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Agenda 
 
 2015 Census Test – Communications Research 
 Landscape 
 Timeline 
 Partnership Activities 
 Events 
 Social Media 
 Traditional Advertising 
 Outreach Materials 
 User Experience 
 Digital Advertising 
 Tracking and Analysis 
 Test Milestones 
 Questions for the Advisory Committee 
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2015 Census Test – Communications Research 

 Goals: Test insights will support these 2020 Census goals: 

1. Increase opportunities to engage hard-to-count populations. 
2. Increase self-response to reduce NRFU and related costs. 
3. Testing communication activities to inform the 2020 

communication program. 

 Objectives: Implement a comprehensive and integrated 
communications program in the Savannah media market to: 

1. Support the OSR test by increasing respondent preregistration 
within “Notify Me.” 

2. Motivate self-response, especially online. 
3. Answer communications research questions regarding the use 

and impact of micro-targeted digital advertising. 
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Research 
 What are the effects of integrating and combining digital 

advertising and micro-targeted ads with other traditional 
communications, such as mail postcards and letters, earned media 
coverage, computer-automated phone calls, broadcast and radio 
ads, and outreach through partnerships? 
 

 Specifically, we will explore the effects on: 
 Internet and overall self-response rates 
 Internet and self-response rates of specific socio-demographic 

groups 
 Internet and self-response rates of housing units targeted by 

specific mail-out strategies 
 Pre-registration rates 
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Landscape 
 Test focused on Savannah designated market area (DMA) 

 338,000 households 
 20 counties (17 in Georgia and three in South Carolina) 
 106 ZIP codes 

 Attempt to replicate key census communications elements 
 Earned media 
 Partnership and outreach 
 Television and radio advertising 
 Print and out-of-home advertising 
 Digital advertising and social media 

 Influencer phone calls (60,000 calls) 
 Mailings to sample of households (90,000 HHs) 
 No NRFU 
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Partnership activities 
 

 Two local partnership staff on the ground in the Savannah market area 
 
 200+ partners providing support and volunteer services, including: 

 West Broad Street YMCA; Chatham County, GA 
 Second Harvest of Coastal GA; Chatham County, GA 
 Savannah Chamber of Commerce; Chatham County, GA 
 Centro Hispano de Savannah; Chatham County, GA 
 Toombs-Montgomery Chamber of Commerce; Toombs County, GA 
 Hand to Hand, Heart to Heart; Toombs County, GA 
 Boys and Girls Club of Altamaha; Wayne County, GA 
 Sun City; Beaufort, SC 
 Allendale-Hampton-Jasper Regional Library; Hampton and Jasper Counties, SC 
 Metter Presbyterian Church; Candler Counties, GA 
 Goodwill of Jesup; Wayne County, GA 
 Voces Unidas; Bulloch County, GA 
 Region 1 Migrant Education Program Office; Bulloch County, GA 
 Long County Recreation Department; Long County, GA 
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Partnership activities 

 Partner toolkit – available in print and on social hub, providing information 
and resources for partners and customizable content 

 Testimonials – filmed nine area participants in support of the test for 
distribution via social hub and partnership activities 

 Champions program – empowering individuals in rural communities with 
low Internet penetration to promote the test census 
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https://www.youtube.com/watch?v=eDKKKhXWkLo&feature=youtu.be


Local Events 
 3/23/15 Kickoff event to launch opening of data collection with Under Sec. Doms, Dir. 

Thompson, and Assoc. Dir. Blumerman  
 
 4/01/15 Census Day event and related partnership activities 

 Book Mobile: Stops in Hampton and Jasper County 
 Second Harvest: Stop in Candler County to deliver food at the Metter 

Presbyterian Church (400 attendees expected) 
 Good Will Job Connection: Event in Wayne County 
 Event partners: 

 City of Savannah; security and fire truck 
 Savannah-Chatham Public Schools; high school drum lines 
 E93 (WEAS) Radio; promotion, DJ, and live broadcast 
 520 Wings; food and beverage 
 SeeSaw; large sidewalk chalk mural 
 YMCA; face painting 
 Wardlaw Brothers; live performances 
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Social media 
 Promoting unique hashtag – #WeCount2015 

 Social media engagement with partners and stakeholders 
throughout the test 

 Dedicated social media hub with user-generated content 

 Sharing of tailored social media content with partners 

 Using Census social media properties such as Facebook and Twitter 
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Television (Broadcast) 
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Television (Cable) 
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Example TV Advertisement: “My Census”  

13 

https://www.youtube.com/watch?v=L5wwOONkJ48&feature=youtu.be


Radio 
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Radio 
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https://www.youtube.com/watch?v=U55aKicZeew


