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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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2015 Census Test Communications 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 
 Preregistration rates 
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Landscape 

 Test focused on Savannah designated market area (DMA) 
 338,000 households 
 20 counties (17 in Georgia and 3 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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Timeline 
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Partnership  
Activities 

 
 Two local partnership staff on the ground in the Savannah market area 
 
 280+ partners, including: 

 West Broad Street YMCA; Chatham County, GA 
 Second Harvest of Coastal GA; Chatham County, GA 
 Savannah Chamber of Commerce; 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 
 Region 1 Migrant Education Program Office; Bulloch County, GA 
 Long County Recreation Department; Long County, GA 

 
 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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Partnership  

8 

https://www.youtube.com/watch?v=1wF_1ClHNEA&feature=youtu.be
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Partnership  
Events 
 

 3/23/15 -  Kickoff event to launch opening of 
data collection with Under Secretary Doms, 
Director Thompson, and Associate Director 
Blumerman  

 
 Census Day – April 1, 2015 (Events 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 
 

 



Partnership  
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Toolkit will include: 
• Information to inform partners about the 2015 

Census Test: Brief points about the census test, 
its importance, and your role  
 

• Information geared toward the concerns of 
various communities  
 

• FAQs about the census and this census test  
 

• An explanation of the items on the census test  
 

• Email samples of notes partners can tailor to 
send  to members of their community  
 

• Article samples of a story partners can post on 
their website or in their newsletter  
 

• List of places people can go to fill out the 
census test form online  
 

• List of ways to organize a successful 
community-based gathering for the census test 
 



Examples of Posters (Non-Paid) 
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Outreach materials 
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(front) 

(back) 

(Wallet  Card) 

(Bookmark) 



Road Tour 
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• 2 partnership specialists 
• 2 GSA rented cars w/signage 
• iPads to fill out the census onsite 
• Distribute promotional materials 
• Target areas and events where people congregate, where 
      there is low connectivity and hard to reach populations 



Media  

 There have been two media events to kick-off the 2015 
Census Test: 
 “Notify Me”, February 27 
 Test Launch, March 23 
 

 February 23 – April 1, 2015  
• Total media mentions (including reprints): 1068 
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Website  
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Social Media  
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Social Media 
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Partnership Materials 
Toolkits, sample materials, social 
media content, press material, 
maps …  

Hashtag Gallery 

Image Gallery 
Images to share on social 
media. 



Social Media  
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Facebook Post Tweet Image (Images require 23 characters on Twitter) 

Coastal Empire and Lowcountry residents! You have 
the chance to tell the @U.S. Census Bureau how you 
prefer to be notified to participate in the 2015 census 
test. Learn how, and like this post if you support 
#WeCount2015: http://go.usa.gov/3cUGH 

Opt in to Notify Me to receive a 
reminder when the test census opens 
on 3/23. #WeCount2015: 
http://go.usa.gov/3cUGH 

  

We’re partnering with the @U.S. Census Bureau to 
spread the word about the 2015 Census Test because 
it will help our nation’s communities receive the 
funding and services they need. Like this post if you’ll 
join #WeCount2015! http://go.usa.gov/3cEWe 

We’re partnering 
w/ @uscensusbureau for #WeCount20
15 to promote 2015 Census Test. Learn 
more: http://go.usa.gov/3cEWe 

  

Why do #WeCount2015? Visit the 2015 Census Test 
social hub to learn why Coastal Empire and 
Lowcountry residents should join us in supporting the 
@U.S. Census Bureau’s mission: 
http://go.usa.gov/3cEZx 

  

RT if you'll join us to support & 
participate 
in @uscensusbureau's #WeCount2015 t
est census! http://go.usa.gov/3cEZx 

  

Social media content for partners to help spread the word about the test.  

http://go.usa.gov/3cUGH
http://go.usa.gov/3cUGH
http://go.usa.gov/3cEWe
https://twitter.com/uscensusbureau
http://go.usa.gov/3cEWe
http://go.usa.gov/3cEZx
https://twitter.com/uscensusbureau
http://go.usa.gov/3cEZx


Social Media  
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Instagram 

https://instagram.com/p/0lJBcYDhJp/
https://instagram.com/p/0lJBcYDhJp/
https://instagram.com/p/0lJBcYDhJp/
https://instagram.com/p/0lJBcYDhJp/
https://instagram.com/p/0lQziKDhHI


Paid Advertising  

Paid advertising for the 2015 Census Test includes: 
 
 Digital 

 
 Television (Broadcast and Cable) 
 
 Radio 
 
 Print 
 
 Out-of-Home 
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Paid Advertising 

 What is digital advertising? 
The promotion of products or brands using one or more forms of electronic media.  For example, 
advertising mediums that could be used include the Internet, social media, mobile phones, and 
electronic billboards, as well as via digital and television (broadcast and cable) and radio channels. 

