people ok this message on board.

The website provided an important information
souree for the campaign and was particulardy
mmportant in providing a high level of detail for
those who are interested in it The real benefit of
wieb-based information was the ability to layer
information and therefore cater for all levels of
understanding. This was particularly important
when delving into some of the more technical
changes that would come about as a result of the
vote an the Trealy and providing access to the legal
texts on which the Treaty was based, It also provided
a factlity for the campaign to address more complex
and technical questions which would not lend
themselves to any other format but which the
Commission are nonetheless obliged to address,

The usage figures would seem to suggest thar people
will access a website more readily than call 8 phone

line. While the website was advertised more than the
call centre and undoubtedly was more useful as an
information resource the disparity in numbers may
actually reflect an increasing ability and mterest
among Irish people in seeking information aver the
web, The Commission are satisfied that a website is
a necessary part of any comprehensive information
campaign. Despite this it must be acknowledged
that websites impact more on more highly literate
and motivated audiences — it 15 a passive medium
and as such can only serve as a secandary informa-
tion source inany public information campaign,

Chapter 12 (3]
Recormmmendations

The Commission reguests the Minister for the
Environment and Local Governmeni {whao has
overall responsibility for franchise and electoral

1ssues) to give consideration to the following issues

(4)

which in the Commission’s view are necessary to
enable a Commission to fulfil its statutory func-
tiops. Some of these recomimendations were also set
out in the previous Commission reports.

The necessity to provide a mechanism by
which research and information on possible
developments in the area of the holding of
feferendums and 10 Increasing voter pﬂrl:ir:i-
pation can o be undertaken in the periods
between referendums. Voter apathy and the
associated lack of knowledge about the
issues in i relerendum will not disappear
without a lengthy study of its causes and the
steprs required for their cure. Such a study
and the finding of appropriate remedial
action can never be achieved by any body
merely established even a Girly long time
before the holding of a relerendum. This is
obviously true in particular of referendums
concerning the European Union which
alwavs will raise issues of the utmaost com-
plexity. If it is reasonable to anticipate such
a referendum within say the next four years
there would appear to be a présent need to
establish & bady or bodies 1o carry out these
tasks. The Commission expresses broad
agreement with the thrust of the recom-
mendations made by Drurys and
McConnells contained in Appendix 5;

The desirability of amending section 2 af
the Beferendum Act, 1998 so as to enable
the Commission to be set up at a stage ear-
lier in relation to the polling date of a refer-
endum than is possible at present;
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The extension of the minimum period
which must elapse between the passing of
the referendum Bill or the making of an
order under section 12 of the Act of 1994
and the polling date for a referendum;

That the necessity ar otherwise for the
Commission to advertise contracts, which
exceed the relevant threshald, in the Official
Journal of the European Journal be clearly
established. The Commission's report of
December 2001 (pages 9-11) sets out the
conflicting legal advice received to date an
this point,
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Appendix 1

Establishment Order in Respect of the
Referendum on the 26th Amendment of the Constitution, Bill zooz

51 Mo, 346 of 2002
Referendum Act, 1998,

Referendum Commission (Establis} | (No.Z) Order, 2002

The Minister for the Environment and Local Government, in exercise of the powers conferred on him by
section 2 of the Referendum Act, 1998 (Mo, 1 of 1998), hereby orders as follows :

l. This order may be cited as the Referendum Commission ( Establishment) (No.2) Order, 2002,
1. A Referendum Commission is hereby established to undertake the functions assigned to it by the

Referendum Act, 1998, as amended by the Referendum Act, 2001 in relation to the proposal for an

amendment of the Constitution contained in the Twenty-sixth Amendment of the Constitution
Bill, 2002.

GIVEN under the Oficial Seal of the Minister for the Environment and Local Government, this @th day of
fuly, 2002.

MARTIN CULLEN

Minister for the Environment and Local Government
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Appendix g
Expenditure on the Information Campaign

Braille & Audio Tapes

Communicitions Consultants

Legal Fees

Locall Mumber and Distribution Centre
Other Advertising Costs

Postal

Press Advertising

Printing & Design of Publications
Radio & Television Advertising and Broadcasts
Research

Translation

Website

Miseellaneous | Office supplies etc., )

*Total

"Eubja‘:r.'l ter Final Accounts

€

325
148,625
16,655
66,513
286,723
LO2B.955
J13.51F
347.216
1767713
66,526
44l
16497

1.526

€4,061,252

Appendix g
Summary of Submission to the
Referendum Commission on Voter

Apathy
Introduction

Ireland in comman with other western democracies
has suffered from a slow but steady decline in voter
participation. While the decline is at its most dra-
matic in Furopean elections or referendums, it is
also a source of congern in general elactions.

