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I. Introduction
The success of November 2010 elections demonstrated the importance of a coordinated voter information campaign. Voters need to be adequately informed through consistent short, accurate, objective messages about all procedures for voters in the electoral process. 

Local general elections were held in the Republic of Moldova in June 2011. Unlike the parliamentary elections or the referendum, the general local elections are characterized by a range of specific procedures, namely:

· The registration of a large number of candidates, for the 2011 local elections more than 62,831 people;
· Electing 898 mayors, 1,120 district councilors, and 10,630 village/communes/city councilors with the use of 2 to 4 ballots, 
· Voting only in localities in which each respective voter resides,
· More than one round for the mayoral race if no candidate receives more than 50 percent of the vote. 

Major challenges for the Central Election Commission (CEC) are to maintain neutrality in the voter information campaign, the limited campaign period and making the average person aware of the importance of these elections so that she/he can make an informed voting decision.

The first round of elections on June 5 was validated in all 35 district electoral constituencies (DEC), as the 25% election validation threshold was passed. In 512 localities (40%), none of the candidates for mayor got the number of votes needed for an outright win. Therefore, on June 19 runoff elections were held. 

The voter information campaign for the 2011 local general elections had the following objectives: 

· Motivate voters to participate in the elections “to shape the future of the country”
· Increase voter awareness of voting procedures
· Build the image of the CEC as a modern and transparent institution - the primary source of accurate information about electoral processes in the Republic of Moldova
· Present real people behinds elections, such as staff or the CEC apparatus 

In order to achieve these objectives, the partners agreed upon the following actions:

· Organize a voter outreach campaign with the CEC as a main coordination partner 
· Develop one voter information campaign strategy
· Use the Internet and social networking technologies to reach all the electorate  
· Reinforce the role of the CEC and of the EMBs as a whole
· Encourage  the collaboration of the CEC and the CCA in broadcasting regulations
2. Concept 
Taking into considerations lessons learned from previous elections, the CEC initiated a larger collaboration with national NGOs and international organizations. This initiative consisted of separating the voter information campaign into two parts: motivational and informational.

The motivational part was mostly covered by the Civic Coalition for Free and Fair Elections (CCFFE), a union of 12 local NGO’s (human rights, public policy, media, gender, law, local public administration, etc). The CEC signed a partnership memorandum with the CCFFE for the 2011 local elections civic education campaign. This agreement was based on a positive experience during past parliamentary elections. 

The informational part of the campaign was coordinated by the CEC together with its international partners, the International Foundation for Electoral Systems (IFES) and the Council of Europe (CoE).  The United Nations for Development Programs (UNDP) provided occasional consultation.

With the CEC as the leading partner, a public invitation for media companies was announced on CEC letterhead. Interested companies were required to submit a proposal for the development and production of a voter information campaign for the local general elections, targeting only at Moldovan voters residing in the country.  

Bids were requested for the design, development and production of a public awareness campaign to be used by the CEC to contain a variety of media, including new as well as traditional means of communication.

All proposals were sent initially to the Chief of the Civic Education, Training, and Secretariat section of the CEC who then disseminated them to all partners for assessment. To ensure an objective selection process, proposals were reviewed by the delegates of the CEC, IFES, CoE, and UNDP in a two-stage process: an evaluation of the technical narrative and financial proposal followed by a separate evaluation of each company team. Four proposals were submitted from:

· Synergy Eur/Est 
· AllTime 
· RolsiMedia
· Public Media Grup 

The proposals were discussed including an appraisal of the weaknesses and strengths of each bidder. Unfortunately, the level of the creativity displayed in the sample material was of concern to the evaluation team. As a result, at the initiative of the CEC Chairman, it was decided to ask the three shortlisted media companies to come up with a creative concept for a voter information campaign that included CEC personnel (as a way to improve CEC branding and promote the EMBs behind elections). It was the first time in the history of the CEC to have staff members featured in the public service announcements. An additional benefit of this exercise was to assess vendor responsiveness and the ability to work under tight deadlines.

