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The Census 2000 Partnership and Marketing Program
Program Master Plan

Overview

The goal of Census 2000 is to conduct a fair, accurate and cost-effective census using the best
technology and statistical methodology available. At the most fundamental level, howevcr, the
success of the census will depend on the Census Bureau’s ability to motivate individuals to
respond to the census questionnaire.

The Census 2000 Partnership and Marketing Program addresscs this “human clement” of the
census. The program is a multi-faceted effort to remind the general population about the census,
educate those members of the public who do not understand the purpose of the census and its
significance o their communmities, and motivate them to complete their census questionnaires.
The Census Bureau recognizes that different segments of the population respond in different
ways and with different levels of trust and willingness to participate in the census. The
Partnership and Marketing Program, therefore, incorporates four components designed to reach
these populations in the manner most appropriate to each. Together, these components provide
many vehicles to reach people many times — in the places where they live, work, go to school,
and play.

Program Components and Goals
The four components of the Partnership and Marketing Program are:

. The establishment of partnerships with businesses, non-governmental organizations, and
government entities which will serve as trusted agents in their communities to deliver the
census message. The partnership component will work particularly with organizations
whose customers or constituents are in hard-to-enumerate areas.

. A paid advertising campaign to generate awareness about Census 2000 via print,
broadcast and out-of-home advertising.

. A media relations campaign to encourage positive, informative coverage emphasizing
the importance of responding to the census.

. Promotions and special events to provide non-threatening, fun, educational activitics in
communitics and schools, particularly in hard-to-cnumecrate areas.



These components will work together (o meet the following program goals:

. To improve the overall response rate for Census 2000;
* To reduce the dilferential undercount; and
. To communicate 2 congistent census message.

Divisional Responsibilities for Program Planning and {mplementation

Successful implementation of the Partnership and Marketing Program requires collaboration
among several Census Buresu offices, both at Bureau headquarters and in the field. There are
seven diserete roles in the program, which are assumed as follows:

Program Management Decenmal Management Division (DMD)

Natienal Partncrship Development

Regional Partnership Development

Paid Advertising

Media Relatiorys

Promations/Special Events

Coramunication and Region Support

Field/Partnership and Data

Services Program (PDYSP}
Customer Liaison Office {CLO}
Public Information Gffice {P10)
Congressional Affairs Office (CAQ)
Census 2000 Publicity Office {C2P0O}
Director’s Office {DIR)
21" Century Expe Group {contractor}
Sykes Communications {contractor}

Field/Regienal Census Centers

Census 2060 Publicity Office {C2P0)
Young & Rubicam {contractor}

Public Information Office (PIO)
Field/Regional Census Centers

Census 2000 Publicity Office {(C2P0)
Ficld/Regional Census Centers
Schelastic, inc. {contractor}

Cohn & Wolle {contractor)

Decennial Management Division
Geography Division

Field Directorate/Parinership and Data
Services Program (PDSP)



The specific respensibilities assumed by cach division are detailed in later sections of this plan,

The coordination and infegration of the various progeam components will be facilitated by the
Partnership and Markcting Steering Group (PMSG). The PMSG, consisting of
represeniatives from all divisions involved in the implementing of the Pantnership and Marketing
Program, will meet on a biweekly basis to formulate policy and strategy and coordinate activities
among divisionsfregional offices,

Timeframes for Program Implementation
The Partnership and Marketing Program will be implemented in four phases:

I Planning Phase: September, 1996 to July, 1998

il. . Edusation and Commitment Phase: August, 1998 o January, 2{}@9
1. Motivation Phase: February, 2000 10 April, 2000

IV.  Follow-Up Phase: May, 2000 to July 20860

These phases are desertbed in general tenms below; a timeline showing major activities and dates
for implementation is attached o this plan.

1. Planning Phase: September, 1996 ¢o July, 1998

In Phase [, program structure, staffing requirements and other resource needs will be identified. -
The first wave of headquarters and regional partnership staff will be hired and will begin
encouraging siate, focal and tribal governunents to participate in the Local Update of Census
Addresses (LUCA) process. Statements of work will be prepared by PDSP to contract some of
the natienal partnership development.

Staff will begin working with local community-based organizations and local governments to
identify specific target groups with unique challenges in participating in the census, including
recent immigrants; areas of changing cultural, economic and social climate; linguistically isolated
populations; populations with literacy barriers; areas where bilingual enumerators will be
required; individuals living in urban areas, roral arcas, or hidden dwellings; and areas and
populations identitied from 1990 undercount data.

The Census 2008 Publicity Office (C2P0) will develop a statement of work for the paid
advertising campaign, review proposals and award the contract. C2ZPO will develop its extemnal
communications plan to identify the types and quartities of promotional materials required to
reach targeied audiences. The Public Information Office (P10} will begin to develop press kits
for media contacts; produce and distribute B-rol, video and audio news relcases; develop drop-in
articles; and present a national media conferenees and conventions to inform the media about
Census 2000
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The Dress Rehearsal will also take place during this period in Columbia, SC; Sacramento, CA;
and Menomince, Wi Parinership, adventising and promotional activities will be implemented at
this time and cvaluated to determing if stratogic changes will be necessary.

i, Education and Coramitment Phase: August, 1998 {6 December, 1999

In Siage 1I, partnership staff will actively begin (o engage partners: they will conduct meetings,
workshops, presentations and siie visits to scoure partnership agreements; establish Complete
Count Commitizes; enlist the support and involvement of {ribal leaders and ask them to appoint a
tribal Hatson; wentify sites for local Questionnaire Assistance Centers; identify sites for “Be
Counted” forms; and secure commitments from teachers, school admintstrators and school
boards to use the "Census in Schools” materials. Contracts will be awarded for development of
selected national partnerships.  The national partership effort will sccure commitments from
businesses and national governmental and nongovernmental organizations.

This phase is also critical to the advertising campaign. The Census 2000 Publicity Office will
revise the Census 2000 logofeolor/tagline guidelines based on {eedback from the Dress
Rehearsal, Reglons will be asked to submit “critical media buys” in local media outlets where
they believe the advertising messages would play most effectively. The regions also will be
asked to submit a list of key local cultural events to Y&R to ensure that advertising and
promotions are in syne with lacal partner activities,

The creative phase of the advertising campaign will begin. Creative concepts will be reviewed
by the Census Bureay, the Departnent of Commerce and the Census Bureau’s advisory
commitiees, Qualitative and quantitative iesting of creative concepts will be completed,
Production for the educational, motivational, and non-response follow-up ad messages will be
completed. Media buys will be completed for the three messages, with attention to population
clusters and media avatlability for the different target audiences. Y&R will present a launch
book to the regions identifying the media buys secured in their areas. In November, the first ad
message — the educational message — will be launched.

C2PO will also produce and distribute fact sheets, posters and novelty items to support other
divisions and the regions in their partnership efforts. Plans for a Census 2000 Road Towr will be
finalized and a contract awarded for managing this project.

The Pubdie Information Office will develop its crisis communication strategies and irain
regional media partnership specialists. Stock photos will be distributed for usc by media partners
and other media outlets. PIO will pitch media stories for national promotional events. At the
regional level, media partnership specialists will work in collaboration with community
parinership specialists to identify opportunities for media exposure.
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HI. Motivation Phase; Janeary, 2000 to April, 2000

Partnership activities will expand te invoke public action. Partnership specialists will support
partners in implementing thousands of prometional activities and events. Partners will be asked
to produce promotional materials - 1n language, if necessary -- suited te thowr communities. The
Census in Schools project will be implemented in schools throughout the country. Religious
teaders will be asked to incorporate census messages into bulletins and services. Local and
national media efforts will be stepped up at this time to provide coverage for Census 2000
activities and operations,

The motivational phase of the paid advertising campaign will be launched at this time based on
media buys secured in Phase 1.

IV,  Follow-Up Phase: May, 2000 to July 2600

Regional partnership staff will continuc to work with partners o help inform the public about the
nonresponse follow-up (NRFLI} operation and continuing enumerator gctivities. Once NRFU is
complete, parinership staff will conduct “thank you™ celebrations o acknowledge the eftorts of
their pariners.

The nonméponsc follow-up phase of the advertising campaign will bo launched at this time based
on media buys secured in Phase [L

PIO will work with the media to get the message out that enumerators are stiil out in the Field
and may be knocking on your door. Subsequently, PIO will seek media coverage for Accuracy
and Coverage Evaluation (A.C.E.) operation. It will continue working through 2000 and 2001 to
ensure that stories regarding Census 2000 stay in the news.

Program Evaluation

An evaluation of the Partnership and Marketing Program will be conducted to determine: 1) how
effective the program was as a whole; and, to the extent possible, 2) the effectiveness of each
individual component. The evaluation will determing the degree to which the program affected
people’s understanding of the census and increased their willingness to participate, and the
amount of value-added support offered by partners fo enhance the Census Bureau’s own
resources for conducting the census {e.g., manpower, {ree space, sponsorsinp of events,
production of promotional materials, ete. ).

After consultation with the Planning, Rescarch and Evaluation Division (PRED), it was
determined that the evaluation should be conducted by an outside contractor with experfise in
speeitic methodologies used to measure knowledge, attitudes and behavior, A contract has been



awarded to the National Opinion Résearch Center (NORC), which will conduct a three-wave
nationwide survey designed to measure awareness levels about the census betore, dining and
after Partnership and Marketing Program activities have been implemented, Wave | will be
conducted before the education phase (September-October, 1999); Wave [T will be conducted
once the ad campaiga and parinership activities have siarted {(February-March, 2000); and
Wave HI will be conducted once people have reccived their questionnaires and have had an
opportunity to complete and return them (April-May, 2000). The survey will be condacted by
telephone and in-person interviews, and will oversample for historically undercounted
populations.

What follows is a full description of each of the four program components, including rationale,
divisional roles and responsibilitics for implementation, strategy and rescurce requirements,
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Partnership

i iatr{;{ia{:tiaa and Rafionale X

Inn preparation for Census 2000, the Census Burcau established advisory committees and
consulted with other stakcholders to determine how it can improve the census. One theme
surfaces consistently: the Census Buwrean cannof reach the public and motivate full participation
in Census 2000 without help. The Bureau’s ability to conduct a fair and accurate census will
depend on the involvement of a diverse range of nongevernmental organizations, businesses, and
state, local and tribal governments serving all segments of the U.S. population. These
organizations and government enfitics enjoy the trusy, respect and influence necessary t©
encourage people (o respond to the census questionnaire. Working collaboratively with the
Bureau, they will educate their constituents about the purpose of the census, the confidentiality of
ils dala, and its impact on communities,

The community cutreach activities conducted during the 1980 and 1990 censuses provide
valuable information upon which to develop the Census 2000 Partnership Program. The Census
Bureau also convened two major conferences with key individuals from government entities and
nongovernmental organizations, where participants offered strategies for involving census
partners to contribute to an accurate census in 2000, Rascd on this collective input, the design of
the program factors in the following elements: '

+  All partaerships have impact at the community level - whether established at a national,
regional or local level, partnerships must ultimately result in motivating people in thewr
homes, workplaces and conumunities {o respond to the ¢ensus,

* Goals and expectations are communicated clearly and coasistently - the Census Bureau
must be clear in articulating the goals of the program, what it expects from its partners, and
what partners can (and cannot} expect from the Census Bureaq.