Lip to now little has been done to address this
decline in any meaningful way, While the
Government has expertmented with weekend
polling and longer opening hours for polling sta-
tinms, it would seem that no effort was made o
evaluate the effectivensss or impact of such moves.
The Referendum Commission, in response o its
remit to specifically address the objective of max-
imistng voter turmout, has broken new ground in
termis of mass media campaigns © encourage voler
participation. Research carried owt at the end of the
Treaty of Nice referendum campaign in November
2002 indicated that the Commission's campaign
had a significant impact,

There 1s no Government agency charged with tak-
ing a long view on how to arrest the decline in
turnout. We believe that uniess measures are idents-
fied and action is taken, this decline will continue.
The end result will be increased alienation from
nationzl and focal government, an undermining of
the democratic mandate of national and local gov-
ernment and the spectre of an ever-shrinking
rinarity of atizens deciding on serious and far
reaching changes in our constitution and the make
up of future governments.

The most obvious agency in terms of taking on the
tisk of tackling these issucs is the Referendum
Commission. Ideally, the Commission should be re-
established us the Electoral Commission with the
present Commission acting as board to a full ome
staff,
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[n the nwantime, however, there is much that can
be done 1o begin to identify areas where there are
casy wins,

How big is the problem?

Attached are a number of charts provided by the
pesearch company Behaviour and Attitudes. The
first three come from work carried out by
Behaviour and Attitudes before the second Nice
Referendum. They show that the problem areas, in
terms of voting, are among vounger people and the
working class, or CIDE socio-economic groups.,
They also show that people are much less commit-
ted to voting in referendums, which they don't
always see as personally relevant to themselves, than
in general elections,

The tourth chart, which comes from a survey car-
ried out immediately after the second Nice referen-
dum confirms this finding and also shows the level
of over-claiming about voting behaviour which is
interesting in itselE

The final chart shows the percentage number of
people voting in general election since 1948, The
results show a slow decline, but perhaps not as
much as one might have expected. Des Byrne of
B&A also points out that the extent of the decline
iy be exaggerated because of inaccuracies in the
number of people now on the electoral register. He
befieves thar since the 1992 election the electoral roll
has probably been everstated by between 8% and
10%. This has happened because as the population
has become more mobdle there are many more
duplications in the electoral roll. The alternative
possibility is that census data may be becoming less
Rocurale over time.

Actions on three levels:

We believe that action needs to be taken at three
levels;

Making democracy more relevant: This is where the
root of the problem lies and where it is most diffi-
cult to create change that will impact in & meaning-
ful way on voter participation. It ranges from efforts
ter bring the EU closer to its citizens to the reform of
local government {Special Policy Committees etc).
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Change in this area has to be led by politicians and
we believe in this regard a permanent forum or an
Direachtas Committes should be established and
charged with the task,

Structural barrsers to participation: There are many
obwious barriers including the system of registration
of voters, the location and signposting and accessi-
bility of polling stations, polling days, opening
houwrs ete, There is a range of practical and focused
mterventions that can icrease participalion in anas
of low turnout such as improved or incentivised
registration canvassing ete. The Electoral
Commission should identify and objectively evalu-
ate the impuict of each of these barriers o participa-
tion and make recommendations to the
Porum/Oireachtas Committes

Pubhe ewareness/educaton: Here the Comnussion
should have a direct mandate 1o research, devise and
implement mational and localffocused campaigns
bath in the context of elections/referendums and on
an ongoing laziz, The objective should be to address
imformation gaps and the more emotional issues
refating to the importance of exercising your wole.

Propaosals:

The Electoral Caommission of Treland:

The task hifre 15 o scope out and advise on the
struscture, functions, staffing and budgets for a new
agency to be called the Electoral Commission,

Measures that can be taken by the Referendum
Commiission:

The task here is to identify areas where easy wins are
possible including structural issues and
awarenessfeducation on a national and local level.
The steps set out below could be taken by the
Commission, as it is presently constituted, acting
informally.

Sleps

Dhesk research:
International experience in addressing voter apathy,

Trends in voter participation in Treland including
demographic and geographic information.

Identify and evalualing previous/existing voler par-
ticipation initiatives in Ireland.

Crualitative research:

Including group and structured interviews aimed
identifying key structural issues and key informa-
tion gaps and emotional triggers. As well as carrying
out independent research we envisage working with
community groups who are active in encouraging
sreater voter participation.

Report setting out:

Structural barriers including a range of recomimen-
dlations.

MNew approaches o maximising voter participation

through mass public awareness campaigns based on
social marketing principles and focused local indtia-
tives aimed at areas/groups of low turmoeut.

Submitted by McConnells Advertising and Mr Tim
Collins, Communications Consultant, Drury
Communications.
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Chart 3 - Consistent voters (2)
(Claim to always vote)
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Chart g - Claimed voting in Referendum
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Chart 5 - Votes Recorded at Dail Elections
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