2020 Census
Program Management Review

2015 Optimizing Self Response
Test

Jennifer W. Reichert
Decennial Management Division
Evan Moffett
Office of the Chief Information Officer
Stephen Buckner
Communications Directorate

October 3, 2014

United States”

Census

U S Department of Commerce
Statistics Administration




Overview

" |Introduction

= Optimizing Self Response

" “Notify Me”

= Non-ID Internet Response

= Real-Time Non-ID Processing

= Communications Activities
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Introduction

" Test components of strategy to optimize and increase
overall and internet self response for the 2020
Census (no Nonresponse Followup)

= Communications treatments will be implemented
based on geographic and demographic
characteristics

= Support the OSR test by educating respondents
about the “Notify Me” campaign and motivating
online self response
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Savannah Media Market

" Approximately 300,000 households
with a population of about one milli

" Lower than average 2010 Census
and ACS internet response rates

= Ability to segment by Hard-to-Count

" Internet penetration at least as high as the
national average

" Medium sized media market

= With 20 counties, the Savannah media market is
ranked 92 of 210 total markets
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Presentation Notes
Medium sized media market = cost effective for purchasing advertising. 



Optimizing Self Response

= Self Response testing to focus on “Notify Me”
and Non-ID internet response

" Single internet push contact strategy

Letter -> Postcard -> Postcard
-> Paper Questionnaire
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United States”

“Notify Me”

Respondents select their preferred mode for future
invitations and reminders -- email or text message
2014 Census Test results (functionality test):

e Very low participation (about 3 percent)

e 93 percent response for those who pre-registered

 Depressed response rates for the overall sample

2015 will focus on promotion:

e Use of communications activities and advertising to increase
awareness and participation in the test

e 30,000 households to receive postcard invitation

Measures of interest:
e Participation rates (in-sample and non-sampled)
e Response rates for participants and non-participants
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Non-ID Internet Response

= Respondents can complete their census response
without a Census ID

= 2014 Census Test results:
e Significantly lower response rates than ID’d internet push
 Match/Geocode rates impact self response rates

= 2015 will focus on promotion:

e Use of communications activities and advertising to
increase internet response

* 30,000 households to receive mail materials that do not
contain a Census ID

= Measures of interest:

 Non-ID Response rate: by in-sample vs. out-of-sample
respondents

e Refine system load measures
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Panel Design:
Self Response

Sample
Size

1) Internet Push 30,000

2) Non-ID Internet

Push 30,000

3) “Notify Me” 30,000

* Contacts 3 and 4 are targeted to nonrespondents.

#0

Postcard

HA*
#1 #2 i (7 days
(7 days later) (7 days later) Friap)
Letter Postcard Postcard ,Ma|!
Q’nnaire
Letter Postcard Postcard Q";Anaeilire
(no ID) (no ID) (no ID) (no ID)
If household does not pre-register:
Letter Postcard Postcard ’Ma|!
Q’nnaire
If household does pre-register*:
Email /Text Email/Text Email/Test Q’I;/lnaa:lire
(no ID) (no ID) (no ID) (no ID)

** Households from any panel that complete the pre-registration process will receive email or text messages
(based on their preference) in lieu of their assigned panel mailings.
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Proposed Panel Design:
Communications

Activities Throughout * Earned media
the Entire Site * Radio advertisements
* Print and OOH advertisements

* Mailing pieces
= Outreach/partnership activites
* Television advertisements

Targeted Digital No Targeted Digital

High Spend/Saturation Panel A Panel B
* Heavier non-targeted digital advertising » Heavier non-targeted digital advertising
* Heavier targeted digital advertising » Reminder phone calls

* Reminder phone calls

Low Spend/Saturation Panel C Panel D
* Lighter non-targeted digital advertising * No additional advertising
* Lighter targeted digital advertising * No reminder phone calls

* No reminder phone calls
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Waiting for revised version.