»  Our partners know their customers, clients, and constitucnts - within general guidelines
and parameters, partners must have the flexibility (o reach their constituencies in the best way
they know how.

The program has both a national and 2 regional focus, On the national level, the program will
elicit the support of national/umbrelia government and nongovernmental organizations and
encourage them to conduct activitics which promote the census to their constituencies. These
organizations have a broad reach, and can support the Census Bureau in communicating a
consistent national message about Census 2000, In addition, national partnerships support
regional partnership staff in encouraging participation from these organizations” local affibiates,
which have direct access to the community.

The national component of the program also secks partnerships with Fortune $00 companics
and other businesses catering to populations that were undercounted in previous censuses. These
1.1



businesses are asked to promote the census on their products and sponsor Census 2000 activities
that are educational, non-threatening, fun and will motivate their customers to respond to the
Census. -

Program activities at the regionsl level reflect the Census Bureau’s beliel that the foundation for
participation in the census is built at the community level. These organizations have the local
knowledge, experience and expertise necessary to encourage their members {o complete census
questionnaires. Regional parinerships are as diverse as the communities in which we hive, but
generally include participation from state, Jocal and tribal governments; local affiliates for
community agtion/advocacy organizations; local chaplers of service organizations; religious
organizations; local businesses; and local media. The regions also have the support of the
parinerships established with national/umbrella organizations o leverage support from local
atfiliates.

The Census Burcau respects the special and unigue relationship existing between the United
States government and American Indian/Alaskan Native (A1AN) governments. It also
recognizes that cach tribal government is distinct, both politically and culturally. The American
Indian/Alaskan Native Program, under the auspices of the Field Directorate’s Parinership and
Data Services Program, will conduct outreach activities particularly desigred to encourage
participation from federally-recognized tribes, state-recognized tribes, non-recognized tribes, and
-American Indians living nurban areas. The AIAN Program Master Plan describes these efforts
in greater detail, )

The Census Bureau recognizes the tremendous chaltenge involved in mobilizing public
participation for Census 2000, It must change astitudes and behavior, overcoming a lack of
understanding about the census, its purpose, and the confidentiality of its data. It also must be
able to communicate its message in culturally appropriate ways 1o all segments of a diverse U8,
population. The Partnership Program will build on the knowledge and credibility of state, local
and tribal governments and organizations throughout the U.S. to ensure an accurate, cost-
effective count.

. Divisional Roles for Program Implementation

The Partnership Program is a large, multi-divisional effort requiring participation from the
following offices

+  Decennial Management Division

» Field Directorate/Partnership and Data Services Program
+  Contractor: 21* Century Expo Group

+  Contractor: Sykes Communications

«  Customer Liaison Office

»  Public Information Office

«  Congressional Affairs Office
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»  Census 2000 Publicity Office
+  The Director’s Office
+  Regional Census Centers

In addition, there are two contractors working on partnership development with national
orgamizations:

= 21" Century Expo Group
«  Sykes Conununications

Decennial Management Division (DMD} - DMD 1s responsible for the overall management and
integration of Census 2000 operations. [t ensures that program goals are clearly defined, and that
all participating divisions are aware of them, With input from each of the participating divisions,
DMD sets policy and guidelines for the budget and timeline necessary to implement these
operations, and makes sure program objectives are implemented according to plan.

DMD also bas staff working to develop partnerships with national organizations serving spectal
populations {(e.g., migrant/scasonal farm workers, people without conventional housing, and
other selected populations).

Field Directorate/Partmerships and Data Service Program (PDSP) - PDSP has two primarily
responsibilities: 1) to coordinate national partnership efforts undertaken by its own staff,
contractors and other participating divisions; and 2) to serve as a clearinghouse for
communicating information to and from the regional census centers.

National Partnership Development: PDSP is responsible for establishing national level
partnerships with designated organizations, as identified and agreed to by the Partnership and
Marketing Steering Group. PDSP also supervises two contractors - 21% Century Expo Group
and Sykes Communications - charged with establishing partnerships with specific national
organizations. The American Indian/Alaska Native (AIAN) Program, a partnership cffort
tailored to the unique government-to-government relationship between the Census Bureau and
AIAN governments, is also managed in PDSP. Finally, PDSP is charged with disseminating
monthly updates on the status of national partaership development to participating HQ divisions,
regional offives, DMD, contractors and other stakeholders.

Regional Support: PDSP has a second role as the headquanters office responsible for facilitating
communication to and from the regional census centers regarding partnership activities, and for
coerdinating overall orientation and suppont for regional partnership staff. PDSP servesasa
clearinghouse for headquarters staff to make requests of regional partnership staff and for
communicating information to the regions about resource allocations, program requirenments,
status of national partnerships, and other information essential to the regions’ ability to
implement the program. PDSP also establishes guidelines on distribution of Census 2000
promotional/informational products and in-kind support for partners.
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Contractor: 21" Century Expo Group - Under the supervision of PDSP, the 21 Century Expo
Group has been contracted to establish and maintain partnerships with 150 national non-’
gavernmental organizations. A pumber of staff members at 21* Century Expo worked on the
1990 census outreach and promotion program and thercfore already have established
relationships with many of these organizations,

Contractor: Sykes Communications - Under the supervision of PDSP, Sykes Communication
has been contracted to develop partnerships with 100 Fortune 560 corporations, and 100
companics in smaller ntche markeis whose customers are among the historically undercounted
populations.

Customer Liaison Office (CLO) - CLO is responsible for initiating outreach w 39,000 state,
local and tribal government entities (o encourage them to establish Complete Count Commiitees.
Interested governmental bodies are directed to the regional offices for actual CCC support and
implementation. CLO also develops and maintains partnerships with State Data Center and
Census Information Centers, Governors’ Liaisons, trade and professional associations, fabor
unions, chambers of commerce, national organizations serving American Indians, and selected
national service organizations.

Public Information Office (P10} - PIO is responsible for developing parinerships with national
journalist/media associations. The objective of this effort is to get positive, educational messages
about Census 2000 to the publdic via the press. In addition, PIO supports the regional partnership
staff by providing, through PDSP, guidelines, talking points, press releases, drop-in articles,
b-roll and other media tools to media partnership specialists.

Congressional Affairs Office (CAQ) - CAQ is responsible for ensuring that members of
Congress are kept informed of plans for Census 2000, and for encouraging their participation in
the promotion of the census.

Census 2000 Publicity Office (C2PQ) « C2ZPO is responsible for establishing partnerships with

national education organizations. These partnerships support the Census in Schools Project, one
of C2P('s major promotional activities. {Information on Census in Schools can be found in the
“Promotions and Special Events” section of this plan.}

Birector’s Office - The Director’s Office serves as the Census Bureau’s Haison 1o the Commerce
Secretary’s Census 2000 Advisory Cormnmittee, the Commitices on Race and Ethnic Popuiations,
and the Professional Associations Advisory Committee, "

Ficld/Regional Census Centers (RCCx) - Recognizing that the foundation for participation in
the census is built at the community level, the Repional Census Centers play a critical role in the
Partnership Program. With a collective staff of 642 conmmunity and media partnership '
specialists, the RCCs are responsible for making the national partnerships play out cffectively in
the coremunity. In addition, the partnership stafT identify and establish partnerships with focal
government and nongovernmental organizations that will most ¢ffectively reach and motivate
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their communitics.  These partnerships include but are not limited to state, local and tribal
governments o encourage implementation of Complete Count Committees; local service and
community advocacy organizations; churches; local media organizations; and local businesses.

Hi. Program Coordination and Communication
Program Coordination
{mterdivisional Planning, Policy Development and Problem-Solving

The Partnership and Marketing Steering Greup (PMSG) has been established to address issues
related to the implementation of partnerships, paid advertising, media relations, and
promotionsfspecial events for Census 2000, The steering group is chaired by the Decennial
Management Division (DMD) and includes representatives from the divisions involved in
Census 2000 partnership and marketing activities The group establishes policy guidelines and
protocols that ensure the coordination and integration of marketing and partnership activities
across divisions and scross the different components of the program. Should the PMSG be
unable to reach consensus on a particular issue, IS recommaendations will be forwarded to the
Census Operational Managers ({COM) in accordance with the issue resolution process set forth by
DMD i1 June, 1998,

Integration of Natiorud and Regional Partnership Efforts

PDSP serves as the central point in HQ for collection and dissemination of information related to
national partnership devclopment. PDSP will assign a staff person -- 2 “Partnership Liaison™ -
ta work with each participating HQ division to coordinate the collection of this information. The
other HQ divisions working with national organizations will submit monthly status reporis to
PDSP, which will incorporate this information into one comprehensive report and distribute it to
the regional offices, participating HQ divisions, DMD, and other stakeholders. PDSP also will
serd copres of the formal partnership agreements, articulating the specific commitments made by
each organization, o the regional offices for their use in approaching the local affiliates of these
organizations. These agreements serve as an introduction for local organtzations not yet
contacted, strengthen local parinerships already gstablished, and open the door to local
prganizations which might otherwise be reluctant to participate.

Internal and External Communication Strategics
Internal Communication Mechanisms

The purpose of internal communication tools is 1o ensure that all HQ divisionsfregional offices
have carrent, consistent information about the status of the program. These tools include;
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+  Monthly Update on National Partnership Development - On the first of the month, all
divisions and contractors responsible for national partnership development will submi status
reports to PDSP. PDSP will consolidate this information and disseminate a full status report,
complete with copies of signed agreements, o all participating divisions by the 15® of cach
month,

+  The Partnership Specialist Update Newsletter - this nowsletter is produced by PDSP. |t
provides a vehicle for the exchange of innovative ideass and useful experiences in the
development of partnerships. 1t also includes updates on the program and work being
completed at HQ, such as informational and promotional materials. It is geared to regional
parinership staff, but can be useful to H( staft as weli.

«  Contact Profile Usage and Management System (CPUMS) - managed by the PDSP,
CPUMS is a system available via intranet for managing data on partnership contacts, AL HQ
ared regional staff involved in partnership development will enter contacts into CPUMS,
providing a contralized source of data on partnerships and their commitments to the Census
2000 outreach effort. CPUMS will allow the Census Bureau to monitor partnership
development at all levels, the strategies/census operations the partners will support and the
specific commitments they make to Census 2000,

External Communication Mechanisms

The objective of external communication materials is to initiate and maintain partners’ interest in
Census 2000 and 1o provide them with the most updated information on Censes 2000 operations.
These materials also support partners in promoting the census to their constituents/customers.

The Census 2000 Publicity Office will be responsible for providing core resources to support the
partnership efforts of all participating divisions/regional offices. In addition, the regional offices
will have some discretion 1o produce local materials deemed necessary to target specific
populations in their regions. These resources have two purposes: 1) to support the regions and
participating HQ divisions in initiating and muintaining parinerships; and 2) to support Census
2004 partners themselves as they promote the census.

The materials below are planned for use by Census Bureau staff to develop and maintain
partnerships (all items are produced by C2PO unless otherwise indicated):

«  Census 2000 Fact Sheets.

< Folders for informational materials,

«  Drop-in anticles (produced in collaboration with the Public Information Office).
« Logo and taglines.

