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2020 Census Integrated Partnership and
Communications Operation

The Integrated Partnership and EARNED, SHARED, AND
Communications operation OWNED MEDIA . @ PARTNERSHIP PROGRAM
communicated the importance of

participating in the 2020 Census to the 2020 CAMPAIGN
entire population of the 50 states, the WEBSITE \ == /il i oy OPTIMIZATION
District of Columbia, Puerto Rico and

the island areas to: MEDIA PLANNING Vav v STATISTICS
AND BUYING IN SCHOOLS

« We engage and encourage people
to auto-respond, preferably via the A N A
Internet CREATIVE RESEARCH

DEVELOPMENT kb A AND ANALYTICS

Raised and kept awareness high i
throughout the 2020 Census to STAKEHOLDER ENGAGEMENT o FIELD RECRUITMENT
encourage response
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Operation Components

Integrated Partnership and
Communicatipr_ls.(!P_C_) Components

- -
& * -

Integrated Communication
Partnerships: Contract (ICC):

= Statistics in Schools (SIS)
= Creative
Community « Media

National Partnership Partnership & « Recruitment
Program (INPP)  Engagement Program « Campaign Optimization
(CPEP) - 2020 Website
= Social Media
= PR/ Crisis Commumnication
= Partnership Support

Communications Work Supported by
Census Bureau Staff

L L
L L B
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Integrated Communications Contract

5
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On August 24, 2016, the Census Bureau awarded the
communications contract to Young and Rubicam (Y&R).

Y &R brought extensive world-class marketing and
communications expertise, team leadership, strategy
development, dynamic creative development and execution,
operational systems, and financial stewardship.

Supported the 2020 Census Program’s mission to conduct @
complete and accurate census in 2020

There were17 contractors a part of the Y&R census tfeam.

IDIQ/fixed price, Base plus 5 option years through 2021, ceiling
$518m. Master Requirements contract with Firm-Fixed Price and
Time and Materials Orders. Base plus 5 option years through
2022, with an estimated lifecycle value of $700M
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TeanY&R

X VMLY&R

Prime/ Overall Strategy / Creative

XVMLY&R / SAN JUAN Wa"en‘qker

Media Planning & Execution
(Includes Wavemaker Puerto Rico)

*PSB

TO THE POINT
Research; Modeling & Segmentation

\ \d

Public Relations
(Includes BCW Puerto Rico)

Translations
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Guidehouse T..DW

Program Management P

Q R EI NG O L D Hispanic Audiences Asian Audiences

Digital Media / Civic Engagement
The Kalaimoku Group
carol- h-williams )

i
QUANTASY

+ASSOCIATES

Native Hawaiian Other Pacific Islanders
Audiences

Black / African American Diaspora

DCG

COMMUNICATIONS

American Indian Alaskan Native Audiences

SUBJECT MATTER

Veterans Recruiting Advertising
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2020 Census Integrated Communications
Coniract (ICC)

e The contractor will plan, design, integrate, produce, implement,
SCO pe monitor, and assess an integrated communications program for
the 2020 Census

e Supports the 2020 Census Program’s mission to conduct a
complete and accurate census in 2020

Importance

e The partnership and communications program is the public face of the
census.

e This contract is a key foundation for a successful census - we have
learned a great deal from the last two censuses and used that
knowledge in planning for this contract.
Sha pe United States®
your future Census
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Languages Originally Covered

8

English

Spanish

Chinese (Mandarin and Cantonese)
Viethamese

Korean

Russian

2020CENSUS.GOV

Arabic
Tagalog

Polish

French

Haitian Creole
Portuguese

Japanese
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2020 Census IPC Original Phases

Strategic Early Education Phase (January 2019 - December 2019)

Goal: Build public trust of the Census Bureau among key audiences that may need more education about the Census Bureau, the decennial census, and why it is
important that all residents participate.

Strategy: Utilize Community Partnership Engagement Program, Statistics in Schools as well as public relations outreach

Key Audience: Identified through campaign research

Awareness Phase (January 2020 - February 2020)

Goal: Notify broader audience about the upcoming 2020 Census and educate about the purpose of the decennial census, its importance, and ways to complete it

Strategy: Provide information on available means for completing the 2020 Census, where residents can access additional info and resources, and what they can expect
from the Census Bureau and ifs partners.