Real-Time Non-ID Processing

Evan Moffett
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2015 Major Design Decisions

= Desigh Component 2

= Allow respondents to answer the 2020 Census
without an identification code (Non-ID)

= Option: Provide on-line tools that allow real-time matching
and geocoding at the time of self response

= Option: Conduct batch matching and geocoding at specific
periods during the day

= Key Questions

" |s it necessary to provide households with an
identification code to respond via the Internet?

= Validation and authentication
= Matching and geocoding
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Non-ID Research
2015 Testing Objectives

" Provide ability to engage traditionally harder to reach
respondents

= Opportunity to elicit further input from respondent

= Confirm/correct respondent-provided address prior to
matching

= Confirm/correct census block location for nonmatching
addresses

= Reduce further workload and associated costs
= Nonresponse Followup

" |ncreased match rate = fewer addresses to independently
verify
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Non-ID Research
2015 Objectives (cont.)

" Other opportunities in 2015
= Continued learning about batch processing
" Manual address matching and geocoding

» Use of online geographic reference sources to
validate geocodes
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Progress

Delivery of requirements to key systems providers
Technical solution determined

Components: Centurion, Bowie Data Center,
Network Resources, and Geography Services:

(A) Geocoding, (B) Matching, and (C) Map Interface

Software development and Integration testing
ongoing

Validated sufficient network resources
Equipment procurement initiated
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Next Steps

" Development Environment

e Continued Development, Integration, Testing (through
November 2014)

e Performance Testing (November — December 2014)
e Acceptance Testing (December 2014)
e Usability Testing (early January 2015)

= Production Environment

e Readiness Testing (late January — early February 2015)
e Go Live (March 2015)
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Next Steps (cont.)

" Respondent Identity Validation
= Utilize existing administrative records

= Explore Other Options
= Federal Cloud Credential Exchange
= Knowledge Based Authentication
= Other commercial and federal administrative records
= Private sector solutions

= Long Term Options
= Requests for Information
= Challenge.Gov
= Real-Time Non-ID Roadmap/Out Year Planning
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Communications Activities

Stephen Buckner
@stephen_buckner
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Internet Use Over Time

100
80
60
40

20

1996 1593 2000 2002 2004 2006 2008 2010 2012 2014

-8 Uses internet -8 Doesn’t use internet

SOURCE: Pew Research Center, Pew Internet & American Life Project Tracking Surveys, 2014

http://www.pewinternet.org/data-trend/internet-use/internet-use-over-time/
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	Mar 2000	Jan 2014
Uses	46%	87%
Doesn’t Use	54%	13%	


Device Ownership Over Time

100
75
50

25

2002 2004 2006 2008 2010 2012 2014

-®- Cellphone =@ Smartphone -® eBook Reader =@ Tablet Computer
-®- Desktop or laptop computer @ mp3 player -® Game console

SOURCE: Pew Research Center, Pew Internet & American Life Project Tracking Surveys, 2014

http://www.pewinternet.org/data-trend/mobile/device-ownership/
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	May 2011	Jan 2014
Cell	85%	90%
Smartphone	35%	58%	
Tablet	8%	42%



Internet and Smartphone Use

By Age (2012 By Race, 25 and older (2012)
82.9%

Asian

Alone 52.6%
White 80.3%

Nor-
Hispanic 44.6%

scc I Y
Alcre. IS
64.0%

Hispanic
45.8%

B nternet Use
Source LS. Census Bureau, . Sml:lrl-l:lh[:lﬂe USE

Current Popu lation Survey, Selected Years

Release Date02/0314

United States U S Department of Commerce
Cen and Statistics Administratio
u s CENSUS BUREAU 20
aEs—— Bureau s.gov




Share of Average Time Spent per Day with Select
Media by US Adults vs. US Ad Spending Share, 2014