«  Census i Schools materials. _

«  Materials for use by religious leaders {produced by PDSP),

«  “Building Partnerships” Newsletter {produced by PDSP)

»  Giovernor's Liaison Handbook (produced by the CLO).
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Compléte Count Committee Handbook for Local Governments (produced by CLO).
Tribal Government Liaison Handbook and Tribal Complete Count Committee Handbook
{produced by PDSP’s AIAN Program).

Sample letters for use in inttiating partnerships for Consus 2000 (produced by PDSP).
Sample certificates to 1) provide to partners confirming partnership agreements; and 2) -
acknowledge the cormmitment of partners in committing to Census 2000 (produced by
PDSP).

Partirership Program Internet site, aceessible through the Census 2000 home page
{maintained by PDEP).

Presentations and Matenals to the Commerce Secretary’s Census 2000 Advisory Commitiee
and the Advisory Committees on Race and Ethnic Populations.

Promotional items: pencils, mugs, buttons, etc,

The following materials are developed by the Census Bureau for use by partners in promoting
Census 2000 (unless otherwise indicated, these materials will be produced by C2PO):

Census promotional messages of varying lengths that might be published in organizational
newsictiers and similar materials.

Promotional messages that arc specifically designed as 1alking points for electronic
broadcasts. '

Promotional messages suitable for single-purpose flyers, leaflets, or inserts into other
documents, .

Videotaped promotional presentations which can feature the head of a participating
organization (produced by PIG).

Videos and audiotapes explaining, in simple terms, the overall census process.
Video/Audio news releases (produced by PIO).

Census 2000 Fact Sheets. .

Posters and flyers that promote Census 2000,

1V. Selecting Partners and Establishing Partnerships

Criteria for Selecting Partners

In 1997, the National NGO Partnership Team developed a list of priority national noe-
governmental organizations. The criteria for selection were as follows;

-

Potential/Capacity {o Participate - Does the organization have the capacity 10 partner with
the Census Bureau for Census 20007

Organizational Size - What is the size of the organization? How many local affiliate
chapters do they have?

Organizational Resourees - What are the resources of the organization? What 1s its annual
budget?
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+  Constitueney - Who i3 served by the organization? Arc historically undercounted
populations amony the organization's constituents?

+  Knowledge of Local Conditions/Populatioas - Dioes the partner have critical local
knowledpe that would be useful in the data collection process?

»  Communications - What are its communication vehicles {e.¢., nowsletters, web sites, direct
mail, conferences, etc.j?

*  Rclianee on Census Data - Does the organization rely on census data for planning, research,
documeniation, recruitment or other efforts?

Levels af Participation

Recognizing that organizations vary in their capacity 1o participate as Census 2000 Partners, the
program is flexible in determining what commitments can be made. Partnership activities have
been divided into five levels, Levels | and H reqquire mintmal time and resources from an
organization. Levels I, IV, and V require significant resources from an organization. The five
levels and the activities within each level are listed below:

Level 1

»  Publicly endorse Census 2000 (send endorsernents to members, chapters, and affiliates}.
» Include Census 2000 drop-in articles in newsletters and other in-house publications.,

»  Offer the Census Bureau time on annual conference agenda o address members.

*  Appoint a liaison to work with the Census Buresu.

fovel i

« Al Level Lactivities.

«  Distribute and display Census 2000 promotional materials. _

= Assist with recruitment of enumerators, either through publicizing census job opportunities
or by allowing the organization’s own employees to work as enumerators.

= Provide space for testing and training enumerators,

Levet I

»  All Level 1) activilics.

e Priov to the Census, make people aware of the census by using census drop-in anticles and
reproducibile logos and messages with theirs.

«  ldentify sreas o place Questionnaire Assistance Centers, and/or to place “Be Counted” forms
in other languages,
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+  identify argas requidng special enumeration procedures (excephion to the mailout/mailback
process would be housing projects, Amcrican Indian reservations, migrand worker cunps,
cic.) ‘

+  Identify special places (halfway houscs, homes for battered women, soup kitchens, shelters
for people with ne usual residence, ¢te.)

»  Identify “gatekeepers” in communities who can help convince others to respond to the
COnsHs,

Level Y

* Al Level Il activities.

«  Supplement the Census 2000 paid advertising carpaign by developing pramations using
Census 2000 reproducible designs {e.g., produet package tie-ins using Census 2000 logos and
slogans; insenting a Census 2000 tag in radio, television, and print advertisements).

*  Develop merit programs for Census 2000 volunteer work (e.g., Census 2000 Girl Scout
patch).

+  Sponsor special events,

s Include Census 2000 messages as bill stuffers and in emplovee payrolis.

fovel V

+  All Level 1V activities.
+  Fund grant proposals for Census 2000 pr{)matlon projects and data dissemination projects
after Census 2000,

Steps to Establishing Partnerships

Based on the selection enteria above, approximalely 550 national governmental and non-
governmental organizations have been selected as prospective partners for Census 2000, In
addition, the Census Bureau has identified 100 Fortune 500 companies and 100 additional
companies which serve historically undercounted populations as partner possibilitics, Similar
criferia have been used at the regional level to determine where best to build local paninerships.
Whether at the national or the local level, the steps for approaching prospective partners and
securing their commitments to promote Census 2000 are as follows:

Lstablishing the Partnership
v The organization is researched to identify its potential as a partner for Census 2000.

+  Census Bureau partnership staff or contractor contact the organization/government
entity/business for an initial appointment,

*  Aniniual visit is made to the organizotion. At this time, the goals of the Partnership Program
are discussed, as well as some possibifities for the organization’s Involvement in Census
2000 promotion.
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« * The Census Bureau partnership staff memaber ar contractor negotiate with the organization
the types of commitments it can make to support Census 2000,

»  Follow-up telephone calls and/or additional visits to the organizations are made, as
appropriae.

« A partnership agreement is prepared by the Census Bureau and signed by representatives
from bath the Census Burcau and the organization. The agreement can be a formal document
or, more simply, a letter from the organization articulating it willingness fo participate a5 a
Census 2000 Partner and the commitments it can make to this effort.

+ The partnership is recognized with a certificate or other acknowledgment reflecting the
partner’s commitment to the program. In some cases, a press conference is appropriate to
announce the partnership. Guidelings for determining when to hold a press conference have
been developed by the Partnership and Marketing Steering Group,

Foltow-Up Responsibilities

+  The partner’s contact information is entered into the Contact Profile Update Management
System (CPUMS). -

«  PDSP is informed of the development of all siational parinerships by the contractor or
division responsible for initiating them. PDSP consolidates this information disseminates it
to the regional offices and all participating HQ divisions on a monthly basis.

»  Monthly follow-ups are conducted with organizations to maintain interest, provide support
for their efforts and 1o ensure they are fulfilling the terms of the partnership agreement.

V. Types of Partnerships
Non-Governmental Partacrships

Community Action/Advecacy Qeganizations

Responsible Divisionfs): PDSP, 21 Century Expo Group, regions

Rationale: Ciroups are identificd based on their ability to reach and motivate racial and ethnic
populations, and other populations historically undercounied by the census. Participation 8
requested from national organizations, their local affiliates, and other locally based, independent
community organizations,

Service Organizations

Responsible Division(s): PDSP, 21 Century Expo Group, regions

Rationale: Service organtzations include sororities and fraternities, as well as the Rotary Club,
the Lion’s Club, the Kiwanis, and other organizations that initiate scrvice projects with a strong
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" communityieivic emphasis. The Census Bureau secks participation from the national
headquarters of these organizations and from their local chapters.

Yonth Orgasizations

Responsible Divisiondsy: POSP, 217 Century Expo Group, regions

Rationale; Children and young minority adults arc among those historically undercounted in the
census. Organizations like the Children’s Charities of America, Boys and Girls Club of America,
Boy Scouts, Girl Scouts, Big Brother/Big Sister, gtc. cnsures that people understand the
importance of counting their children and encourage children to carry the census message back 1o
the home.

Refigious Groups

Responsible Division(s): PDSP, 21 Century Expo Group, regions

Rationaie: Religious groups serve as important vehicles for communicating the census message,
particularly within minority communities. As influential gatekeepers in their communities,
religious leaders have the ability to motivate participation in the census, Information about the
census can be communicated via bulletins, anpouncements at services, meetings, and in the
service iaelf,

National Educaiion Organizations

Responsible Division{s): C2PO, regions ‘

Rationale:  The Census Burcau recognizes the role schools and students play in influencing
decisions ia the home. These organtzations can promaote the Census in Schools project among
their constituency of teachers, parents and school administrntors. They can also assist in the
distribution of materizis to inner city scheool districts and rural areas.

Organizations Serving Special Pepulations

Responzible Division(s): DMD, regions

Ratienafe: These organizations are essential to the Census Bureau’s ability to count migrant
workers, people without conventional housing, and others who have been undercounted in
previous censuses. They can both promote the census to their affiliates and provide advice on
how {(and when) to conduct enumeration of these populations.

Chambers af Commerce

Responsible Division{s): CLO, regions

Rativnale: Working with Fortune 1600 companices, the chambers of commerce are in regular
communication with their CEOs and can encourage them to communicate the census message o
their employees, and assist with recruitment of enumerators. At the local level, the chambers can
encourage local business leaders to support/sponsor activitics designed o gencrate awareness of
the census.,

Fortune 500 Companics/Other Businesses
Responsible Division(s): PDSP, Sykes Communications, regions
Rationale: In addition 10 generating census awareness through commumcation with their
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employees, these businesses provide sponsorships for community events, activities, and materials
development and distribution. The Census Bureau particolarly sceks partnerships with
busincsses whose customers are among historieally undercounted populations.

Latwer Unions, Trade/Professional Associations

Responsible Bivision(sy, CLO, regions

Rationale: 'These orgamzations enjoy large memberships and can communicate the census
message effectively and efficiently. The AFL-CIO has advised its unton affiliates that they
should assign census promotion activities to their civil rights/human rights departments to assist
in reaching historically undercounted populations,

Journatist/Media Organizations

Responsible Division(s): P10, regions

Rationule: The Census Bureau will seek refationships with the media that encourage posﬂwe,
informative coverage of the census and the importance of refurning the questionnaire.

Government Partaerships

Local Update of Census Addresses Program (LUCA)

Responsible Division{s): CLO, regions, Geography Division

Rationale: The Census Address List Improvement Act of 1994 (Public Law 103-430) provides
an opportunity for state, focal and tribal governments to review and update the Census address
list before the upcoming census. Partnership staff encourage participation from governments (the
program is voluntary). Government entities that choose to participate must sign and refumn an
agreement (o protect the confidentiality of census data,

Complete Count Commitiees

Responsible Division{s): CLO, regions

Rationale: Complete Count Commitiees (CCCs) are established in communities throughout the
U.S. 1o promote the census at the local level. CCCs are made up of state, local and tribal
government officials, local business and community leaders, religious organizations, and
educators. They serve as a mechanism fo integrate the efforts of all entities that can unpact
public parficipation in the census. It is important 10 note that, while partnership staff works with
these govermment entities to initiate the CCT, the CCCs are ultimately the responsibility of the
statg, cilies and towns.