Key Audience: People living in the United States

Motivation Phase (February 2020 - April 2020)

Goal: Drive census completion by informing residents that the 2020 Census is underway and that they should participate in one of the available models

Strategy: Deliver general and audience-specific messages that compel residents not only to complete their own census forms, but also to encourage others to do the
same. Primarily emphasize online completion.

Key Audience: general population but focus on “fence-sitters” who are comfortable with responding via the internet but may not immediately complete their forms.

Reminder/NRFU Phase (May 2020 - August 2020)

Goal: Remind residents that the 2020 Census is taking place and encourage them to participate if they have not done so already.
Strategy: Messages during this phase will be contingent on the availability of response modes
Key Audience: Residents who have not yet completed the census questionnaire

Shape United States®
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2020 Census Integrated Partnership and

Communications: Research

Respondent Data Sources

Provides raw material for predictive modeling
Integrates respondent data sources:

- Census data— Planning Database, American
Community Survey, National Content Test,
and Master Address File
Third-party, commercially available data —
National Household File

2020 Census Barriers, Attitudes, and Motivators Study

Identifies perceptions and knowledge that impedes or assists
individuals in responding to the census

Survey component: Fielded from February through April 2018;
17,283 respondents, 39.4% weighted response rate

Focus Group component: Fielded from March through April
2018; 42 groups across the country with 308 participants
Outputs: Mindsets to inform segmentation and granular data to
support creative development

Final Survey and Focus Group Reports: December 2018

10 2020CENSUS.GOV

Predictive Models

Creates models that predict tract-level low
response scores for overall self-response and the
proportion of self-response expected to occur
online; also includes the creation of benchmarks to
predict response timing (available for different
geographic and demographic groupings)

Predictive Models Report: October 2018

Quick Idea Platform Testing

Team Y&R and the Census Bureau will select 3
potential campaign platforms (theme, tagline, etc.)
using all available inputs including research results to
date and lessons learned from the 2010 Census

QIPT tests those platforms via online testing, focus
groups, and discussions with cultural representatives
Output: Final campaign platform

QIPT Report: February 2019

Flow

Segmentation

Identifies groups of tracts (segments) based on the
similarity of low response scores, demographic
characteristics, and other factors

Brings together predicted response behaviors, media
usage data, and 2020 CBAMS mindsets

Segment profiles inform many aspects of the
campaign including creative development, media
planning, and partnership efforts

Segmentation Report: March 2019

Creative Testing

Ingests all QIPT inputs and final selected campaign
details to develop culturally sensitive advertising that
will resonate among varied audiences, encouraging
self-response

Iterative feedback process with creative teams using
qualitative and online quantitative techniques to
create and refine ads from initial sketches to pre-
production to the final product

Creative Testing Iterative Results: Throughout 2019
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Census Barriers Attitudes and Motivators
Survey (CBAMS) Overview

Purpose

Research Questions

1. Who intends to respond to the census?
2. Where do gaps in knowledge about the census exist?
3. What barriers would prevent people from completing the census?

4. What would motivate people to complete the census?

Methodology

&=

==l Quantitative Survey @ Qualitative Focus Groups

Shape
your future
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CBAMS Methodology Overview

The 2020 CBAMS Survey was administered from February to April 2018 to 50,000 addresses in all 50
states and Washington, D.C.

Questionnaire consisted of 61 questions
Adults 18+ were eligible to participate via mail or web

Households in the sample received a prepaid incentive and up to five mailings inviting them
to participate

Oversampled Asians, Blacks, Hispanics, and other small-sample races.
Roughly 17,500 people responded o the survey
2020 CBAMS Focus Groups were held in March and April 2018.
« 42 focus groups conducted with 11 audiences across 14 locations
« 16 focus groups were non-English
* Focus group franscripts went through a rigorous process to ensure intercoder reliability
« Transcripts were analyzed to identify themes among response barriers and motivators

Sha pe United States®
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2020 CBAMS Resulis

Motivators
» Funding for community needs is the most influential motivator across audiences

* Services such as hospitals, fire departments, and schools are important to many
respondents