% of total
Time spent Ad spending

share share
Digital 47.2% 30.5%
—Desktop/laptop* 23.9% 19.1%
—hobile (nomaice) 23.3% 11.4%
TV 37.3% 41.2%
Radio** 12.0% 9.3
Primt* ™ 3.5% 19.0%
—MNEWspapers 1.9% 10.0%
—hMagarines 1.0% . 1%

Note: ages 18+ time spent with each medivm includes all time spent with
that medium, regardless of multitasking, for example, 1 hour of
muititasking on deskiopdaptop while watching TV is counted as 1 haur far
TV ard 7 howr for desktopdapton; numbers may not add up fo 100% due to
rowmding, *desktopAapton time spent includes all internet actiwties on
-ﬂﬁlls#m.u and laptop computers, * *exciudes off-air radio & digital; ***orirt
iy

Source: eMarketer, Sep 20714

179517 wr efarketer. com
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Objectives

" To implement a comprehensive and integrated
communications program to:

1. Support the OSR test by educating respondents
about the “Notify Me” campaign and to
motivate online self response, and

2. To answer communications research questions
regarding the use and impact of micro-targeted
digital advertising to inform 2020 Census
planning.
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Pre Oct ‘14 l

Oct’14 — Dec ‘14 |

Timeline

Feb ‘15 | Mar ‘15 | Apri15 | May ‘15

June ’15 and Beyond

v

Develop
Project
Plan
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Experimental
Research
Design

Communications
and Message
Planning

Creative and
Production
Process

Outreach and
Partnership
Development

Awareness/Education

Campaign Motivation Campaign

Communication Execution Period

On-going Media Monitoring
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Evaluation
and
Analysis

Recommendations

Lessons Learned

23



Integrated Communications
Model

\
Leveraged <—\—> Traditional

General Advertising/

Online & e

Digital

Direct
Targeted

Marketing

Integrated
Messaging
Campaign

Media
Relations

Stakeholder

Outreach

@ Paid Advertising

) Earned Media/Stakeholder Outreach

U.S. Department of Commerce
Fconomics and Statistics Administration
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Proposed Panel Design:
Communications

Activities Throughout * Earned media
the Entire Site * Radio advertisements
* Print and OOH advertisements

* Mailing pieces
= Outreach/partnership activites
* Television advertisements

Targeted Digital No Targeted Digital

High Spend/Saturation Panel A Panel B
* Heavier non-targeted digital advertising » Heavier non-targeted digital advertising
» Heavier targeted digital advertising » Reminder phone calls

* Reminder phone calls

Low Spend/Saturation Panel C Panel D
* Lighter non-targeted digital advertising * No additional advertising
» Lighter targeted digital advertising * No reminder phone calls

* No reminder phone calls
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Digital Advertising:
Additional Benefits

Less expensive entry costs
Scalable budgets

Greater targeting precision
Real-time feedback

Data collection yields rich insights
Ability to efficiently pilot and test
Ability to quickly adjust strategies
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There are benefits to traditional advertising, and traditional advertising will remain part of the mix. However, there are new ways to reach people, and online advertising has some unique benefits. 


o
Types of Digital Micro-Targeted
Advertising

= Demographic: age, sex, race, device type used
= Geographic: location (zip code, block group)

= Contextual: content with which users are currently
engaging

= Behavioral: past online behavior and/or lifestyle
data
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Keyword Search Ads

(11 Tube
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- american community survey|

Aboit 21 500 resuls

Amarcan Community Survey - ACS - you have the right to remain
silant

by horakdd - 2 years ago « 3812 views

June 20, 2012, A parson is insermupiad playing with childssn in the front vard, and
remainG slant when quesioned by & Cnsus ...

HOI

Big Brother Wants to Know All About You: The American
Community Survey

by Rutharfordinstitute + 4 years ago « 7022 views

AL 28 pages, the American Community Survey containg some of the most detailed
find inlhuginé quesSons aved pul forfh ina

HO!