American Indian/Alaska Native (AIAN} ngmm

Responsible Division(s). PDSP, CLO, regions

Rationale:  The government-to-government relationship between the United States and each
tribal government 1s unique, and parinership activities must be implemented in a manner that
respeets this relationship. Through the AIAN Program, the Census Bureau works with a
representative appointed by each tribe -- 2 “tribal liaison” -~ to support activities designed to
motivate participation among American Indians and Alaska Natives. The AIAN Program also
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coordinates & series of regional conferences for tribal leaders and Haisons to inform them of
census operations and provide ideas for census promotion in their communitics, Lastly, the
Census Bureau develops partnerships with notional organizations whase constituencies are
American Indiuns and Alaska Natives,

Puaerte Rico and Istand Areas Program

Responsible Division{s): DMD/Puecrto Rico and Island Areas Office, Boston Regional Office
Rationaic: Paninership activities are tatjored to reach the population tn Puerto Rico to
accommodate the language, cultural and political dynamics in Puerto Rico.

Governor’s Liaison Program

Responsible Division(s): CLO, regions

Rationale: The Governor’s Liaison Program creates a partnership between the governor of each
state and the Census Bureau. Each governor appoints a liaison 1o serve ag the pont of contact for
all Census 2000 activities. The Haison alerts the Census Bureau to state issues, helps resolve
preblems, publicizes the census, and in some cases, serves as a conduit for establishing State
Compiete Count Committees,

State Data Centers/Ceunsus Information Centers/Business and Induastry Data Centers
Responsible Division(s): CLO, regions

Rationafe: The SDC/CIC/BIDC network is a recognized authority on Census Bureau data. The
centers have contact with other agencies, students, business people, community groups and the
general public. The Census Bureau can use this network {0 distribuie census information, assist
in the Address List Review process, assist with the recruitment of enumerators, and secure space
for meetings and trainings.

Government Organizations

Responsible Division(y): CLO, regions

Rationale: Partnerships with government organizations such as the National Governors’
Association, Nattonal League of Cities, the Governors’ Interstate Indian Council, National
Conference of Black Mayors, ete. provide the Census Burcau with leverage to encourage
participation from state, local and tribal governments.,

Congressional

Responsible Division(y): Congressional Affairs Oflice (CAD)

Rationole: Members of Congress have direct contact with their constituencies through townhall
mestings, fundraising events, and campaign activities. This partnership effort increases
members” awareness of local census aclivities, encourages their support of local partnership
activities, and encourages their involvement in increasing public awareness of the census and
how its data can benefit cach congressional district.
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Federal Agencies

" Responsible Divisions): “Team Fed” (a multi-divisional effort lead by the Associate Directorate
for Communigations)

Rationale: "The federal government employs a diverse group of 2.8 million civil service
emplovees. Federal agencics can assist in recrutment {particularly providing an opportunity to
employees to work as enumerators), endorse census promotional activities {e.g., Dept. of
Education supporling Census in Schools), and communicate the Census 2000 message to their
employees and the public. In addition, the U8, Postal Service supports the Census Bureau in
éf:veieping its address list,

Vi. Census 2000 Partner Activities

All partnierships are scheduled 1o be in place no later than September, 1999, The wide array of
partnerships established by the Census Bureav will support the goals of the Parinership Program
by comumunicating the Censug 2000 message many times, through many vehicles, and 1o many
audiences. The matrix on the following page ilustrates some of the possible activities in which
different pariners can engage.
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Partnership Activities by Type of Organization

Artiviey Fedi, SDC Comm Servicte § Youth Rel Educ Spectal Labor, Trade/ Cham Forl 500/
Keate, LICY Actiof | Orgs £args Orgs Deps Fop nions Prof of Business
Lotal, BIDCs Advec Groups Assoe Comm
Fribal .
Lovis

Oibtuin endorssments X X X X X X X X X X X

fncinde enddorsements in inJovse X X X X X X x X

publicstions: entiurapt ool

sifitiates do do Hiewise,

Provide  Hy of sifilintey and X X X X X X b X

foeat chapters

[Hstributs consus prome mats; X X X X % X X X X X X X

place census promo math in

newsiciters and ather in-Rouse

communication vahickes,

Axzist the Coasus Bureau in X X X X X X X

recruiime st of enumerators by

prosmasting cxnxes johefreferring

¢andidaien,

identily sites for training X X X X X X X .

enmerators, QALCS, Re Counted

Rites -

Pruvide time to the Censun X X X X X X X X 5.3 X

Hureaw on nationsl conference

agendns, st church meetings,

community migs, ete. for

presentations and workshops.

Hold specisl meetings to discuss X b, X X X X X X X

the census with membership,

Desigonte stafl to be fisison to the | X X X X X X X X X X N

Cenzus Buressy

Serve 85 a spokespereon on behatl § X X X X X X X hY

of the census and perifcipaie in

pibiic seryice annsnoCements,

Attend census-spensored cvents, X X X hY X ixX X X X X S




Activity

Fedl,

Siate,
Laocst,
Frivat
Croavin

&8y
LM
BiDCs

£ omim
Astions
Advic

Hervice
Dres

Youth
Qres

Rel
Orps

Fdue
Drps

Speeial
Paop
Lroups

Labor
YUninws

Trade!
Prol
Assot

Cham
of
Cumm

Fart 506/
Business

Write & felter to membershipd
ranstituents and ieosd affilistay
pefore Census Day encouruging
their participation,

X

o

X

X

X

flave the Director of the Census
Buresy as 8 guest cotumnist for
thetr newsketter,

X

e

X

Encourage organizations fo
endorse the Cepsus in Schonls
project.

X

Identily internet web sites
frequently used by reachera o
which the Censers Buresan can
establish & fiak.

Plece information about Ceasus
in Sthools in places where
teachers will see them fo.g.,
Crestive Clastroom Magarion,
fnstructor Magazine, 61 the
Educstionn! Press Asspcistion,

Pot the Census in Sehools prokage
an CU-ROM,

Develop & speeiad tvent for
Census in Schnols.

Eneourage busioess membery to
endarte the census.

X

.,

Encourage gasoling companies 1o
displey census proma maths acgas
stationy arovud the conntry.

X

Encourage fust food chains to
display census promo matly

Ghvigin prodact peeksge tin-ing
using censas logos rod slogans.




Artivity

Fedl.
Starte,
Local,
Tribal
Govts

SDCa/
CICy

1 BIDCs

Comm
Action/
Advoc

Service
Orgs

Youth
Orgs

el
Orys

Educ
Orygs

Speciat
Pup
Groups

Labor
tininms

Trede!
Prof
ASS0L

Cham
of
Comm

Foet 8407
Busioess

Lse Census 2000 1ag on radio,
television and priml
ariverisements,

{s¢ coepous inveris and messuges
#s bilf stuflery, ‘

Sponsar special tventy,

Send 4 pastors] tetter to religious
alfilintes

Fnzoerage religious alftates to
inclde census messapes In
sermons, chureh bullefing, and
newstetters.

Eatoursge sercrities and
fraternities to help get 8 good
cqunt on college camposes.

Have members of service orgs
{e.g., Kiwanis, Lions Cleb)
promate the cepsps iR their places
af husiness.

{dentify Hukages 10 Iotal experss
who cun gdvist on strategies for
service-based and oiher special
pop coumeratisn,

X

Pravide Hsis of shelters dnd soup
kitchens and ideniily other hper
of locations for proph with no
usual residende,

frevelnp merlt programs far
consus volunteer work {8.8.
National Giel Boouts of Ameriea},

Participate in Addreas Lin
Heview {fprmeriy called LUCA)




Activity Fedl, SDCy Comm Service | Youth Rel Educ Special Labor Trade/ Cham Fort 500/
State, CICs/ Action/ | Orgs Orgs Orgs Orgs Pop _| Unions Prof of Business
Local, BIDCs Advoe Groups Assoc Comm
Tribal
Govts

Assign a linison to the governorof | X

each state to coaperate with the

Census Bureaw in promaoting the

census,

Establish Complete Count X

Committees to promote the

Census.

Participate in State Action X

Mectings.




V. Partonership Program Resource Requirements
Stalfing

Since the program is designed to initiate and maintain relationships with organizations, the
largest investment will be made in staffing, The twelve regional offices will collectively hirc 642
partnership statf members, including community and media partnership specialists, partnership
coordinators (propram supervisors} and support stafl. Participating headquarters divisions will
alse hire approximately 35 staff to support the program, with the majority of these individuals
being assigned to PDSP.

Travet

With the exception of support stafl, all HQ and regional partnership staff will be wdentified as
“heavy travelers” for resource allocation purposes.

Training

All partnership specialists will complete a four-stage training to ensure that they have the
information and skills necessary 1 speak knowledgeably about Census 2000 operations and to
negotiate effective partrerships. The four stages are: 1) The Census Bureau and the Regional
Office; 2) Building Partnerships - Preparation for Implementation; 3) Negotiation, Intercultural
Communication, and Media Relations; and 4) Regional quarterly updates. Resources are
required to implement all four stages of the training, with the majority of costs associated with
Stages I and 111 ’ -

Equipment/Materials

Laptops and pagers are required for partnership specialists to support the deceniralized nature of
thair work and to maintain current and consistent comumunication with them. The laptops allow
them to prepare and present professional briefings to prospective partners and communicate with
their regional office partners via electronic mail. Resource requirements for
promational/informational materials necessary to inform and motivate partners and thetr
constituencies are covered in the “Promotions/Special Events” section of this plan.

In-Kind Support

it is tmportant that the regions have the flexibility necessary to tatlor their partnership activitics
to the undercounted communities in their area. Many of the partners with aceess to hard-to-
enumerate populations are small and lack the resources fo conduct an effective outrcach
campaign. This issue is addressed by allocating resources to the regions to provide in-kind
support for these pariners” effonts.
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Contracts

Resourees are required for the following contracts related 1o partnership development: 1) 219
Century Expo Group (to establish partnerships with national non-governmontal organizations); 2}
Sykes Communications {1o establish partnerships with Fortune 500 and other nationat
busipesses); and 3) National Opinion Research Center (1o conduct the Partnership and Marketing
Program Evaluation).
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Advertising
I. Introduction and Rationale

Data show that by repeatedly exposing the public to a message about census participation, the
likelihood that people will understand and participate in the census is increased (Outrcach

- Evalustion Survey, 1991}, The more reluctant people are 1o participate, the more frequently they
must be exposed to information about the census. Therefore, for the first time, a paid advertising
campaign will be used for a decennial census. The advertising {irm of Young and Rubicam of
New York {Y&R}, along with its partner advertising sgencics, have been selected to conduct the
Census 2000 paid adventising campaign. Y&R’s partner agencies are noted as follows:

* Brave will target the Spanish speaking audience;

* Chishelm-Mings will target the African American audicnce and the emerging African and
Caribbean audiences; ,

» g & g will target the American Indian and Alaskan Native audiences; and

«  Kang & Lec will target the Asian, emerging Buropean, and Arabic speaking audiences.