Knowledge Gaps

» Lack of knowledge about Census’ scope, purpose, and constitutional foundation

* Important subgroup differences
» General apathy toward the Census
Concerns
* Similar to 2010:

o Privacy concerns

o Distrust of government
 Stronger than in 2010:

o Fear of repercussions Shape

your future
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Overview of Selected Theme

A Data Driven Decision:

« Strong performance in both
quantitative and qualitative
testing

Aspirational, informative and
relatable

Interpreted positively as
forward-looking

Mixture of community-
oriented concept and
benefits motivates interest in
participation

Ability to emphasize key
motivators and address
barriers identified in CBAMS

14 2020CENSUS.GOV

Selected Campaign
Theme/Tagline
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2020 Testing: All 50 States + Puerto

All Focus Group Locations — 180 Total Groups
CBAMS, QIPT, & Campaign Testing’
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Focus Group Locations — 180 Total Groups o o

Aguadilla
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Mayagiez

9 Campaign Testing — 122 Focus Groups )y Hangess
9 QIPT — 18 Focus Groups L, ks
CBAMS —42 Focus Groups

*Note: Where locations overlap, not all instances are visible. Sh ape cUnited States®
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Segmentation Goals and Applications

The goals of segmentation are to: Segmentation informed:

* Provided an overarching * Planning for messaging,
framework advertising, partnership activities
for understanding the country. and other communications

Use geography to bring together - Strategy
behavioral, demographic,

aftitudinal, and media usage
data for campaign planning. © Media

- Creative

Simplify complex data by
identifying key shared
characteristics.

Sha pe United States®
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Tract-Level Segmentation Approach

Segmentation used a mathematical approach to balance similarity
within segments and diversity between segments.

Segmentation sorts tracts
into groups based on self-
response and
demographic data.

The U.S. is divided into
70,000+ tracts having, on
average, ~4,000 people

Tracts have unique
characteristics across
different types of data.

ol

Predicted
response

Demographics
CBAMS data
Media usage

United States®

your future Census
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Media Usage Data for Tract-Level
Segments

« Af the highest level, average media behavior in each tract-level segment is compared
to the national average across six channels:

\
Newspaper &=J| Radio

N
Magazine [::) Television

Out-of-Home _— Internet

=
=
m

+ The communications team used more detailed information about specific channels and

programs to inform the media planning process. That information will not be publicly
disseminated.

About the Media Data:

MRI created a custom tabulation of media behaviors for each segment based on the 2018 Survey of the

American Consumer. Media estimates are weighted to reflect the demographics of each segment. For
more information about the survey, visit https://mri.gfk.com/.

Shape United States®
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https://mri.gfk.com/

Infroduction to Tract Segments

[ |

Responsive Suburbia

Main Street Middle

Country Roads

Downtown Dynamic

24%
Seifiiztonse Bipitation

= High predicted rate of response, with a
high percentage of that response
comang anine.

Found in suburban neighborhoods of
single-family homes.

High %% college educated. high %
married, and high madian household
incomes

=

Student and Military
Communities

67% N ,-H\ 21%
i Nonse

High predicted rate of response. with an
above-averapge percentage of that
response coming onEne.

Found in smal towns and less dansely
populated areas surmounding wban
centers,

Low diversity and a higher % 85 or older
than the national average

Sparse Spaces

X | g1e%

i ! tih 5.
E At ﬁ'-r}ggonsa opu n

Slightly below-average predicted rate of
response, with a below-average
percentage of that response coming
online.

Found n rural areas predominanty n the
eastem United States, sumounding small
towns and outside the suburbs of major
cities.

High % owner-occupied housing. low %
college educated. and below-average
meadian housaholkd incomes.

&

Multicultural Mosaic

59%

Predicted

9%
Pebiiation

Slightly below-average predicted rate of
response. with a high percentage of that
response coming onfine

Found in densaly populated metra
ceniers.

High %t college educated, abowe-
average "% foreign-bom. high % 25-44
compared to the nation as a whole, and
high median household iIncomeas.

Seli-Hesponse

Rural Delta and
Urban Enclaves

2%
E'JEE;'E"FO" 58 ﬂg:lfalilrhsfi

- Below-awerage predicted rate of
response, with a high percentage of that
response coming online.

Found in communaties arcund college
campuses or military bases.

A majority 18-24, high % college
educated, and high % renter-occupied
housing.