After examining all the proposals, AllTime was selected. Following several development meetings, AllTime presented a revised campaign budget of 93,345 USD.  The partners were impressed at the cost-effective budget since it was less than half of the voter education campaign budget for the 2010 early parliamentary elections. Each of the partners contributed to the budget according to their financial, developmental and strategic abilities. The overall budget was divided as follows:

· CoE – 47,815 USD
· IFES – 47,088.74 USD
· [image: ]CEC – 17, 441 USD

Campaign activities were divided into three phases: 
Design 
· Elaboration of general campaign strategy and messages
· Elaboration of the video/radio spots concept (2 languages)
· Billboards design 3X6 m. Chisinau & Regions
· Flyers, posters

Production
· Radio & video spot production in Romanian (with Russian subtitles)
· Poster (A1) & flyer (A5) production in Romanian and Russian
· Original sound track/jingle, photo shoots sessions for outdoor/print
· Video spots – “Did you know?" 
· Billboard/Internet banner production

Distribution
· Broadcast of TV/radio spots
· Billboards placement (Chisinau/Regions) and print material distribution
· Rent/brand inter-city promotional bus
· Internet banners 
· CEC hotline 

3. Overview of the campaign activities
Media companies classify the Moldovan population as social-responsible conservatives. These people are moralists, who live by the laws of society and humanistic principals of the society. Having defined the main characteristics of the population, the media company together with the CEC/IFES/CoE partnership came up with the general message “From small to big” and the slogan “With small steps towards big achievements”. This concept reflected perfectly the local election theme, by embracing the smallest village to the capital of the country. The colorful “V” logo, successfully introduced in last year’s parliamentary election, was adapted for the local elections adding small village and big city symbols. Since, the complex nature of local elections has a major impact both on local administration and political life in the country, it was important to appeal to the patriotic feelings, as well as to have a positive and informative message that Election Day was an event worth participating in. 

In order to help people's understanding of the general local elections, the following number of the spots were produced:
· Six procedural spots with subtitles in Russian (for the first round of the elections on the 5th of June);
· Eleven social “Did you know…” spots (targeting the second round of the local general elections on the 19th of June, as well as general electoral information);
· Seven audio spots in Romanian and Russian language for radio stations 

Spots produced for the 5th of June explained the following:

	Video/Audio spots name 
	Message

	Spot 1 TV/radio “The date/invitation“
	Date of elections

	Spot 2 TV/radio "Cornel Pasat" 
	Identity documents

	Spot 3 TV/radio "Doina Bordeianu“
	Check the list how/when

	Spot 4 TV/radio "Mariana Musteata"
	Voting procedures

	Spot 5 TV/radio "Corina Borzin"
	Stamp security procedures

	Spot 6 TV "Sergei Iatco"
	Motivational



The 11 “Did you know?” spots, produced for the second round on 19th of June, presented interesting electoral facts in short 15 second advertisements.  The first four spots presented information about the first woman mayor in the World, when women got the right to vote, the etymology of the word “ballot” and on the compulsory character of voting in many countries. The objective was to motivate women’s participation in elections, to clarify and offer new and interesting information about elections, and draw attention to the freedom of elections in Moldova. 

Since 40 percent of the localities had second round elections, another three spots presented information about:

· Number of localities (512 localities);
· Type of the candidates to be selected (only mayors);
· New approved procedures (curtains removal from the polling booth).

The last three “Did you know?” spots featured children answering different questions related to elections, democracy, their ideal mayor, and the future of the country. These spots were considered by many as the best. The children’s naivety, interest in elections and knowledge about what democracy is, touched hearts and motivated people to vote. 

Voter Education Media (TV)

According to data collected by TNS, a market research company[footnoteRef:1], Moldavian people have the most positive attitude towards advertising on TV. Television is the only media that can provide quick and effective coverage among all target audiences. The CEC used TV to get ideas quickly and effectively to the vast majority of residents. According to CEC regulations, all broadcasters with local coverage are obliged, and those with national coverage have the right, to air CEC approved spots free of charge. Each station is to provide at least two minutes of air time for CEC messages per day during the electoral period.  [1:  http://www.tnsglobal.com/global/europe/moldova/
] 


IFES had access to two sources of information on how often spots were broadcast during the campaign. Alltime provided information on the most popular TV stations in Chisinau. The CEC gathered data directly from 14 TV stations across the nation. Data gathered by Alltime indicated the 17 spots were broadcast 2,942 times during both rounds of the campaign amounting more than 28 hours of advertising time. 