The Census Bureau has also contracied with Young and Rubicam of Puerte Rico, a subsidiary
of Young and Rubicam, Inc., which will develop and implement the paid advertising campaign
for Puerto Rico. Creative concepts and Spanish traasiations will be tailored for the Puerto Rican
culture and language. Additionally, Young and Rubicam Miami will be conducting the
advertising campaign for the Island Areas,

The primary message and focus of the campaign is aimed at increasing awareness and improving
the mail back response with the objective of reaching the right people with the right message, at
the right tune, through the right media vehicke.

¥oung and Kubicam has developed an advertising strategy based on their “Iikelihood spectrum.”
This model, developed by Y&R specificatly for the Census Bureau, segments the public based on
how likely a person is to participate in a civic activity such as the census. There are three
segments o the model: 1) most likely to respond; 2) passive; and 3) least likely to respond.

" Based on qualitative research and lessons learned befbre and after the 1998 Dress Rehearsal,
Y&R is proposing that messaging and creative used for the Census 2000 paid advertising
campaign show the public “what’s in it for me.” Rescarch has proven that demonstrating the
benefits of participating in the census, as well as the benefits missed if one does not participate,
are guite molivating,

By raising awareness, the public will be motivated to mail back their census questionnaires, with
the advantage of decreasing nonresponse {ollow up (NRFU).  Decreasing NRFU provides a
better quality of data and lower costs.  With this in mind, the advertising campaign will launch
November 1999 and run through May 2000, It will complement the other components of the
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Partnership und Marketing Program, which will in turn help to increase exposure to the
. advertising campaign.

The paid advertising campaign will have three messages geared to ditferent phases of the census:
1) an carly, “education message” to inform people of the importance of the census, targeted to
historically undercounted populations; 2} a “motivational message™ to increase mail back
response; and 3) a “nonresponse foliow up message”™ designed to generate public cooperation
with enumerators. )

Educational Ad Phase

Recognizing the challenge of reaching hard-to-enumerate populations, a message will be
developed to specifically target media markets among this population, with the purpose of
conveying information about the decennial census, the community benefits gained from
participation in the census, and the confidentiality of the data recorded on the questionnaire. This
message will start early to ensure awareness and attention among the public in hearing and
reading these repeated messages over and over. Therefore, for maximum impact this campaign
will launch early November 1999 and nun through mid-January.

Mativational Ad Phase

This 15 the pl‘iﬁtar}f message, which is designed to urge the public to mail back their Census 2000
questionnaire. This message’s mait goal 15 1o increase mail response and reduce the amount of
nonresponse follow up required, It will be launched in mid-January and run through mid-April.

Nonresponse Follow-Up Ad Phase

A fioal message will generate awareness about the nonresponse follow up operation (NRFU ) and
the importance of cooperating with epumerators. To minimize confusion, there will be & break
of approximately onc week between the motivational message and the NRFU message. The
NRFU message will be launched mid-April and run through mid-May.

Young and Rubicam will conduct in-language advertising in the Census Bureau’s top five
tanguages: Spanish, Chinese, Korean, Victnamese, and Tagalog. Y&R is also exploring
opportunities to conduct in-fanguage adventising in Hmong, Polish, Russian, Japanese,
Portuguese, Arabic, Laotian, Thai, and Cambodian, '
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11.  Advertising Campaign Development
The development of the paid adverlising campaign will take place in the following stages:

+  Research

= Target Group Strategy Development

»  Regional Visils

»  Creative Concept Development

«  Testing

+  Production

+  Media planning. buying and placoment
» Regions submit pertinent information
+  Launch Book

= Evaluation

Research

Young and Rubicam will design and conduct research 1o identify target audiences, 1o develop
creative concepts and proposcd messages, and o plan a carefully designed and comprehensive
media buying strategy. Y&R will review the Census Bureau’s previous campaigns and contact
relevant managers and specialists in the headquarters offices, as well as in selected regional
offices.

Target Group Strategy Developraent

Y&R will devise an overall campaign strategy for targeted groups and identify timelines for
buying advertising. Afterwards, Y&R will prepare a written report describing the results of the
completed research and analysis, the targeting strategies sclected, and the recommended overall
advertising plan. The advertising plan will include advertising and creative objectives and
strategies including logos, media buying plans, flow charts, and cost cstimates,

Regional Visils

Y&R | along with their partner agencies will conduct visits to all 12 regions. The advertising
agencies will have an opporiunity to uanveil therr strategy for implementing a paid advertising
campaign in cach specific region. Additonally, these meetings will also give the regions an
opportunity to let Y&R know about the unique demographics of their regions and discuss tssucs
and concerns related to launching a campaign their regions,

Creative concept development

Y &R and their partner agencics will develop creative concepts for the Census 2000 paid
adveriising campaign that will appeal to the targeted audiences. Each pariner agency will be
charged with developing creative that will specifically engage, educate, and mativate their target
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audiences to respond to the Census questionnaire. These ideas will be reviewed by C2P0, the
Department of Commerce, and the Census Bureau’s executive staff.  The products and services
produced by Y&R are listed in Section IV, “Summary of Product/Service Deliverables.”

Testing

Y&R will conduct focus group testing of the creative concepts to ensure targeted audiences will
respend favorably to advertising creative. Each focus groups will represent a cross section of all
targeted audiences of the advertising campatgn. Revisions 1o the creative will be made based on
comments from the focus groups

Production

After the C2P0, the DOC, and the BOC have reviewed and approved final creative for the
advertising campaign, then Y&R will begin production of all of creative, which includes prin,
radio, and TV.

Media planniag, buying and placement

Y&R will develop a media pian, in order to have the most effective and efficient advertising
campaign. The media buying phase of the advertising campaign will be based upon this plan.
Y&R will nepotiate for and purchase paid advertising space and time, and place advertising that
is appropriately targeted. This plan will also be reviewed by C2PO 1o make sure that it mects the
needs of the Bureau,

Regions submit pertinent information

The Census Bureau recognizes the need for regional campatgns to complement the national
census awareness campaign, Therefore, Y&R will develop campaigns that reflect regional or
local needs and conditions as well as campaigns to reach diverse groups withing these geographic
areas. All 12 regions will submit a list of “critical buys’, which are a list of must buy media
ouilets that the regions would like to see Y&R add to the list of media buys. Additionally, the
regions have the responsibility of submitting important key cultural events to Y&R, so that this
mformation can also be used when planning for the media buys.

Launch Book

The launch book will contain the entire media buying plan for the regions to review. Each region
will have the opportunity 1o make comments and submit to Y&R.
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Evaluation

Evaluation is an important component of the advertising campaign, and the Partnership and
Marketing Program as a whole. A comprehensive evaluation plan has beer developed for the
entire program (see “Overview™ ).

I{l. Roles and Responsibilities

The advertising campaign is managed by the Census 2000 Publicity Office and its contractor,
Young and Rubicam, Inc. Their specific responsibilities to the campaign are listed as follows:

Census 2000 Publivity Office (C2P0): C2PO will manage the contractor Young & Rubicam,
and make sure that Census 2000 products and materials have 2 consistent look and feel, and are
in sync with the patd advertising campaign.

Contractor:. Young and Rubicam (Y&R): Y&R will create, produce, and place an cffective
and extensive public awareness campaign to inform and motivate the public to answer the
Census 2000 questionnaire, Y&R will execute the advertising contract according to specific task
orders ordered by C2PO. Y&R will also have responsibility for supervising the work of its
partner agencies: Bravo, Chisholm-Mingo, Kang & Lec and g&g.
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[V. Summary of Product/Service Deliverables

The following table suminarizes the products and services for the paid advertising campaign:

Spots in il

Agency
Target Primarily
Product/Service Audience Language(s) | Responsible
Slegans
A. Thisis Your Future. | Diverse America | English Y&R
Don’t Leave it
Blank,
B. This is our Future, Hispanic Spanish Bravo
Make Yourself
Count.
€. Generations are AIAN English e
Counting on This. ‘ .
Don't Leave it
~ Blank.
D. Census 2000. Your | Asian Chinese, Kang & Lee
Answers Determine Japanese,
Your Future. Don't Tagalog,
Leave it Blank. Korean,
Vigtnamese
E. This 1s our Future,
Don’t Leave it African- English Chisholm-
Bilank. American Mingo
F. Don't Leave Your Puerto Rico Spanish Y&R Puerto
Future Blank. Rico
G. This is Your Future. | Arabic-speaking | Arabic Kang & Lee
Don’t Leave it
Unkniown,
H. This is Your Futurg. | Polish-speaking | Polish Kang & Lee
Don’t Leave it in the
Void. ‘
I Thisis Your Future. | Russian- Russian Kang & Lee
Don’t Leave Blank speaking
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Product/Service

Target
Audicence

Language(s)

Agency
Primarily
Responsible

Logos

A. U.S. Census 2000;
red and white

B. Censo 2000; red and
white

C. Censo 2000; yellow
and black

D. Census 2000
w/circular feather
motil; red and black

E. U.S. Census 2000;
standard, with brief
in-language

definition of the
census

F. U.S. Census 2000:
standard, with brief
in-fanguage
definition of the
census

Diverse America
and African-
American
Hispanic
(stateside)

Hispanic
{Puerto Rico)

AlAN

Asian

Polish, Russian,
Arabic-speaking

Enghsh

Spanish

Spanish

English

English logo,
with brief
statement
undemeath
in Chinese,
Japanese,
Tagalog,
Korean or
Vietnamese

English logo,
with brief
statcment
undemeath
in Polish,
Arabic,
Russian, and
other
languages as
determined

Y&R

Bravo

Y &R Puerto
Rico

g&g

Kang & Lec

Kang & Lec
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Product/Service

Target
Audicnce

Language(s)

Apency
Primarily
Responsible

Graphic Compact
Dises

A set of Chs 10 include
a serigs of photos
depicting diverse faces
and places; poster
templates and all logos
and taghines. Will
provide flexibility o
regions and pariners in
tailoring promotional
meterials for specific
communitics.

All andiences

Wil inglude
all logos and
taglines in

language, as
noted above

Y&R

Exhibit Photos

A series of poster-sized
photos and graphics
suitable for display on
exhtbit structures; for
partnership staff use at
conferences,

All audiences

N/A

Y&R
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Agency

Target Primarily
Product/Service Audience Language(s) | Responsible
Creative Concepts:
Development and
Production
» Television spots All audiences, English, with | All agencies
« Radio spots with emphasis selected
+ Cable TV spots on historically pieces to be
» Newspaper/ undercounted done in
magazine ads populations Spanish,
+ Fact sheets Chinese,
+ Posters Japanese,
+  Qutdoor Tagalog,
advertisements Korean,
* Transit Vietnamese,
advertisements Russian,
» Specialty advertising Polish and
»  Brochures/handbills Arabic
+ Electronic catalogue
of promotional
materials
* Internet promotion
Media Buys
(TV/Radio/Qut-of-
Home)
Secure television, radio | All audiences Appropriate | All agencies
and out-of-home with emphasis to audience
time/space as on media (see creative
determined in .| consumed by above)

collaboration with
regional partnership
staff. A launch book
will be provided to all
regions.

historically
undercounted
populations
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V. Resource Requirements

Advertising requires resources for the following activities: advertising contract, staffing, and
travel/conferences.