Nofe:- U.S. p

19 2020CENSUS.GOV

!EE!;___ W 5%
‘&ﬁ,l';rt nse ; T.ald

Below-average predicted rate of
response, with below-average internet
response.

Found in rural areas predomanantly in
the westermn United States, Appalachia.
northermn Maine, and Michigan's Upper
Peninsula.

High % owner-cccupied housing and
below-averape levels of internet access

A faia
Eﬁmfwn“ quﬁ"?.'iz'ﬁosn

Low predicted rate of response, with a
below-average percentage of that
response coming online

Found in California’s Central Valley and
parts of New Mexico. Texas. Florida, as
wrell 2z concentrations in urban areas.
High %% foreign-born. low % college
educated. and majority Hispanic.

opwisfion percenfsges do not sdd up fo 1003 due fo racfs with no ACS maidowut and, therefore, no fract segment assgned

Eﬁﬂﬁé“s%ms.

7%
e

Low predicted rate of response, with the
lowest percentage of that response
coming online.

Found in rural parts of the southsastem
United States, as weall 35 concentrations
in urban arsas

Loww e college educated. low median
household ncomes. below-svwerags
lzvels of internet access, and majority
non-Hispans: African Amerncan.

Shape
your future
START HERE >

cUmted States®

ensus
2020




Key Elements of Integrated
Communications Coniract Plan

YWl oW

)
la.t f

S 7 7 R

CENSUS

INTEGRATED

COMMUNICATIONS

6/2/2017

20 2020CENSUS.GOV

Advertising and Media Buying

Stakeholder Relations and Partnership Programs
Website Development

Social Media

Public Relations and Events and Crisis
Communications

Campaign Optimization
Statistics in Schools Program

Field Recruitment Advertising and
Communications

Data Dissemination
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Recruitment Advertising

Be A Census Taker

e 2020CENSUS.GOV/JOBS

Be A Census Taker

Apply Online 2020CENSUS.GOV/JOBS

+ Extra income Extra income

+ Flexible hours Hexible hours
Weekly pay

Paid training

v Weekly pay
+ Paid fraining

Shape

Shope [PRTE :
iy e Cmr your tuture
S o e el s, Fadet G S LTI ATN TTEASCH | i APRLYMOW 3 el e S 2 : o <yt e dd

Be A Census Taker

w Exira income:
+ Hexible hours
« Weekly pay
+ Paid aining

2020CENSUS.GOV/JOBS

e ani e Sl bty s 184

Shape
our fulure
APPUY NOW >
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il |
2020CENSUS.GOV/JOBS

Hay miles de empleos disponibles en todo el pais
Contribuye con tu comunidad. Conviértete en censista

+ Mejores ingresos  + Pago semanal
+ Horario flexible + Formacién paga

Dale forma
a tu futuro
SOLICITE YA >

Censo
205

Bara cbtanar més informacion o ayuda para inseribwte, Tama al 1-855-562-2020
Servicio Federal de Relewo: 1-800-877-83338 TTw/ASCI wwwosa ooy Tedrelay

La Oficing del Canse de los EE LU 5 un empleador que ofrece
rgusldad de eportunidades

; Apply If

You ara at laast 18 yaars old

+ You have a valid Social Socurity numbar
+ Youaraa LS. citizan

+ You have 3 vahd email address

* You are registered with the Salective

Saervica System, or have a qualifying
axamption, if you ara mal and wore
bom after Doc. 51, 1959,

If Offered
A Job:

+ You must pass o criminal backovound

chack and review of eriminal records
(inchudiing fingerprnting)

You must ba available 1o work ‘laibls
hours, including days, evenings,

and waakands.

/=] Most Jobs Require
-9 Employees To:

+ Have scecss bo a vohicle and 8

walid drivar's licansa, unlass public
transgortation is readily available

+ HAM ACORSS L0 A SOMPULEr with

Intarmat (Lo corplte braning),

Become a Census
Taker and Get
Paid to Help Your
Community

Laarn hew you ean halp collact impartant
ol that will delerming your State's.
represcntation in Congrass, as well as how
funds are Spant in your comrimity on
Uhings libee roacs, sehook, and hospilak.