Out-of-home 
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Billboards 
MARKET DESCRIPTION / LOCATION SIZE (H x W) START DATE END DATE 

          

Beaufort County, SC 

US 21 0.6 mi N/O Parris Island Gateway 
ES 10' 6" x 22' 9" 3/23/15 5/31/15 
US 21 260 ft S/O County Shed Road 
WS 9' 2" x 24' 6" 3/23/15 5/31/15 

          

Hampton County, SC 

I-95 100 ft N/O SR 68 ES 14' x 48' 3/23/15 5/31/15 
I-95 100 ft N/O SR 68 WS 14' x 48' 3/23/15 5/31/15 
I-95 0.6 mi S/O SR 68 ES 14' x 48' 3/23/15 5/31/15 
I-95 0.6 mi S/O SR 68 ES 14' x 48' 3/23/15 5/31/15 

          

Jasper County, SC 

SR 170 0.55 mi E/O Cherry Point Rd 
NS 10' 6" x 22' 9" 3/23/15 5/31/15 
S/S HWY 315 3 MI W/O HWY 17 F/E 10' 6" x 22' 9" 3/23/15 5/31/15 

          

Jeff Dav is County,  GA 
Us 341 1.8 Mi N/O Us 221 Ws /Fs 10' x 30' 3/23/15 5/31/15 
Us 341 0.7 Mi N/O Us 221 Ws /Fn 12' x 24' 3/23/15 5/31/15 

          

Long County, GA 
N/S Us 84 W 150' E/O Carter F/W 10' 6" x 22' 9" 3/23/15 5/31/15 
W/S Ga 196 860' S/O Frank Cochr F/N 10' 6" x 22' 9" 3/23/15 5/31/15 

          

McIntosh County, GA 

W/S I-95 .7M N/O Exit 58 F/S 12' x 50' 3/23/15 5/31/15 
W/S I-95  .7M N/O Exit 49 12' x 50' 3/23/15 5/31/15 
E/S Us 17 North 500F S/O Ga 251 F/N 10' 6" x 22' 9" 3/23/15 5/31/15 

          

Montgomery County,  GA 

Us 1 107 Ft S/O W. Oglethorpe Ave 
Ws/Fs 12' x 25' 3/23/15 5/31/15 
Us 280 34 Ft E/O Walnut St. Ss /Fw 12' x 25' 3/23/15 5/31/15 

          

  
Chatham County, GA 

S/S President 1000 E/O Truman F/W 14' x 48' 3/23/15 5/31/15 
S/S I-516 @ Bypass Rd Underpass F/E 10' 6" x 36' 3/23/15 5/31/15 
N/S I-516 120' E/O W. Lathrop   F/W 14' x 48' 3/23/15 5/31/15 



Billboards 
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Print 

Beaufort Gazette, Beaufort Co., SC Bluffton Breeze, Beaufort Co., SC The Advance, Toombs Co., GA 
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Print 
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Posters 
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Outreach materials 
wallet card, bookmark, and window sticker 

22 



Outreach materials 

(front) (back) 
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Digital advertising 
 Digital advertisements to run from February 23 through May 31, 2015 

 
 Two types of ads:  

• Mobilization/Call to Action ads will drive visits to the landing page 
• Awareness ads (video) will increase the name recognition and 

general understanding of the 2015 Census Test 
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Display 
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User experience 
Exit page Primary digital 

optimization action: 
“Begin Survey” 

census.gov/2015 

Centurion 
survey 

Advertising & 
partnership 

activities 

26 



Tracking and Analysis 

 Real-time optimization of digital media spend  

 Weekly reporting of insights, priorities, and next steps 

 Customer Experience Management (CEM) Dashboard 
 Customized set of dashboards specific to 2015 Census Test 
 Includes website metrics from Site Catalyst 
 Incorporates daily inputs across digital advertising, social media, 

traditional media, earned media, and partnership outreach 
 Includes tracking of 2015 Census Test survey response data 
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Test milestones 
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2020 Census Integrated 
Communications Contract 

 October 1, 2014 – Request for Information (RFI) 
posted 

 October 31, 2014 – All responses to RFI received 
 32 total received:  19 small and 13 large businesses 

 Currently in the process of conducting market 
research and developing requirements for the 
draft Request for Proposal (RFP) 

 Anticipate contract award one year earlier than 
done for the 2010 Census 
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Questions 

1. What do you think will be the biggest barriers to participation in 2020 
for the communities that you represent? 

 
2. What do you think are the best ways to reach the communities you 
represent with messages about the 2020 Census? 

 
3. What is the best way to promote the release of the Request for 
Proposal (RFP) for the 2020 Census Integrated Communications 
Contract? 
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