Advertising Contract

Resources will be required for the advertising contract with Young & Rubicam, Inc. Y&R is the
primary advertising agency, while Chisholm-Mingo, Bravo, g&g, and Kang & Lee arc the
subcontracting advertising agencies. The following are the major items that require resources to
produce for all 5 markets (African American, American Indian & Alaskan Native, Asian

. Amcrican & Pacific Islander, Hispanic American and Diverse Amcrica):

* Development of creative concepts

+ Advertising Research Costs

*  Production Costs for:

» TV

» Radio

» Magazinc

» Newspaper

»  Qut-of-Home
» Collateral

»  On-Line

»  Media Costs for:
»  Network TV
» Network radio
» Magazines
» Newspapers

» Internet
» SpotTV
» Spot radio

»  Out-of-Home

Staffing

The Census 2000 Publicity Office has an organization chart which has advertising as a branch in
this division. There is a branch chief that is Contract Officer Technical Representative (COTR)
and two assistant COTRs, as well as three additional staff members that support this branch.
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Travel/Conferencees

There is a significant amount of traveling involved in monitoring this contract. Therefore, the
branch chief and the COTRs will be classified as * heavy travelers” for resource allocation
purposes. C2PO will need to meet with Y&R and their partner agencies in New York over the
course of this contract many times. Additionally, there are titnes when Y&R will need to visit
the regions and come to Suitland, MD for various conferences and Advisory Committee

meetings.
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Media Relations

1. Introduction and Rationale

The third component to the Partnership and Marketing Program is media relations. For Census
2000, the Census Bureau will complement the paid advertising campaign and partnership
activities by facilitating positive, educational coverage by electronic and print media. Effective
media relations will reinforce the messages generated by community events, endorsements from
partners, advertisements, the Census in Schools Project, and other promotional efforts.

Compared to earlicr censuses, Census 2000 is receiving unprecedented media interest. This
environment creates both opportunity and challenges: the Census Bureau must be able to get
positive stories placed, and yet be capable of responding to any negative publicity generated
during the census. The Census 2000 media strategy is designed to address both situations.

II. Roles and Responsibilities

Census 2000 media relations will be handled by the Decennial Media Relations Team (DMRT)
within the Public Information Office (P1IO), and by the media partnership specialists in each
" region.

Public Information Office/Decennial Media Relations Team (DMRT): DMRT/PIO is
responsible for ensuring that positive, educational messages about Census 2000 gets to the public
via the press. DMRT also will support regional media specialists by providing, through PDSP,
guidelines, talking points, press releases, drop-in articles, b-roll, videos, and other media tools.
DMRT will ensure that the Census stays in the media long after Census operations are completed
so that the public is aware of the results of Census 2000.

Contractor: Cohn & Wolfe: The contractor will make sure that all components of the
Partnership and Marketing program are consistent with each other and are significantly
interrelated. The contractor will also develop and implement a communications plan that would
put a positive: “spin” on census activities when problems arise during operations.

Regional Census Centers/Media Partnership Specialists: The Media Specialists are
Partnership Specialists located in the Regional Census Centers to coordinate media at a local
level to ensure that local media keep Census 2000 in the news through TV, radio, and print
media. They will coordinate with the DMRT/PIO on various media projects and respond to
media inguiries about Census 2000.
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HI. Media Strategy

The Decennial Media Relations Team has developed a seven-stage strategy for working with the
media throughout Census 2000. The seven stages are:.

+ Stage One: Early Preparation

+  Stage Two: Building Media Partnerships/Pre-Awareness

»  Stage Three: Bailding Awarencss

+  Stage Four: Motivating Response/Call to Action

«  Stage Fiver Motivating Cooperation {or Enurnerator Visits
«  Stage Six: Wrap-Up and Evaluation

» Stage Seven: Data Release and Distdbution

Stage One: Early Prepavation (04/01/87 to D6730/99)

This stage is focused on building and training the staff needed to carry out the overall media
strategy, both in headquarters and in the field, and to begin developing relationships with key
reporters, editors, publishers and broadeast executives. The Census 2000 dress rehearsal takes
place during this period. '

Stage Two: Building Media Partnerships/Pre-Awareness (07/401/99 to 12/31/99)

The primary goal of Stage Two is to put a higher emphasis on bullding and sohdifying
partnerships with the news media to promote and support Census 2000 efforts,

Stage Three: Building Awarencss (01/01/00 to 03/15/00)

DMRT and the regional media partnership staff will agpressively promote story placements and
issue news releases tied to national, regional, and local Census 2000 activities such as Complete
Count Commitiee ¢fforts and questionnaire delivery plans.

Stage Four: Motivating Response/Call to Action {03/16/00 to 04/15/00)

Media efforts during Stage Four will intensify as DMRT and the regional media partnership
specialists focus on motivating the public to complete and mailback their questionnaires. Stories
also will be placed during this period which provide pro-active news mediz promotion tied to
field operations,

Stage Five: Motivating Cooperation for Enumerator Visits (04/16/00 to 07/31/0)
The primary goal of this stage i3 to keep Census 2000 in the news and o motivate public
cooperation with ongeiny census operations, e.g., Non-Response Follow-up (NRFLU) and the

Accuracy of Loverage Evaluation Program (ACE)L
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Stage Six: Wrap-up and Evaluation (08/01/00 to 12/31/00)

Stage Sk will closc out Census 2000 educational and promotional activitics by interviewing
reporters, finishing cvaluation reports for HQ, and analyzing data from the Parinership and
Marketing Program evaluation to determine the impact of media on Census 2000,

Stage Seven: Data Release and Distribution (01/01/01 to 12/31/01)

As most census operations come 1o a ¢lose, the media relations effort will continue to ensure that
the media understand and use the statistical data collected in Census 2000, including releasing
data to the president .

The Public Information Office will hire a public relations {irm 0 belp coordinate an integrated
publicity plan for the Partnership and Marketing Program ss.a whole. Thiswill allow PIO o be
strategic and timely in its communication efforis. Addutionally, should a media crisis occur, PIO |
can quickly put forward a positive Census Burean message.

P10 will develop video and awdio news releases to support the media in getting the Census
Burcau’s message out to the public. These releases will keep the census story in the news, and
provide broadeast elements that will enhance electronic news media coverage. PIO will also
translate news releases and other appropriate media products in Spanish and several Asian
languages to effectively reach out to news outlets where English is not the primary language. To
ensure that these media cfforts extend to Puerto Rico, the Boston Regional Census Center media
parinership specialists will work closely with the Director of the Puerto Rico Area Office.

IV, Resource Requirements

Media relations requirgs resources in the following areas: contract, travel, staffing, equipment,
and conferences.

Contract

Resources will be required 10 contract the public relations firm, Cohn & Wolfe. The agency will
review the various components of the Partnership and Marketing Program to identify areas that
may need strengthening or where the message may not be consistent. The contracter will design
angd implement a plan of action for Census Bureau consideration and approval to compensate for
any identified deficiencies.

SNtaffing
The Public Information Office’s Decennial Media Relations Team (DM R’i’x) will conduct all
activities related to publicizing Census 2000, This team is headed by a Team Leaderand a

Deputy Team Leader. Public Affairs Specialists will be intepral in working with national media
contacts and media specialists located around the country in the 12 regienal offices.
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Travel

Members of the DMRT will travel often for various media conferences, and media specialist
training sessions.

Conferences

DMRT will need to attend media conferences to forge relationships with national media contacts,
as well as conduct presentations about Census 2000. Additionally, DMRT staff will help
conduct the media specialists training sessions that will be given after media specialists are hired
leading up to Census 2000.

Equipment

Selected DMRT staff will require cell phones to maintain contact with national media contacts,
especially during a media crisis.

Materials ;

The DMRT will have need of specific media related materials such as video and audio news
releases to send to media outlets.
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Promotions and Special Events

L. Introduction and Rationale

The lust component of the Partnership and Marketing Program is Promotions and Speeial Events..
This component covers national activities and materials whose purpose is to promote Census
2000 and support partnership stafl and their partners in generating census awareness in their
communitics.

I1. Roles and Responsibilities

Censuas 2000 Publicity Office (C2PO): C2PO wili develop, produce and print promotional
materials {or the Census 2000 campaign, These include items such as fact sheets, posters,
brochures, pens, pencils, notepads, magnets and other such items. Additionally, CZPO will
ensure that the a consistent look and feel is applied to all promotional items and other Census
2000 materials.

Contractor: Schelastic, Inc.:  Under the supervision of C2PO, Scholastic will be in charge of
designing, producing and disseminating materials for the Census in Schoals program. These
materials such as the teaching kits, principal kits, take-home kits, and other materials will be
developed for the United States, Puerto Rico, and the Island Aress.

Contractor: Cohn & Wolfe: Under the supervision of C2P0, Cohn & Wolfe will be in charge
of developing and executing a Census 2000 Road Tour to bring census activities to the gencral
public. This tour will have special emphasis on developing national, regional, and local media
opportunities to publicize the census, linking and reinforcing the advertising, educational, and
public relations messages.

Regional Partnership Staff: The regional partoership staff will ensure that promotional
materialz gets into the hands of Census 2000 audiences, which include Census 2000 partners, and
the general audience. Partnership staff also will provide a toolkit of Census 2000 art, slogans and
other materials o partners to support the production of their own promotional materials. Finally,
the Regional Census Centers will have resources available to provide in-kind support to partners
to produce materials tailored o the local community and complementing the core matorials
produced by C2PO.

IIl, Major Promotional Acfivities

The majority of promotional activities and matenials are designed to be educational. Novelty
items also are being produced, to attract people and encourage them to ask questions about the
census. Theswe items are designed to be taken home and shared with friends and family,
effectively extending the range and "shelf-life" of the consus message. The major events and
products under development are:
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+  Census it Schools Praject

= Local Bvents

= Census 2000 Road Tour

«  “How America Knows What America Needs” (HAKWAN) -
+ informational and Novelty ltems

Census in Schoels Project

In 1990, children under the age of 18 accounted for approximately one-third of the undercount.
The Census in Schools project was developed with the aim of Increasing participation in the
census among families with children, and reducing the undercount among children. The
ohjectives of this projecis are to;

* Help students jearn what a census is and why it's important to them, their families, and the
community;

+ Increase participation in Census 2000 by engaging parents through schools and through the
active involvement of children and teens;

+ Galvanize students, teachers, and families to support Census 2000; and

» Recruit teachers and parents 1o work as census takers and in other support jobs.

A contract to develop and distribute the Census in Schools materials was awarded to Scholastic,
Inc., one of the premier educational marketing agencies in the country. Scholastic developed and
tested materials during the 1998 Dress Rehearsal and then conducted a Uensus in Schools
Bounce-Back Survey at schools in the Secramento, CA dress rehoarsal siie to measure both the
effectivencss of the materials and the distribution methods used during the dress rehearsal, Asa
result of this survey and additional feedback from advisory committees and partaer
organizations, the Census in Scheols project has been refined and expanded for Census 2000

At a minimum, all schools wifl receive at feast one teaching kit. In addition, elementary teachers
and secondary school social studies and math teachers in hard-to enumerate (HTE) areas will
receive a direct mail invitation encouraging them to request the Census in Schools matersals for
their classrooms. [n addition, the materials will be offered to tcachers in all BIA and tribal areas
schools; ather schools with large numbers of American Indian students; schonls with large
numbers of migrant farm children; and literacy, ESL, GED, and citizenship classes. Matenals
will also be available for instructors and parents of children in Head Start classes.