For more inormation of Lo apply anling,
wist 2020census.gov/Jobs or call
1-855-JOB-2020.

#) Opsmonty Brelsse

Census
Taker

2020CENSUS.GOV/)O8S

 Exra income
+ Rexible hours
« Weekly pay
 Paid Iraining

Be A Census Taker

 Extra income
w Flexibie hours
+ Waekly pay

+ Paid fraining

2020CENSUS.GOV/JOBS

v oot o b s . s 108
VST 3600

o B fr G0 7 448 VRS
" Shape
Tha U Gl B . 44 el sy Espdirat your future
e AFFUYNOW!
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Paid Advertisement

Diverse Mass U.S. Hispanic

M, o0 A DV ) T

Shape United States®
your future Census
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2020Census.gov

° hittps://2020

£ ~ @ & || [ 2020 Census | United States ... |

United States*

Census

2020

Partners  Educators  News & Events Q @ English

Get the Facts How To Respond Why Your Answers Matter

Shape your future.

STARTHERE

GET INVOLVED

Webpage can be viewed in
English and Spanish

23 2020CENSUS.GOV

P-ac Censo del 2020 | Oficina del...

Census
2020 Educadores Q  ® Espaiol v

Colaboradores Noticias y Eventos

Datos importantes Como participar Por qué son importantes sus respuestas

Dale forma a tu futuro.

.ﬁ.«EMPlEZA AQUl"""W s &

PARTICIPE

Shape
your future
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ACTIVITIES RESOH S STANDARDS ABOUT

. 'i" (
IN SCHOOLS |

Educate your students about the value and everyday use of statistics. The Statistics in Schools program provides
resources for teaching and learning with real life data. Explore the site for standards-aligned, classroom-ready activities.

Statistics in Schools

Classroom Resources

Y amigos.

F Todos contamos - tus vecinos a i o | i 4 - . ' ﬂ.Odﬁs con%amOS!

Tl Y Yol-lol X

<

- W
e we

Cuenta cudntas personas " |’ gv J b~ - .
hay en estas dos paginas. } ] (R "/ . -. (= 2 El censo sigue contando

hasta el final del camino.
Dale forma

a fu tuture
EMHEZA AQUl >
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Public Relations and Events

@ S, ‘LbAdid Bl OF

O Despierta America with U.S, Cansus Bureau Director Dillingham stopped by Wade Park Elementary
Pad Partnarsig - @ ] ; School. Duning his visit, he met with the student

+Yate contaste? Cuando recibas tu Invitacidn del Canso 2020, puedes ambassadors and read Everyone Counts to a classroom
llenar el formulario por teléfono, correo o Internet en la pagina oficlal ; of kindergarteners. & D20C il |

2020census.govjes

Llena el censo

Shape United States®
your future census
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Promotional & Ovuireach Materials

English and Spanish Speaking Outreach Materials and Promotional ltems

Cémo el Censo del 2020 invitara
a todos a responder |

Todos los hogares tendran la opcién de responder por
internet, por correo postal o por teléfono

Casi todos los hogares recibirin una Invitacién para participar en el
Censo del 2020 ya sea de un empleado del servicle postal o de un censista.

o El 95% de los hogares recibirdn su invitacién del censo por correo. 2020 EA D %Eﬁmiﬁﬁ m**c

S+, BEaAIN4 A EGARTEENGE—T L, FLRMNEATY, R4LEAR, anti
AXTAR ZTARNRTIRENES . SRV LRUDGMNE

REMENEARNEIFXREN.

f://:-, AONRESNERERMES @ HERRFACONERERHY
)
C.s\ Beroge=nuMEsnse @ AEEE RAENAR w8

Counting everyone in your €
household can Shape your future. T genszaEmxunEs, ue LRRANEES.