Data presented to the CEC by national and local/regional broadcaster revealed that spots were shown 6,527 times. This was, almost twice as much airtime compared to the November Elections when CEC spots were shown 3,758 times, on 14 TV channels throughout the country. 

Graph #1 shows the TV stations most active in showing CEC voter information spots. The most active in promoting the elections were regional TV stations Soroca TV (Sor TV) (1,348 times) and Basarabeasca TV station (Bas TV) (696 times).  In fact, six of the top ten were regional TV stations. 
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Possible reasons for the impressive activity of the regional TV stations are:

· The information presented by the info-social spots was helpful and required in the regions.
· The fact that electoral candidates compete on a local level. Generally they have limited resources to produce video materials to promote their electoral platform. As a result, there is less competition for regional TV advertising slots.
· As regional broadcasters get less advertising in general, they are less “spoiled” and are more willing to d disseminate all of the information they get.
· CEC media regulations



Voter Education Media (Radio)

Underutilized till this election, regional and local radio stations also turned out to be a very cost effective media tool. 

The total number of the CEC information spots aired on all radio broadcasters was 5,886 times, almost four times more than in 2010 November Parliamentary elections with 1,744 times. According to the CEC gathered data, the following ten broadcasters were the most active.

Graph2, Ten top most active radio stations during 2011 general local elections 


The leading radio station was from the Orhei region airing spots more than 500 times. The second was Mingir regional radio station with 467 times, followed by the Plus FM, Singerei. Once again, regional stations played a big part in getting the messages out to the voters.

Voter Education Media (Promo Bus)

As part of the campaign, Alltime hired a team of 12 promoters to disseminate election promotional materials in 15 cities of the country. One mini-bus was hired and branded with the “V” logo. The promo-bus activity covered the period from May 25 till June 03. The main goals of this activity were to:

· Inform/motivate people about the upcoming local elections
· Provide detailed information about ID documents needing to be presented (leaflets)
· Raise awareness regarding electoral bodies/procedures across all age groups
· Discuss/inform at least 200 people per day
· Present CEC as a modern/innovative organization 

Promoters received a half of the day training with CEC representatives. They were informed about the following:

· General information about voter information campaign for Local Elections 2011
· The responsibilities of the team/coordinators during promo activity
· Media approaches
· The “Jeopardy” game explanation/simulation

The “Jeopardy” game was a short quiz to be conducted as a game show and designed to provide a fun activity to stimulate crowd engagement.  

On the last day of the promo activity all promoters were handed out an evaluation form. A total of 13 evaluation questionnaires were filled in. All the questions were open-ended asking for qualitative comments. The major results from this questionnaire were:

· On average each promoter discussed the election with approximately 20 participants. At times, the team had trouble finding participants with everyone seemingly at work or on studies. Lunch or end of class time was the best time to attract participants.
· A total of approximately 3,600 people were contacted the 15 localities.
· The interaction with the press was very alive in most of the cities, except for Stefan Voda, Riscani and Edinet, where no regional TV stations exist.

Difficulties listed by the promoters included:

· Engaging people was extremely difficult in general. They were suspicious about the activity at first or knew little about the CEC as an organization.
· Engaging people only with leaflets was also challenging. Many political parties or companies use this technique for promotion. Therefore people are fed up with leaflets. 
· The contest was designed for three participants and to keep all other person’s attention was especially difficult.
· Sometimes impolite and poorly educated people were troublemakers.

Despite the difficulties, the promoters reported that the promo-bus activity was well received by most of the participants due, first of all, to the Jeopardy contest. People were motivated to participate actively by the prizes handed out to contestants at the end of the quiz. 