Scholastic has developed a number of materials to meet the educatonal needs of these various
constituencies. All matenals are provided at no charge to the teachers.

Teaching Kits

Grade-appropriate teaching kits are available for grades K-4, 5-8, and 9-12. The materials
included in these kits are:
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« An introductory letter to the teacher explaining Census 2000 and the education project.

» A teaching guide, which includes 24 pages of census-related, grade-range specific lesson
plans that comply with national standards.

+ A giant, 4" x 6" wall map, showing the United States population.

Principal Kit

The principal kit is designed to advise principals that their teachers will be receiving an invitation
to recetve a Census in Schools teaching kit, and to ask thent (o encourage use of the materials in
thetr schools. The principal kits includes:

»  Aletter to teachers explaining the onitical role that the census plays in allocating resources for
schools and describes teaching materials,

+ A "Power of the Census” poster for display in the school lobby or hallway.

« A teacher {lyer that can be placed in teachers’ mailboxes or posted in the teachers” rooms.

+ A Principal Guide that includes a Census 2000 timeline and suggested activities for the
school to consider 10 celebrate Census 2000.

»  Supplemental Letters in various languages, promoting the value of an accurale census o non-
English speaking parents. These letters will be in six languages: English, Spanish, Korean,
Chinese, Vietnamese and Tagalog.

«  Parent’s Association Promotional Guide a four page reproducible guide designs as a guick
and easy reminder to help principals inform members of the schools’ Parent’s Associations
and other community groups, of the importance of Census 2000,

PTA Promotionatl Guide

The PTA Promotional Guide is a four-page reproducible guide to help inform members of PTAs,
PTCs, and other community groups, of the importance of Census 2000,

Take Home Materials

These materials consist of a letter to the parent encouraging them to participate and resporsd to
Census 2000 and a fun quiz sbout the census for the family. They will be given to the children 1o
take home and give o their parents.

Materials to Reach Instructors of Adult ESL, Citizenship, and Literacy Classes

*» Anintreductiory letter describing Census 2000 and the adult education project.

+ A teaching guide 28 pages of census-related, lanpuage proficiency appropriate activities for

adulis,
« A4 x 6 wall map showing the United States population.
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Materials to Reach Families Furotled in Head Start

+  l6-page Big Book (picturc/reading)
+  Companion Liitle Book
« Audio/Video cassctie tape

Outreach to GED Instructors and Educators teaching Migrant Children

GED test centers will receive a letter describing the Census in Schools project with copies of the
5-8 and 9-12 teaching kits, along with additional ordering information. State Dircetors of
Migrant Education programs will reccive a letter with copies of the teacher invitation package.
They will be encouraged to motivate teachers with large numbers of migrant children to use the
teaching maternials.

American Indian FEducators

In addition to the regular teaching kit, teachers working with American Indian students will
receive a poster showing a map of Indian Lands in the center with 4-6 charis/graphs along the
border showing statistical information about American Indians. The Census Bureau Geography
Division will assist in the production of this map.

Puerto Rice

Scholastic wiil develop teaching materials in Spanish for Puerto Rice. Puerto Rico™s Census
Managers will develop a distribution plan for schools in Pucrte Rico,

In addition to direct mail invitations, the availability of these materials will be promoted in
several ways. Partnerships will be established with national education organizations to help
promote the Census in Schools project and help disseminate materials to schools in hard-to-
enwinerate arcas, such as inner city school districts and raral arcas. Any educator in the country
will be able w access all of the Census in Schools teaching kits {minus the wall map) via the
Census Bureau's Internet site, '

By making these materials available to the nation’s 3 million teachers to educate their students
about Census 2000 and its relevance for their community, awareness of the census would
improve among these children, and more importantly, among their parents. Children have the
ability to molivate action where it counts: in the home. By providing their teachers with Census
2000 educational materials for the 1999.2000 school year and ake-home materials at census
time, it is anticipated that there will be an increased response among houscholds with school-
aged children.

Educators, not on the Bureaw’s list of targeted schools, will have access 1o the complete set of
materials through sponsored programs or extra supphies that will be gvailable on a limited basis.
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L.ocal Events

Promotional events can be fun, interesting, and exciting, Partnership specialists will be working
with their partners 1o integrate Censas 2000 messages and activities into a variety of special
events such as parades, festivals, athletic events, and concerts, The evenis will emphasize the
importance of participating in the census and motivate people 1o respond. '

Census 2000 Road Tour

C2PO will develop a Census 2000 Road Tour to generate awareness and excitement about
Census 2000 at the local level, and 10 leverage positive media coverage. Cohn & Wolfe have
been contracted to implement this project.

Beginning on February 15, 2000, twelve Census 2000 Road Tour Vehicles will embark on atwo-
"month tour of the United States to more than 125 major media markets. Each vehicle will be
assigned a route based in one or two regions, conforming as close as logistically possible to the
12 U.S. Census regions. The tour will end April 15, 2000,
Each vehicle will travel a planned route in #s region(s) stopping in key markets and setting up an
exhibit in high traffic areas such as transit stations, special ovents, town centers, malls, e, Fach
route and exhibit display site will be determined in collaboration with Regional Directors,
- Census Headquarters, Cohn & Wolfe, and Colin & Wolfe's subcontractor for logistics, BM-
Productions. Each Road Tour Yehicle will each carry the following items to support the Road
Tour:

* Five exhibit sets, one to be set up at the Road Tour Vehicle appearances, and four additional
ones for partnership spectalist use in the community.

»  One “Cerisus in Schools” display for partnership spectalist to set up at school assemblies.

»  Multiple copies of two videos to be used in conjunction with the exhibits: “History of the
Census” (for adults) and *You Count” {for children). '

*  Census 2000 promotional materials

+  Census 2000 Road Tour press kits

Each Census 2000 Road Tour Vehicle will be staffed by one Census Bureau representative; two
logistical staff from BM-Productions to de the driving, set-up, and maintesance; and two
media/event relations staff from Cohn & Wolle.

“How America Knows What America Needs”

“How America Knows What America Needs” (“HAKWAN") is a two-component campaign to
encourage civic participation in the census at the grassroots level, The Census Burean will
provide mayors, county commissioners, governors, and other highest clected afficials with the

* tools necessary to promote the census in their community. These tools inchude a turnkey kit,
aceess to a dedicated website, and a toll-free phone number,
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The first component — “*90 Plus Five” — will challenge communitics (o increase their mail
response rate in Census 2000 by at least five percentage points over their 1990 levels. Letters
will be issued on January 11, 2000 to the highest elected official of each state, local and tribal
government entity inviting their partictpation in ‘90 Plus Five. To support governments in
promoting the program, Census 2000 response rates for cach community will be posted on-linc
and updated datly from March 27 1o April 11, 2000.

The second component — “Because You Count” — is designed to encourage public cooperation
with enumerators. This component is targeted at communities in Update/Enumerate and
List/Enumerate areas and households in mailout/mailback and Update/Leave areas that did not
mail back their questionnaires. This component will be announced to the public on April 18,
2000 in time for the start of Non Response Follow-Up.

The Associate Directorate for Communications will be primarily responsible for the
implementation of HAKWAN. Other divisions will support this project as follows:

» The Decennial Systems Contract Management Qffice (DSCMO) will compile and generate
the data from the data processing centers necessary to calculate mail response rate formulas.

« The Decennial Statistical Studies Division (DSSD) will define numerator and denominator
components for mail response rate formulas.

« The Field Division (FLD) will determine tabular and mapping requircments.
» The Geography Division (GEO) will provide geographic place destinations and information. -
"+ The Systems Support Division (SSD) will develop tabular data to populate the Internct site.

» The Decennial Management Division (DMD) will provide funding and monitor the overall
project assuring it is within budget, completed on time, and according to specification.

Informational and Novelty Items

" Promotional materials include fact sheets, posters, handbills, drop-in articles, newsletters, and
videos. These materials will help in developing and maintaining national and local partnerships,
and in turn, support partners in conducting outreach activities with their constituencies. The

* Census Bureau plans to produce these materials in sufficient quantitics that partners may
distribute them to the public. Materials for Puerto Rico will be produced separately with the
yellow-and-black “Censo 2000" logo.

Documents will be printed and distributed based on a strategy taking into account the targeted
audiences, special uses of the document and available resources. Most educational materials will
be distributed through the regional offices, Census Headquarters, or mailed directly to
organizations and associations with primary focus on census partners. All documents will be
available through the Census Bureau's internet site.
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The Census Bureau also will produce promotional novelty items such as pencils, mugs, and book
markers. C2PO will producc a core set of materials that will be available for usc by all
participating HQ divisions and the regions. In addition, the regions will have resources available
to procure promotional items tailored to their local needs. The purpose of these items is to
facilitate partnership development, and to provide partners with ideas for items they can produce
and distribute to the public. Resources will not permit the Census Bureau to give partners items
in sufficient quantities for distribution of novelty items to the public.

The specific items planned for development are as follows:
Fact Sheets

* Census Partnerships: We Can’t Do It Without You
» Partnership and Recruiting

* Partnership and Promotion

¢« How America Knows What Amcrica Needs

» The Census Goes to School

» Five Big Reasons

» Partnerships with Business

+ Race, Hispanic Origin, and Ancestry: Why, What, and How
* The Long and Short of It

« Everybody is Number One in the Census

+  Working along with Seasonal and Migrant Workers
= It Pays to Advertisc

+ Census 2000 in a Flash

» Census Goes All Qut to Protect Your Privacy

» Sampling: A Tool For Success

+ Creating a Census for the 21* Century

*  You're in College Now

» Veterans and the Census

» Taking the Census in Indian Country

« Taking Account of Rural America

* Older Americans Answer the Census

» LUCA 99

+ The Census in Alaska

» The Census Is News

» People With Disabilities

» The Census Abroad Commercial Shlps

» The Census and the Military

+ Congregational Fact Sheet: Religious Leaders Lead the Way
» Race and Ethnicity By the Numbers

* The Census Rules

« LUCA9

» Veterans and the Census

« Congregational Package
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Posters

+ Confidentiality Poster (General)

«  Coafidentiality Poster (Puerto Rico)

«  Conhdentiality Poster (Virgin Islands)

+  Confidentiality Poster (Pacific 1slands)

+ Poster for People Without Housing (Puerto Rico)

= Poster for People Without Housing (Virgin Islands)

= Motivational Poster {(Asian & Pacific Islanden)

»  Motivational Poster (African Amernican)

+ Motivational Poster (American Indian & Alaskan Native)
»  Motivational Poster (Hispanic)

= Motivational Poster {Virgin Islands)

«  Motivational Poster (Puerto Rico)

«  Motivational Poster {Pacific Islands)

«  Building Awareness Poster (General)

«  Building Awareness Poster (Hispanic)

+ Building Awarencss Poster {Asian & Paaific Islander)
«  Building Awareness Poster {(African American)

+ Building Awarencss {(American Indian/Alaska Native)
» Building Awareness Poster (Puerto Ricod

+ Poster for Migram & Seasonal Farm Waorkers

» Poster covering steps to participation {Puerto Rico)

«  Poster covering steps to participation {Virgin Islands)
» Poster covering steps to participation (Pacific islands)
*  Poster for Military

= Poster for Maritime

« Poster for College Students

*  Poster for College Students (Puerto Rico)

= Poster for Elderly

*  Poster for Eiderly (Puerto Rico)

= Poster for Elderly (Virgin Islands)

» Poster for Elderly (Pacific Islands)

= Questionnaire Assistance Centers (Directing)

«  Questionnaire Assistance Centers {(Marking Site)

» Be Counted Form Posters

s  Countdown to Census 2000
= Poster covering participation
Promotional Noveity Hems

The following core promotional tems are currently planaed for production (this list is subject (0
change):
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~« Plastic bags
+  Bookmarks
«  Circle labels

= Peneils

< Note pads

= Key chains

+  Magnets

+  Balloons

+ Pens

« . Lapel pins
"+ Lanyards

«  T-Shirts

* Hals

IV. Resounree Requirements

Promotions and special events require resources in the following areas: contracts, staffing,
materrals, conferences, and travel:

Contracts

Resources are required to hire Scholastie, Ine., which will conduct cutreach activities under the
auspices of Young & Rubicam. Their overall strategy in regards to the Census in Schools project
is to mobilize the education comumunity to become an active grassroots participant in supporting
Census 2000.