Every 10 years, the United States counts everyone living in the cauntry on April 1, RE. XNGE. #S20URLRTA — BezmAONERERTAEN
regardless of their nationality or living situation. This includes renters. E _';: ! RAIS. DLVUREG

To ensure an accurate count, remember to:

REamen
2020 B L BSNF - = -z 10 1

T Gespond Bk tho addvass M2020 8 ARFN. SENGTIASEMNEINN. SUEN YIS 2000 S ADNEY

ity 9 where you were living or . 258 SNTESHEN. AERERAINES. Moo SARTA. ACHEER
or staying in your home. . - A del 1%

staying on April 1, 2020, Casi el 5% de los hogares menos del 1% dejos AREEANRENGS. DESE, ADNSETUNEIRASeR
recibirdn su Invitacién del censo ragares los contara un censista ) o -
cuando un censista pase a dejaria en persona, en vez de Invitarseles
T T En estas dreas. la mayoria de a que respondan por su cuenta REanen.
g los hogares podrian no recibir Esto lo hacemos en dreas muy i e s e

The 2020 Census is an opportunity to create a better future for our correo en la ublcacidn fisica de remotas, como partes del norte de EMTASBERNLCEENRRRBTrN. SNAFREATREREN T. COFRAST
communities and the next generation by providing an up-to-date count of su vivienda (come los hogares Maine, zonas remotas de Alaska, y RAQNARFHFCPEFRAIFAMY AR
our population. The data collected will help determine how over $675 billion que usan apartados postales o @n dreas selectas de indigenas de
in federal funding is distributed each year for things like housing assistance, 4reas reclentemente afectadas por las Américas que plden que se les
infrastructure, and public transportation. Getnstres riatunsied) cuente en persona

Secte: Tanamas ' contar T e mp—
Babickurtan b bk, 4 i LPrElaTias © BArLCRaS BiR hoger

Far more information, visit: Shape .
2020CENSUS.GOV e I T WTMESRS. WS PR
— 5050 2020CENSUS.GOV/zh-hans aemA>
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National Partnerships Program

Use strategic national partnerships to @ @
increase public trust, awareness, and

support of the Census Bureau’s mission Sponsorship Message and Brand
to accurately measure the nation’s and Promotions Awareness
population and economy

Activities and Events Social and Digital
Engagement

Increase Response Data Use and
Rates Feedback Policy/Advocacy

Sha pe United States®

your future Census
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Community Partnership and Engagement
Program (CPEP)

Enrolled community partners to increase decennial participation of those who are less
likely to respond or are often missed

« Educate people about the 2020 Census and foster cooperation with enumerators

« Encourage community partners to motivate people to self-respond

« Engage grass roots organizations to reach out to hard-to-count groups and those
who are not motivated to respond to the national campaign

Sha pe United States®

your future Census
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What happened on March 20207?
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Data-Driven Campaign Opﬁmizaﬁon

- Campaign optimization team evaluates daily tract-level
response rates, tracking survey results, and other data
sources to evaluate campaign performance.

« Data scientists use interactive dashboards and custom
analyses to uncover issues and inform decisions.

National Response Rate Tracking Survey (Phone)
4/23/20 4/22120

Actual (A). 52.4% Awareness: X%
Expected (E): z% Intent (Definite + Answered): Y%

T

g oot i - = =i
3/12 4/2 4/23 5/14 6/4 6/25 2/26 3/11 3/25 48 a/22 ..--- .—

- |lll||llll|||
Segment?* T 5 II I

Main Street Middle £
Responsive Suburbia g a0
Country Roads

Downtown Dynamic Actual vs. Projected .
Multicultural Mosaic Response By

Rural Delta & Urb. Enclaves Audience Segment

Sparse Spaces
Student & Mil. Communities
No ACS Mail Out

Platform Mix Time Series

(Yot I]

% of Total Impression:
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Creative Developed Post-COVID-19

CAICEIR.
2020FEHMEERATY.
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Media channel and strategy has also adapted to the
COVID-19 media environment

« Shiftfing media weights in traditional dayparts as people have been viewing more news, early morning,
late night, and entertainment programming

Adjusting digital media mix as people have been consuming more digital news, streaming audio,
interacting on social networks, and using more apps on their mobile devices

&P iHeartMEDIA
COMMENCEMENT:

Speeches for the Class of 2020

Increased weight in Free Episode Player (FEP) platforms such as Hulu and major TV networks

Launching digital out-of-home placements specifically at grocery and
convenience stores, gas stations, and other locations still open while stay at home
orders are in place

Implementing innovative media placements, such as flyers on e way
pizza boxes and other carry out dining food, to leverage the R complete lhe

. . 2020 Census is
changing consumer behavior due fo COVID-19 online at home.

Enjoy the pizza.

