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As  the dust settled at the polling stations and the recounts were recounted,  the country waved 
goodbye to old politics with No Flash, Just Gordon and said hello to new politics where ‘Nick agrees 
with Dave’. So in this golden age of austerity and political compromise, the Total Media team all got 
together in the boardroom and debated how the role of media changed during the election, to 
discover what we can learn to take to our Clients. 

Despite both main parties employing the talents of 
Barack Obama’s digital supremos, it wasn’t the ‘net 
‘wot won it’ but rather a complex blend of new and 
old media working together to create a rich 
experience. BIG media turned out not to be 
newspapers or political broadcasts, but TV debates, 
posters & social media working together to 
dominate the popular agenda. Describing online as 
a ‘political echo chamber, and not yet an influential 
democratic forum’ Roy Greenslade asserts that it 
was mainstream media, particularly the TV debates, 
which had the biggest impact on election. Described 
by Maurice Saatchi as ‘brutal simplicity’ the use of 
the poster stimulated further thought, debate and at 
times suffering ‘brutal adaptation’ with the continual 
spoofing from online communities. These 
behaviours were then adopted by both parties as 
they sparred for political one-upmanship by crowd-
sourcing executions, proving the airbrush is truly 
mightier than the sword!

Google search data clearly shows how all 
parties saw uplifts around each of the TV 
debates, as people went online to get 
information, and according to Echo Research* 
almost half the population took part in this 
activity.  When you take into account that 25m 
people watched the debates, and that c.85% of 
internet journeys start with search, we can 
assume at least 10m people may have gone 
online to get further involved in the election, and 
with the Tories being the only party investing in 
paid search activity it is no surprise they were 
felt to have had the most  successful online 
campaign. 

Source : Google/BARB 

Across the campaign there were plenty of examples of the evolved use of media, and clear evidence

10,071 votes on 
Mydavidcameron.com

As new media grows, 
old media  adapts

We live in a Social
Media democracy
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of a powerful dynamic emerging in modern communications between 
pushed controlled messages and pulled consumer content. Our 
discussions highlighted that warrant closer inspection:

In response to Labour’s 
crowd-sourced poster
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What we saw pointed to evolution, NOT revolution! 

* Echo Research carried out  “reputation analysis” on behalf of the Guardian’s 
‘Election 10: How Social Media Won The Vote’ article dated 4th May 
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As we always suspected, most online activity 
was rooted in social behaviour being content for 
the people, by the people. Highlights being 
MyDavidCameron.com, You Tube/Facebook 
Digital Debate, and  Twitter, with over 27 tweets 
per second during the final leaders debate, 
spread among 33,095 people. The effect of this 
on occasion influenced the offline media, such as 
the ‘I agree with Nick’, and #itsnickcleggsfault 
trending topic which became a common sight in 
the election following the Twitterati commentary 
around the leaders debates.  

14,000 forms  
downloaded

463,000 votes 

Interestingly each of the official party pages on 
facebook received far less fans than the unofficial 
ones created without their involvement. Whilst 
there was moderate use of social media by the 
parties, most notably ‘Labservatives’ for the 
Liberal Democrats, whose leader Nick Clegg had 
the most support on Facebook, overall there was 
a lacklustre display of social media. Whilst these 
behaviours will increasingly be embraced by 
advertisers looking to build credible ongoing 
conversations with their audiences, they do need 
to be assured of the value in the experiences and 
content they are seeking to spread with their 
fans, as the voice of dissent can be as loud and 
influential as the voice of approval..

Watched by 25m, the TV debates led to much 
talk of ‘X Factor politics’. Whether true or not, 
this activity is widely felt to have been the most 
influential form of communication, with the 
unique ‘live’ format focused far more on 
personality and image contributing in no small 
part to one of the most accessible elections 
ever. The immediate drama and excitement of 
of the debates really served to revitalise 
politics, bringing it to the attention of a 
disenfranchised viewing public. With higher 
profile spots than late night political 
broadcasts, parties were placed centre stage 
around water cooler moments, where the 
social value of TV was felt, particularly for Nick 
Clegg who saw an overnight increase for his 
party of 14% in the polls soon after the first 
debate. 