A contract has been awarded to Cohn & Wolfe to manage the Census 2000 Road Tour and the
“How American Knows What America Needs“campaign. '

Staffing
The Promotions Branch in C2PO will develop and carry out the activities and programs dealing
" with promotions, These include Census in Schools, promotional novelty items and informational

materials, the Census 2000 Road Tour,  Resources are required to adequately staff this branch in
order to effectively and efficiently carry out these very high profile and visible programs,

Materials

Resources are required to develop, print, and distribute all of the prototional materials listed in
section six for Census 2000,
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Conferences

Resources are requircd for staff to attend educational conferences that will help forge
relationships with educators nationwide and making presentations about the Consus in Schools
project,

Travel

Respurces are needed for staff to travel 1o the various educational conferences and o meet with
key educators nationwide,
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Partnership and Marketing Program
for the Island Areas

I. Iatroduction and Rationale

The Partnership and Marketing Program wall be adapted to promote the census in American
Satmoa, the Commonwealth of the Northers Mariana Islands, Guam, and the Virgin Islands of the
United States {cotlectively referred as the “Island Areas™). The goal of the Census 2000
Partnership and Marketing Program for Island Areas is to increase awareness and motivaie
individuals residing in the Island Arcas to complete the questionnaire and hold it until an
enumerator picks it up. As with the stateside program, the outreach strategy for the Island Areas
will emphasize io individuals the direct benefit to their comumunitics and neighborhoods, and the
importance of updated data for local planning of school, health and transportation facilities.

The program combines public awareness, promaotion, and outreach activities to generate clear,
consistent and repeated messages about the importance of participating in Census 2000, The
plan is similar to the stateside plan in that it incorporates four componcents designed to increase
participation in the census: partnorships; paid advertising; media relations; and promotions and
special events. These components are, however, tailored to suit differences in the manner in
which the census will be conducted s

Partnerships

Unlike the Partnership Program conducied staieside and in Puerto Rico, the Islands Areas will
not have regional field staff assigned to identify and foster partners to support Census 2000
awareness activities. Each island area’s Census 2000 Memorandum of Agreement provides for
funding to hire “Partnership/Media Specialists,” who will work under the supervision of the
Census Coordinator/Manager appointed by the Governor of each Island Area. Their
responsibilities will be similar to stateside/Puerto Rico partnership and media speciabists. The
Census Burean will also appoint Census Advisors whose dutics will include helping to develop
partnerships and promote the census in their appointed area. A Census Liaison will be identified
in each Island Area early in the planning process to provide input on developing the
questionnaire content, determining the best enumeration method to use based on the area’s
characteristics, and other Census 2000 operations,

The Census Burcau will encourage cach governor to establish a Complete Count Commitiee
{CCC) with representation from all segments of the community, including businesses,
community groups, religious organizations, businesses. The CCC will serve as a key vehicle in
planning and implementing local, targeted efforts that will uniquely address the special
characteristics of each arca, The role of the CCC would be to plan and implement a locally-
based promotions campaign to publicize the importance of Consus 2000, The Partnership/Media
Specialists will provide support to the CCC and alse will establish and maintain Haison with
local government agencies, businesses, religious and community organizations, Additionally, the
Census Bureau will provide a Complete Count Commiitee Handbook for the Island Areas with
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information on when and how to establish the CCCs, suggested names and schedules for the
cormmittees, and examples of activities the CCC can sponsor.

Paid Advertising

The Census Bureau has contracted with Young and Rabicam Miami, a subsidiary of Young and
Rubicam, Inc., to develop and implement the paid advertising program for the Island Areas.

Since the decennial census is conducted by a contractual agreement between the Census Bureau
and cach Island Ares governor, the Census Bureau will work with them to encourage the
development and implementation of parinerships with the vanous local government agencies,
business, religious and community groups, as well as with the local media, The paid advertising
campaign will not only combine Y&R’s expertise, but also include local knowledge to help
increase awareness and participation in Census 2000,

The primary focus of the advertising campaign is aimed at increasing participation in the census
with the objective of reaching the right people with the right message, at the right time, through
the right media vehicle. These messages will be integrated with the other components of the )
marketing effort. The paid advertising campaign will use available media outlets such as TV,
radio, and newspapers in each area,

Young & Rubicam has developed an advertising strategy based on a "likehihood spectrum.” This
maodel segments the public based o how likely a person is to participate in a civic activily such
as the census, There are three segments to the model: 1) mostly likely 1o respond; 2} undecided,
and 3) least likely to respond.

Based on qualitative research, Y&R is proposing that the messages and creative concepts used
for the Census 2000 paid advertising campaign show the public “what’s in it for me.” Research
has proven that demonstrating the benefits of participating in the census, as well as the benefits
missed if on does not participate, (¢ be quite motivating.

The main goal of the paid advertising is (o motivate the public in the Island Areas to complete
the questionnaire and hold it until a census worker picks it up. With this in mind, the advertising
will launch early in 2000, The other componenis to the Island Area Partnership and Marketing
Plan will help support this effort.

. Media Relatiens

For Census 2000, media relations for the Island Areas will be decentralized with the
Partnership/Media Specialist assigned directly to the Local Census Office to cultivate local press
- contacts and to respond to media inquires. The Island Areas’ Parinership/Media Specialisis will
- have several functions:

« Coordinate with the Census Advisor and the Census Coordinator/Manager to establish a
system of links to the local media;
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»  Provide background materials and background press briefings about Census 2000 to local
media;

*  Coordinate day-to-day contact with the local media; and

»  Coordinate the disserination of Census 2000 messages and themes with the Census Bureau’s
Puerto Rico and Island Area staff.

Effective media relations reinforces the posttive messages the public will be getting from the
partnership efforts, the paid advertising campaign, Census in Schools, and other national or
regional promotional efforts of the Census 2000 marketing strategy. As with the stateside media
strategy, media will be managed in the following stages:

Stage Onc:  Early Preparation 04/01/97 to 06/30/99
Stage Two:  Building Media Partnerships/Pre-dwareness 07/01/99 to 12/31/99
Stage Three: Building Awareness i 0161700 10 03/15/00
‘Stage Four:  Motivating Response/Call to Action 03/16/0G w 04/15/00
Stage Five:  Motivating Cooperation for Emumerator Visits 04/16/00 to D7/31/00
Stage Six: Wrap-up and Evaluation 08/01400 to 12/31/00
Stage Seven: Data Release and Distribution 01/01/01 10 12/31/01

The Census Bureau has been producing the Iikmnd Areas Newsietier since 1996, which provides
up-to-date information on geographic programs, status of questionnaire content development,
and other issues related to Census 2000 '

Promotions and Special Events
Census in Schools

An important component of the Island Arcas Partrership and Marketing Program is the Census in
Schools Project. Census in Schools offers educators the opportunity to acquire colorful, hands-
on, high interest, grade level appropriate lessons for the students in the Island Areas to help
introduce them to Census 2000, This project strives to help students learn what the census s and
why it is important to them, their family and the commumity; increase participation by engaging
the parents through the involvement of the childreo; galvanize students, teachers, administrators,
and families o suppart Census 2000; and recruit teachers and parcots to work as census takers
and other support jobs.

Scholastic, Inc., a publisher of educational materials for more than 75 years, will develop these

materials for the Census Bureau. The Bureau will work with the Island Areas liaisons to develop
a distribution plan for these materials which should be available in the Fall of 1999
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Promaotional Materials

The Census Burcan will also produce external promotional materials to help increase awarcness
of Census 2000, and educate the public about its benefits, increase participation, and improce
cooperation among resporxients.

Promotional materials includer fact shects, posters, handbills, structional manuals, drop-in
articles, newsletters, videos, and promotional novelty itemns such as pencils, mugs, and book
markers. These materials will help support the Island Area governments in developing and
maintaining partnerships in the Island Areas, and 1n turn, suppornt their partners in doing outreach
on their behalf, particularly at conferences, exhibits, and presemtations. Promotional materials
give participanis something 1o carry away with them, effectively extending the “shelf life” of the
Census 2000 message.

All promotional materials will be distributed through each Island Area LCO or through Census
Bureau Headqguarters,

Special Events

Special events promoting Census 2000 in the Island Areas will range from 2 Governor’s
proclamation to parades and other local cvents. These events may be co-sponsored by Complete
Count Committees, local government agencies, or businesses or commuunify groups to motivate
people to participate in the census, The partnership/media specialists will work with these
organizations in the Island Areas to develop and initiate a variety of activities that emphasize the
importance of participating in Census 2000.

54



[I. Roles and Responsibilities

The DMD PRIA Office will be responsible for the overall management and integration of Ceonsus
2000 operations as i relates to the Island Arcas. PRIA will ensure thal program goals are clearly
defined, and that all participating divisions arc aware of thom. With input from each of the
participating divistons, PRIA will set policy and guidelines for the budget and time line necessary
to implement these operations, and make sure program ebicctives arg implemented according to
plan. Specifically, PRIA’s role within the program will be to:

-

Coordinaie, integrate and document the development of program requirement for all
components of the Partnership and Marketing Program in relation to the Island Areas, with
input from participating divisious.

Formulate and monitor the budget for assigned activities.

Ensure that the Master Activity Schedule is current and complete and that activities are
finished on schedule and within budget.

Perform analysis of problems and modifications needed within the program based on changes
in the budget, schedule, or operational challenges.

Coordinate response © inguires/requests from bodies providing external oversight (c.g., the
Monitoring Board, Congress, GAQ, 1G, ete...).

Facilitate problem-solving, mterdivisional consernsus on policy, and change control.

Ensure evaluation of the Parinership and Marketing Program in the Island Areas.

Provide overall coordination for all activities refated to the components in the Partnership and
Marketing Prograro tn as they related to the Island Areas in accordance with the Census

Bureau’s agreements with each area’s respective governments. Activitiesin the Island Ateas
will be coordinated through a Census Manager and a Partnership Specialist,

HI. Evaluation

The Island Areas Partnership and Marketing Program will be included as part of the general
Partnership and Marketing Program evaluation,
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