Executing media placements during virtual events, such as at-
home concerts and iHeartMedia Commencement, which have
taken the place of live events

Leveraging influencers and trusted voices to carry Census

messaging to those audiences who are historically hard to count
Sha pe United States®

your future Census
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The paid media campaign has expanded to support at least 45 of the
59 languages included in the 2020 Census expanded language
program

Core ICC Languages:
Paid + ISR + CQA

2020 Census Expanded Language Program

Supported with language guides and videos at 2020census.gov/languages

Spanish

Italian

Khmer

Tamil

Croatian

Chinese

Farsi

Nepali

Navajo

Bulgarian

Viethamese

German

Urdu

Hungarian

Twi

Korean

Armenian

Romanian

Hebrew

Lithuanian

Russian

Hindi

Telugu

Malayalam

Yoruba

Arabic

Ukrainian

Burmese

Swahili

Czech

Tagalog

Bengali

Punjabi

Yiddish

Igbo

Polish

Greek

Lao

Indonesian

Marathi

French

Ambharic

Hmong

Serbian

Sinhala

Haitian Creole

Somali

Albanian

Tigrinya

Slovak

Portuguese

Thai

Turkish

llocano

American Sign Language

Japanese

Gujarati

Bosnian

Dutch

2020CENSUS.GOV

Now supported by paid search, digital, or print advertising
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Partnerships Changes

Secured 1,064 national participating organizations as of Sept. 25, 2020. More than 446,000 national and community
partnership events were held as of August 2020.

Created hundreds of downloadable and printable materials for partners to use in various languages on the 2020
Census website—including fact sheets, posters, social media toolkits and more.

Shared information, resources and operational updates with partners via an email list with nearly 80,000 subscribers.

Examples of Partner Engagement:

34

Sesame Workshop created a PSA with characters The Count, ElImo and Rosita to remind households to count kids in
the census. They also created a 2020 Census toolkit and sent characters to a Census Bureau event focused on
counting young children.

United Way Worldwide gave census promotional items to food bank clients.

Uber sent an email reminder in both English and Spanish to 46.7 million riders and drivers as well as Uber Eats
customers and employees encouraging them to complete the census online.

NASCAR sent an email to its subscribers encouraging fans to respond to the census.

Walmart ran the Census Bureau's "Recovery" ad on its TV display walls in stores.

The Asian Pacific American Labor Alliance hosted a virtual dance party promoting census response.

Ring coordinated 2020 Census push notifications through its app, Neighbors.

Shape

your future
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July Push Influencer Content

NOTA}

Wilh Katzy Oya

Click Here to Watch Thalia Twitter Video Post

Thalia @ @ 1% Live Nation &
* Solamente ung ver cada 10 afos tenemaod b oportunidad de ser contados en We're livestreaming a very special performance from oo Taither
el Cemso de los Evtados Unidos en predented by st Tusne in tomormos, 7/ at Tpm ET 10 see
Rapgiody perlonm a few songs and 1ouch on the importance of making your

vkt heard by being counted & the 2020 Census

ON JULY 10TH

AT 6PM EST/ IPM PST

Shape United States®
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ESO Strategy Overview

36

Media Materials

Developed 145 city profiles

and custom pitches, and
pitch templates to notify
local media about data
related to trends in
response rates.

Wrote a set of drop-in
articles for direct
distribution to media and
partners.

2020CENSUS.GOV

Local Coordination

Coordinated with Regions to
establish media targets, identify
appropriate spokespersons,

and synchronize pitching.
Supported tie-ins with select

cities/regions’ existing campaigns.

Supported virtual Wonderama
concert series.

Earned Media

Conducted 270 English and Spanish
radio/television interviews with
Census spokespeople over a period of
four weeks across 143 high-priority
markets.

Conducted 23 virtual media briefings
for multicultural outlets.

Placed coverage in major regional,
local, and hyperlocal media outlets.
Amplified 21 Trusted Voices videos
and radio spots.

Social Media

Created local
content for partners
to post on their
own channels.
Created six region-
specific toolkits.

Shape United States®
your future Census
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Q&A

For additional information

Maria Olmedo-Malagén
Maria.Olmedo.Malagon@census.gov

301-763-6525

Sha pe United States®

our future Census
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