 

 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 
 

New Communication Mechanism: Digital Advertising  
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Paid Advertising 
 

 Demographic: age, sex, race, device type used 
 Example: We will target those 65+ in Beaufort County, SC. 

 Behavioral: past online behavior and/or lifestyle data 
 Example: We will target those in select ZIP codes in Chatham County, 

Georgia, who have visited Spanish-language websites in the past. 

 Geographic: location (ZIP code, block group) 

 Contextual: content with which users are currently 
engaging 

 
 

 

Types of Digital Micro-Targeted Advertising 
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Paid Advertising 
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 Digital advertisements run from February 23 through May 31, 2015. 
 

 Digital advertisements in-market for both pre-registration and online 
response periods. 

 
 Two types of ads: 
  

 Mobilization ads will drive visits to the landing page. 
 Awareness ads will increase the name recognition and general 

understanding of the 2015 Census Test. 
 
 

 
 

 

 

 

 

Overview of Digital Media Buy 



Paid Advertising 
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Example of Digital Advertising – Display Ad 
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Paid Advertising 

 Heaviest rotation during the first two weeks of the test period and in 
the final two weeks before it closes. 
 

 30-second spots to run continuously throughout test period. 
 

 60-second spots will run in heavy rotation during the test’s first three 
weeks to build a strong basis of understanding for the test. 
 

 15-second spots will be deployed during the final two weeks to remind 
already-familiar audiences of the 2015 Census Test and the upcoming 
deadline for completion. 

 
 

 
 
 

 

 

 

 

Overview of Broadcast TV Media Buy 
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Examples of Broadcast TV Programs 

Paid Advertising 
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Paid Advertising 

 
 To obtain the most efficient rates, cable spots will be purchased during blocks of 

time, not during specific programs. 
 
 Heaviest rotation to occur during the first two weeks of the test period and in the 

final two weeks before closing.  
 

 30-second spots to run continuously throughout test period. 
 

 60-second spots will run in heavy rotation during the test census’s first week to 
build a strong basis of understanding. 

 
 15-second spots are not available for cable advertising in the market. 

 
 
 

 

 

 

 

Overview of Cable TV Media Buy 
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Examples of Cable TV Programs 

Paid Advertising 



Paid Advertising 
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Example of TV Advertisement - “My Census” 

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

 
 Stations selected based on cost, demographics of listeners, and input from the 

Atlanta Regional Office and 2015 Census Test partnership specialist. 
 

 Ads to run in English and Spanish. 
 
 Produced ads – 60 seconds in length – will run during the entire period that the 

test census is open. 
 

 “Live read” ads – a radio host reads a tailored Census Bureau message – to air 
during the first and last two weeks of the test period. 
 

 30-second and 15-second spots are not cost effective for radio. 
 

 

 

 

 

Overview of Radio Media Buy 
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Examples of Radio Programs 

Paid Advertising 



Paid Advertising 
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Example of Radio Advertisement – “Rural” 

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


33 

Paid Advertising 

 
 Print placements largely concentrated during the beginning and end of the 

test census period. 
 

 Ads to run as full pages. 
 

 Placements chosen based on: 
 Circulation (e.g., Savannah Morning News) 
 Impact on rural communities (e.g., The Darien News) 
 Appeal among hard-to-count and minority populations (e.g., Savannah 

Herald, Savannah Tribune, La Isla Magazine) 
 

 Papers: Savannah Morning News, Beaufort, Savannah Herald, Savannah 
Tribune, The Gullah Sentinel, La Isla Magazine, Darien News, The Advance 
 

 

 

 

 

 

Overview of Print Media Buy 



Paid Advertising 

34 

Beaufort Gazette, Beaufort Co., SC Bluffton Breeze, Beaufort Co., SC The Advance, Toombs Co., GA 

Examples of Print Ads 
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Paid Advertising 

 Out-of-home ads will be limited to billboards. 
 

 Billboards offered in multiple sizes based on available inventory. 
 
 Placements chosen to: 
 

 Reach rural audiences (providing supplement for the lower rates of 
digital advertisements) 

 Provide some city-center coverage 
 

Markets: Beaufort County, SC, Hampton County, SC, Jasper County, SC, Jeff Davis 

County, GA, Long County, GA, McIntosh County, GA, Montgomery County, GA, 

Chatham County, GA 

 

 

 

Overview of Out-of-Home Media Buy 



Paid Advertising 
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Examples of Out-of-Home Ads 



Campaign 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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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 reviewing RFI responses 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 

census.20 20.program.management.review@census.gov 

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