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Overview 

 Introduction 
 Self-Response Objectives 
 Non-ID Processing 
 Advertising/Outreach 
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Introduction 
 Site test to test key components of strategy to optimize 

and increase self-response for the 2020 Census 
 Test Design is underway – coordinating all test 

objectives 
 Site selection is underway – identifying potential 

criteria: 
• Medium-sized market for advertising/outreach 
• Demographic diversity 
• Representative diversity of address types (city-style and 

non-city-style) 
• Diversity of internet penetration/usage 
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Self-Response Objectives 

 Pre-Registration 
• Opportunity for respondents to have early 

engagement in the census process and to select 
their preferred mode for future invitations and 
reminders -- email or text message 

• Use of advertising and partnership to promote the 
pre-registration option  

• Measures of interest: 
oParticipation rates 
oResponse rates for participants 
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Self-Response Objectives (cont.) 

 Internet Response 
• Using a push strategy – paper questionnaire provided 

only after several attempts to encourage internet 
response 

• Possibly tailor the strategy for low internet usage 
areas/populations (e.g., deliver paper questionnaire 
earlier) 

• Internet data collection application in English and 
Spanish 

• Measures of interest: 
o Self-response rates 
o Internet response rates 
o Rates by language and stratum (if applicable) 
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Self-Response Objectives (cont.) 
 Non-ID Internet Response 

• Using advertising and outreach to promote the non-ID 
internet response option 

• Goal is to increase self-response and internet response 
rates: 
o Make self-response easier by eliminating the need to keep 

track of and use the provided Census ID 
o Open the Internet self-response option to populations in 

areas with limited mailability –  traditionally, field staff 
delivered questionnaires or conducted interviews 

o Measure of interest: 
o Participation rates 
o Non-ID Response rate:  by in-sample vs. out-of-sample 

respondents 
o System load measures 
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Non-ID Processing 

 
Frank McPhillips 

7 



Non-ID Processing Research 
Presentation Overview 

 Non-ID Processing: a review 
 Work to date 
 Work happening this year 
 2015 Objectives 
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Non-ID Processing Research 
Background 

 Non-ID Processing: compares responses without 
a preassigned ID to our Census address database 
 In the 2010 Census… 
 1.3 million responses without an ID 
 Conducted via several process steps, introducing 

significant lag 

 For 2020, we need real-time processing 

9 



Non-ID Processing Research 
Initial Focus 

 Exploration of a multi-faceted solution 
 Improving address collection 
 Improving our processing methodology 

 2013 National Census Contact Test 
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Non-ID Processing Research 
Current Focus 
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 Readiness Testing for 2014 (using 2010 
workload) 
 2014 Census Test 



Non-ID Research  
2015 Objectives 

 Pilot for Real-Time Non-ID Processing 
 An opportunity for a feedback loop to respondent if 

additional information is needed to match/geocode 
 Resolving cases during the response drastically 

improves the rate addresses are removed from 
nonresponse follow-up  
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Non-ID Research  
2015 Objectives (cont.) 

Respondent geocoding via map interface 
Prototype 
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Non-ID Research  
2015 Objectives (cont.) 

 Other opportunities 
 Continued learning about batch processing  
 Manual processing of ungeocoded cases 
 Use of online geographic reference sources to 

validate geocodes 
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Stephen Buckner 

15 

Advertising/Outreach 



Trends in Media:  
A Now Rapidly Changing Landscape 
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Trends in Digital: 
By 2020, Digital spend projects to surpass TV 
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Trends in Digital: 
TV Spending will always be huge… 

... But spends will move to cable 
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Trends in Digital: 
Advertising spend isn’t quite following consumption trends… 
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Trends in Digital: 
The balance of where consumers spend time is shifting… 

Source: http://www.businessinsider.com/mobile-is-growing-2013-11  

20 

http://www.businessinsider.com/mobile-is-growing-2013-11


What will 2020 look like? 

 Increasingly changing and evolving media landscape. 
 Traditional marketing mix of television, newspapers and radio 

less influential – more information will filter to consumers 
through social platforms and networks. 

 Digital advertising will surpass television media buys. 
 Personalized content and on-demand media consumption – 

consumers decide and control what they want to experience.  
 Increasing penetration and demand by mobile.  
 Communications must continue to localize and personalize 

messaging and content across all channels. 
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Presenter
Presentation Notes
The first and most dramatic change is the concept of Social News. Social news is quickly taking over our need for staying up-to-date with what goes on in the world. News is no longer being reported by journalists, now it comes from everyone. And it is being reported directly from the source to you - bypassing the traditional media channels. 

But social news is much more than that. It is increasingly about getting news directly from the people who makes it. Instead of having a journalist reporting what some analyst are saying, you hear it from the analyst herself. Social news is about getting news from the source, directly, and unfiltered. 

A new wave of entertainment is emerging (the light blue and purple areas), one dominated by the games, video and audio streams. Instead of tuning into a TV channel, you decide what to see and when to see it. We are no longer subscribing to a channel, where someone else decides what you can see. You decide and control everything about the experience. 

And a new concept in the form of targeted information is slowly emerging. We are already seeing an increasing number of services on mobile phones, where you can get information for the area that you are in. E.g. instead of showing all the restaurants in the world, you will only get a list of the restaurants in your area. 

This is something that is going to explode into in the years to come. In the world where we have access to more information that we can consume, getting only the relevant parts is going to be a very important element. And, this will expand far beyond the simple geo-targeting that we see today. 




Planned Communications Research 

 Explore and test advance and follow up messaging in 
respondent communications. 

 Use technology to increase awareness and drive Internet self 
response. 

 Test new advertising and marketing channels to reach 
respondents. 
 Digital  
 Social media 
 Mobile 

 Explore data analytics to push micro targeted digital advertising 
to hard to count population segments.  

 Utilize customer analytics and operational data to drive real 
time communications decisions. 
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Questions 
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census.2020.program.management.review@census.gov 

 Send questions to the email address below. 

mailto:census.2020.program.management.review@census.gov

	��2015 Optimizing Self-Response Test�Jennifer W. Reichert�Decennial Management Division�Frank McPhillips�2020 Research and Planning Office�Stephen Buckner�Assistant Director for Communications��
	Overview
	Introduction
	Self-Response Objectives
	Self-Response Objectives (cont.)
	Self-Response Objectives (cont.)
	Non-ID Processing
	Non-ID Processing Research�Presentation Overview
	Non-ID Processing Research�Background
	Non-ID Processing Research�Initial Focus
	Non-ID Processing Research�Current Focus
	Non-ID Research �2015 Objectives
	Non-ID Research �2015 Objectives (cont.)
	Non-ID Research �2015 Objectives (cont.)
	Advertising/Outreach
	Trends in Media: �A Now Rapidly Changing Landscape
	Trends in Digital:�By 2020, Digital spend projects to surpass TV
	Trends in Digital:�TV Spending will always be huge…
	Trends in Digital:�Advertising spend isn’t quite following consumption trends…
	Trends in Digital:�The balance of where consumers spend time is shifting…
	What will 2020 look like?
	Planned Communications Research
	Questions