ANOTHER AMERICAN COMMUNITY SURVEY UPDATE! (Part 4 of 4)
by OpanCarryYancowner - 1 yesarago = 3507 views

nitp M opencarmyvancouver.comd Whats been happening sincs the US Census
st tokd me they wousd fire me if | didnt

HD

US Census "American Community Survey” - in 201371
oy anndnow - B months ago * TS0 views
ATTENTION AMERICAN PATRIOTS: Wa would like to hear from anyone who Ras
receivead Mis survey curmeny. We have seen
HD

The Amarcan Community Survey And The Cansus Bureau

by RaEanlac® - 1 year ago - 2,096 views

Thia U5 Carsus Bureau has no lagal authanty o obtain ANY of the infoemation sant in
any of (heir yvanous "surveys . althar

Census Worker.wmy

by Mate Rowe - 2 yoars ago - 3 383 viows

Cansus wirler was asioad 10 leaave, She did not leave. | used my Sth amendment right
and remained slanl Naxt tire |will call the

HO
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| Q Uplosd €3 -  birwood E

BOMOBOS

20% off your first purchase.
DISCOVER®

il vt Fraa i |
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Banner Ads: Contextual vs. Behaviorial

Contextual:
Targeting based on current activity
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Behaviorial:
Targeting based on past activities
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Banner Ads: Reaching Your Audience

43° Editar  { Horéscopo g Radio  (f}Foros  SpChat ik Comreo & M Pégina

¥ univision.com iteret . (NS

Haz Uinivigkon.com tu pdging de inkcio

Shows . MNovelas . Wideos . Moficias . Depories . Enirelenimilenio. Masica. Esillods Vida. Tu Cludad .

Soelal -

IR  KEEP £\ Freno a deportaciones y

R e UNITED - reforma migratoria

Familiares de deporfados puden al gotiemno de
Cioama gue detenga 1z expulaidn de
moccumentados y &l Congreso gue scelers debale
de la reforma ampla.

VIDEOS: Mueva campaha nacional pro
indocumentados

‘Wes Su anurncio aaul

1da 10 Los problemas de

salud mental y uso
[ ™ - b de sustancias pueden
T L

afectarnos a todos

Freno 3 las Losiza cree en Peores looks Ondvez b
aeporiaciones o matimonio  de Laweence  enfrenia ‘Escapands’ de
complicaciones Alcairaz
Ultimas Noticias » Destacado
= Elba Esther se gueda en |a carcel Py
I Un jusz decidid que la exlideresa ‘I‘.‘ B 5
magisienal, Elba Esther Gordillo, i MNuestros horarios de TV =
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Then there’s reach by finding your audience where you know they’re spending time online. In the red box is a display ad by The Substance Abuse and Mental Health Services Administration  - SMSHA is a part of HHS focus on substance abuse and mental health issues – Young Hispanic men undereport their substance abuse – Univision is not only one of the most popular hispanice websites in the world and a large part of that audience is men between the ages of 18-34, which is exactly the demographic that SMSHA needs to reach that audience to let them know they can get help. Interesting side note is that - the US Hispanic audience is 4x more likely to read and take action after viewing banner ads versus the general population 








Soclal Media Ads

Ads Inside
News Feed
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- Marketplace Ads

Housing Benefits for Vets
va.gov

- — Learn how to apply for
LR WA home loan benefits.
AT W You served. Let VA
SEFVE YOLU.
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CPM – Cost per Thousand Impressions
CTR – Click Through Rate

Inside News Feed
CPM – High 
CTR – Moderate 

As Marketplace Ad
CPM – Low
CTR – Low 

More success with ads inside news feed, though they do have a higher cost. We will take these factors into consideration as we develop the appropriate media mix and ad placements.



Social Media Ads (cont.)

NPR a Fres® Air
Bryan Crarston 0d St"0-up

Micraeia Crsiaiio

Are oL, My 10 rarsiorm your B « Me 7

Prct magazine

trw Saecce weea Lead Desgre with &

g o ceals pod.ch A apoee
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Questions?

= Send questions to the email address below.

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