14% boost 
overnight, after first 

live debate

Web-cam woos 
families

What should also be taken into account is the 
power of film generally in humanising brands 
and advertising messages, with David 
Cameron’s webcam hosted on YouTube 
showing a positive effect on his likeability 
amongst families as he diligently pursued the 
Mumsnet vote. This style was even repeated 
in a last minute re-worked political broadcast 
for the Conservatives simply featuring David 
Cameron talking to camera in his back garden 
– how down to earth can one be?

Whilst not on a scale as the US 
election, there was evidence, 
particularly from Labour in recruiting 
the party faithful with moderate use of
twitter and smart-phone applications. Labour’s 
understanding of ‘superfans’ demonstrates the 
value in creating tools and experiences that allow 
consumers to spread influence for brands through 
good ‘ole fashion motivation, hard work & reward. 

Labour’s
i-phone app

Conversely, this effect 
negativity towards a 
brand, as the BNP’s 
Bob Bailey discovered 
when filmed fighting 
teens in Romford, 
leading to his party 
losing all  stronghold 
seats. Nice one Bob! 157,030 views
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can also accelerate
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Low profile, high volume
phone Box wraps

High profile, low volume Motorway 
Banners across UK

Across every form of media, there was smart use of media placement to make a particular political 
point. The following examples highlight what we believe show the most insightful use of targeting.

Leafleting:
Streets ahead for relevance

What we can learn for our Clients is that for the 
right campaign a personalised communication 
such as a hand written envelope delivered to 
someone’s door, can still offer far more 
relevance than other media, if you have the data 
segmentation tools to use this channel  
effectively. As data analysis software becomes 
far smarter in helping advertisers understand 
their customers, the use of leafleting will 
continue to be effective in talking to specific 
consumers, if armed with the right information.  

Learning from the past mistakes of one over-
size airbrushed Cameron not fitting all, the 
Conservatives use of out of home sought to 
take advantage of the many environments and 
audiences on offer for smart street placement, 
even down to specific messages by postcode. 
Carefully balancing the propaganda of hope 
with fear, they went some way to overwhelm 
the public with positive & negative messages. 

As social media accelerates and drives transparency of the popular agenda, 
the use of smartly timed mass communication on community platforms such 
as You Tube & Twitter allowed parties with larger budgets like the Tories to 
reach large audiences exactly when they wanted to .  David Cameron’s 
home-page takeover on You Tube on polling day may have capitalised on
any unsure voters, particularly of a younger age voting perhaps for the first 
time. Other platforms such as Twitter offered an excellent channel to 
connect the influencers and bloggers with party speeches on the campaign 
trail literally in real-time to beat the news crews ready to pounce with their 
own spin and influence agenda.  

Whilst the Twitterati and blogging communities spun their particular line of 
politics, it was large content providers, particularly newspapers who had to 
get creative to stay ahead of a real-time 24 hr news frenzy. The election saw 
a frantic pace of editorial influence and opinion to court the attention of like-
minded readers, with two newspapers, Times and Guardian actually
switching editorial allegiance hours before polling day. What this points to is 
that whilst newspapers will always offer countless opportunities to effectively 
target like-minded individuals, a partnership approach with content providers 
could also offer opportunities where influence and opinion are leveraged 
through deeper, cross-platform activity. 
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With precision focus into the 
key marginal seat areas of 
the UK, there were, according 
to The Straight Choice’s 
web-site, a staggering  
3,714 different leaflet 
creatives distributed, with the 
Liberals favouring this 
channel the most. 

Out Of Home: 
From local hope to national fear-mongering

Online: It’s all in the timing