Recommendations from the mobile team were:

· Add more interactive activities besides the Jeopardy game and leaflets
· Include bigger and more important prizes
· Choose more popular places where bigger crowds congregate
· Incorporate meals/water for the mobile team
· Focus other CEC promo campaign on the organization only (their responsibly/structure)
· Have other activities initiated by the CEC on a regular basis

Voter Education Media (Other)

The table below outlines the various media used to disseminate voter awareness messages.  The other media channels included:

	
Media
	Description

	Display media
	Visible images for outdoor placement on standard billboards played an important part of the educational campaign. During the local elections, it was decided to use only one identifiable image on all printed materials: the colorful “V” sign. In total, 90 billboards were displaced countrywide. The majority (65) of outdoor images were in Chisinau, the rest (26) in the regions. Billboards were seen in the main streets of Chisinau, including the main roads coming into the capital.

	Internet 
	The CEC agreed to use social networks such as YouTube and Facebook for the second time. On Facebook, a special page to promote PSAs and other information was used again as during the 2010 Parliamentary elections. Additionally, advertising banners were placed on the top three websites in Moldova. Unfortunately, Twitter could not be used during the local elections, as the CEC web page could not incorporate “tweets”.

	CEC Hot-Line
	During the election period, the CEC re-opened a Hotline to provide information to voters on the 2011 general local elections. The Hotline was called 650 times, more than twice as many times as during the 2010 parliamentary elections (307 times). The most frequently asked questions were about lists of the electoral contestants, procedures to verify the lists, polling station addresses, documents needed to vote and domicile/residence clarifications (where do I vote?). Two major problems were encountered by the Hotline:
· The CEC staff responsible for the hotline were engaged in other urgent and important activities which meant phones calls were not answered; 
· Many questions were specific to one of the 900 localities were local elections were being held.  As a result, not many CEC staff knew the answers to these specific questions.

	Reinforcement at polling stations
	Reinforcement of voter information at all polling stations in the country was facilitated through the use of posters, pamphlets, and assistance from trained PEB members. The following materials were printed and disseminated:
· Voting “step-by-step” posters – 2,000 Romanian/400 Russian
· General motivational poster – 2,000 Romanian/400 Russian
· Identity document leaflets – 50,000 in Romanian and Russian




4. Conclusions and Recommendations
Strengths

The 2011 voter information campaign for local elections funded by the Government of Moldova, IFES and CoE had a major positive impact on the Moldovan society. One of the most visible indicators of impact was the high turnout during both rounds of the electoral period. Compared with the previous 2007 local elections, data shows that turnout grew substantially especially in Chisinau.  In 2007, turnout in Chisinau municipality was just over 36 percent.  In 2011 turnout was almost 60 percent (59.9%).  Countrywide, turnout grew from 52.3% in 2007, to 54.8% in 2011. 

The media was very active in covering the voter education campaign. All 16 TV/radio spots were broadcast 12,000 times on 28 national and local broadcasters (14 TV stations and 14 radio stations). TV channels were keen to receive electoral spots and were supportive of the new concept of the CEC campaign. Many TV and radio channels broadcast the main spot not only because of CEC regulations, but because they enjoyed the spot. A common slogan, motto and visual implementation, was evident for all media. 

Due to the strong support from TV and radio companies, the CEC came up with an initiative to award the top three most active TV and radio stations. Additionally, Publica TV received a special prize for the reflection of the CEC activities in their daily news broadcasts. 

The CEC progressed during this voter information campaign as evidenced by:
· The CEC assumed their rightful role as coordinator of the voter information campaign. 
· Better communication with civil society. The CEC signed a Partnership Memorandum with the CCFFE for the 2011 Local Elections civic education campaign.
· Deadlines for production/editing/dissemination of the spots were respected. Most of the productions materials were received in time within contracted conditions.
· Post-election reflection. At the end of the electoral period, with the aim of better understanding the strengths and weaknesses of the campaign, the CEC initiated a post-election voter information debriefing. All voter information campaign partners were present. Prior to the meeting, the CEC disseminated an evaluation form for external and internal (CEC staff and CEC international partners) assessment on the voter information campaign.
· Regular briefing sessions for journalists and regular press releases. The improvement in relations with the press during the electoral period resulted in greater accuracy in media reporting of election administration issues. During this campaign the CEC worked impressively with the press and observers. More than issued 50 press releases were issued. 

