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A State department + statutory authority
Elections /// Enrolment /// Awareness

A cyclical event based business

From 50 to over 8,000 staff

Highly regulated environment
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An Electoral Authority’s Stakeholder Mix

Political Commentators & Academics

Members of Parliament & Electorate Staff

General Print & Electronic Media

Lobbyists & Persons

of Influence Minister & Office Staff

NGOs & Peak Bodies

agents & staff Political Parties
members
Political Donors
upper house )4 Candidates
lower house

Non-enrolled Citizens

Electors — By group
mainstream

Cabinet & Executive Indigenous
CALD
domestic vs overseas
Governor youth vs elderly

urban vs rural

Electors — By voter type

ordinary
absent
early voter
GPV
postal
in person
electronic
mobile
remote

Courts & Judiciary

tertiary Students
secondary

primary

unions
NGOs

universities
private companies

Local Governments |—( elected officials
{ CEO & staff

Electoral Distribution Commissioners Other Electoral CIients[E

Service Providers & Contractors

Other Electoral Authorities

Venue Hire Locations

warehouses

Auditors Electoral Staff I:E returning officers

permanent staff
casual polling staff

State & Commonwealth Gov agencies

Other Roll Data Users
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Stakeholders vs Customers

e Citizens = WAEC customers = services
e Large and diverse customer base

e Elector Segmentation — first time voters,
experienced, disengaged, urban, country, remote
Aboriginal, CaLD, disabled, travellers, FIFO, shift

workers ...




Levels of Customer Engagement

Information disclosure Consultation Pal‘tlclpatlon

A cne-way A two-way relationship g in a di
communication from between government and reen gove E t drld
government to citizens citizens about an issue, : ns and among citizens
in relation to policies, in which citizens provide v facilitated) and
programs or sernvices. feedback. Consultation can coll; almratwp work invo

operate in multiple stages. government and citizens.

Examples: entities’ Examples: surveys, Examples: citizens’ juries,
websites, madia consultation meetings, COnsensus nferences,
releases, access to informal and formal

public records and networks, forums and committees and working
official gazettes, workshops; use of Web 2.0 groups, contractual

conferences. platforms:; inviting comment amrangements, co-creation,
on draft legislation, policy co-production.
and guidelines.
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Insight — from Passive Sources

* Post election surveys of electors,
candidates, media, casual polling staff,
suppliers




Elector Surveys

2013

Elector Information
Sources — How to

2008 Enrol

2005 1.9%
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Elector Surveys
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Elector Surveys

2013

Likelihood of Voting Via

the Internet
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Insight — from Passive Sources

e Post election surveys of electors, candidates,
media, casual polling staff, suppliers

 Capture and analysis of voting and other
statistics




Election Data Analysis

 Informality by district and polling place

e Types of iInformality

* Most travelled districts — o/s & interstate
 District demographics — oldest, youngest
 Districts with the most early voters

 \Voter turnout by district wmr,




Data Analysis Example - Informality

e District informality rates:
Churchlands = 3.53% Mirrabooka = 9.96%

e |ntentional vs Unintended informality:
Churchlands = 53% unintended
Mirrabooka = 70% unintended

e Categories of unintended informality

* Implications for service delivery oY




Insight — from Passive Sources

e Post election surveys of electors, candidates,
media, casual polling staff, suppliers

e Capture and analysis of voting and other
statistics

 Web and social media visitation figures

* Internal and external audits







Insight — from Interactive Sources

* Responsive enquiries/complaints handling

e Face-to-face customer exit interviews —
eg. political party agents

e Consultative forums — eg. CaLD electors

e System development partnering & trialing —
eg. Vote Assist for the vision impaired




Engagement with CalLD Electors

Some key engagement learnings include:
— must build on-going personalised relationships
— tap into existing networks & structures
— foster the support of community leaders
— be aware & respectful of community traits
— language barriers are fundamental




Engagement with CalLD Electors

Initiatives stemming from engagement:

— partnering with OMI & local government staff to deliver
ongoing civics presentations to CalLD groups

— looking to train community leaders as electoral
ambassadors & as information officers

— reviewing polling place signhage/instructions — fewer
words and more graphics

— multi-lingual guide to be loaded on tablets




Customer Engagement Benefits

Adds significantly to quality of policy or service
 More meaningful and targeted goal setting

e Builds community understanding and buy-in

e Improves agency’s reputation and influence

e Reduces vocal opposition; key players in-the-tent
* Improves identification of risks & opportunities

* Boosts the profile of an initiative )




Self Interest as a Motivator!

‘Public agencies are born of and live by
satisfying interests that are sufficiently
iInfluential to maintain the agencies’
political legitimacy and the resources
that come with it.’ Rainey (1997)
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Some Challenges Ahead

* Meeting changing customer expectations
regarding when & how to vote

 Managing the divergent expectations of
different customer groups

e Declining interest in traditional forms of
political participation
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