Weaknesses

While the campaign was overall, received positively by the voters, there was a sense that it did not match the creativity and excitement of the 2010 parliamentary election information campaign. The initial proposals from media companies were not judged as strong.  In addition, the media company lacked some of the in-house capabilities present in other companies.  The weaknesses of the campaign were:

· The CEC staff was not properly presented in the initial video spots. The goal of presenting the election management team was lost. Post elections analysis of the voter information campaign revealed that people found these spots dull. As a result the information presented in the spots could have been lost.
· In one video spot the information about a form/document (F9 form) was missing.
· TV spots were not pre-tested over the course of the design of the messages and materials.
· Alltime, the contracted media company, didn’t have the full capacity to produce high quality TV spots..
· Elements of the operational plan timeline were not respected in accordance to the election calendar. This was due mostly to the lack of the internal media company resources to produce video-spots in-house, as they sub-contracted other media houses for production. 
· Key performance indicators for the campaign were not established in the design phase. This forced the partners to develop indicators during or even at the end of campaign. 
Recommendations

Based on the discussion above, the following recommendations are offered:

· The CEC should continue to successfully facilitate and implement one coordinated voter education campaign with all national/international organizations interested in voter education/information.
· Prior to the campaign, assess the volume of the work and the time needed to understand if the existing human capital in the voter education section in particular and the CEC in general, is sufficient to cover the overwhelming amount of voter information activities. A thorough job description for all staff positions should be drafted.  Hiring should be a competitive process.
· CCA reporting to the CEC should be improved. The broadcasters presented information in an individual manner, not respecting CEC requirements and standards. This initiative could have a positive impact on other CEC future activities, such as monitoring of the political parties financial activities.
· The next voter education campaign should have a designated coordinator from the CEC apparatus and a staff team, no matter how small, to provide strong management and supervision for the production of the campaign.
· The CEC should keep the CEC webpage updated to allow voters to address questions directly to knowledgeable CEC staff. Post all materials on the website in a regular and timely manner.
· A broader coalition agreement engaging international/local NGOs and all broadcasters stating obligations/resources/timelines/responsibilities/general media plans/standard spots durations/media strategy…etc should be signed prior to the beginning of a voter education campaign. 
· A pre-election general survey of the population should be conducted to understand the level of awareness of key electoral principles and the receptivity to different materials and media channels. The survey would help gain greater awareness of how different segments of the voting population (i.e women and men, language groups; age groups; literacy proficiency; those physically challenged; and voters abroad) respond to different voter education approaches. 
· Special effort should be made to specifically target key demographic audiences, such as the elderly, youth, minorities and people working abroad.
· A separate video spot for educating political parties should be proposed, i.e finance campaign, code of conduct or other issues of interest to political parties.
· The promo-bus should be retained in future voter information campaigns, but improved. 

Specific recommendations for improving the promo-bus include:
· Invite professional promoters/showmen to engage as many as possible people on the street.
· Use of the leaflets should be replaced with a more innovative and environmentally friendly material (cotton bags, wash-off tattoos).
· Design the Jeopardy game to be more engaging with more people and with more interesting prizes (different T-shirts, magnets, key-holders). 
· Plan back-up activities engaging different target groups (young voters/elderly/ethnic groups).
· Invite CEC staff to participate in the promo-bus activities.
· Copyrights should be registered in the timely manner and according to the law.
· Key performance indicators should be outlined during the concept phase of the campaign. These indicators can then provide stakeholders with data about the success/failures of the campaign and help design future campaigns.
· A post-election survey should be conducted to help evaluate the voter education campaign and help develop recommendations for future voter education initiatives.
Conclusions
Ensuring voters are fully informed about voting procedure and voting processes is critical to getting a high voter turnout. Getting as many people to vote as possible is crucial for elections to remain credible and truly representative of the will of all citizens. While voter information is the responsibility of the election authority, civil society and political parties play a critical role in informing voters. 

During the general local elections voter information campaign, the CEC (with its international partners) took some risks, encountered some problems, but mostly succeeded in stimulating voters and generating a very high local election turnout. To do so in an instable political and economic environment is a significant achievement. The CEC has now conducted two very successful voter information campaigns in a very short period of time and has learned valuable lessons from both campaigns. These experiences put them in a strong position for managing the next electoral information campaign. 
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