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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 fundamcntallevcl, however, the 
success oflhc census will depend on the Census Bureau's ability to motivate individuals to 
respond to the census questionnaire. 

The Census lOOO Partnership and Marketing Program addresses this "human clement" of the 
census. The program is a multi-faceted effort to remind the general population about the census, 
educate thost: members of the public who do not understand the purpose of the census and its 
significance to their communities, 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 populalions 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 organi7..ations, 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 
whost~ customers or constituents are in hard-lo-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, infonnative coverage emphasizing 
the importance of responding to the census. 

• 	 Promotions and special events to provide non-threatening, fun, educational activities in 
communities and schools, particularly in hard-to-enumerate areas. 



These components will work together to meet the following program goals: 

• To improve the overall response rate for Census 2000; 
• To reduce Ihc differential undercount; and 
• To communicate a consistent census message. 

Divisional Responsibilities for Program Planning and Implementation 

Successful imp1ementation of the Partnership and Marketing Program requires collaboration 
among several Census Bureau offices, both at Bureau headquarters and in the ficld. There are 
seven discrete roles in the program, which are assumed as follows: 

Program Management 

National Partnership Development 

Regional Partnership Development 

I'aid Advertising 

Media Relations 

Promotions/Special E"'cnts 

Communication and Region Support 

Decennial Management Division (DMD) 

FictdlPartnership and Data 
Services Program (PDSP) 

Customer Liaison Office (CLO) 
Puhlic Information Office (PIO) 
Congressional AlTair.; Office (CAO) 
Census 2000 Publicity Office (C2PO) 
Director's Office (DIR) 
21 ,! Century Expo Group (contractor) 
Sykes Communications (contractor) 

Field/Regional Census Centers 

Census 2000 Publicity Office (C2PO) 

Young & Rubicam (contractor) 


Public Infonnation Office (1'10) 

FieldlRcgionnl Census Centers 


Census 2000 Publicity Office (C2rO) 

Field/Regional Census: Centers 

Scholastic, inc. (contractor) 

Cohn & Wolfe (contractor) 

Decennial Management Division 

Geography Division 


Field Directorate/Partnership and Data 
Services Program (PDSP) 
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The specifit: responsibilities assumed by each division are detailed in later sections of this plan. 

The coordination and integration of the various program components will be facilitated by the 
lloartncrship and Marketing Steering Group (I'MSG). The PlvlSG, consisting of 
rcprcsentali-ves from all divisions involved in the implementing of the Partnership and Marketing 
Program, will meet on a biweekly basis to forrllulalC policy and strategy and coordinate activities 
among divisions/regional offices. 

Timeframes for Program Implementation 

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

I. Planning Phase: September, 199610 July, 1998 
n. .Edu.:ation and Commitment Phase: August, 1998 to January, 2000 
III. Motivation Phase: February, 2000 10 April, 2000 
lV. Follow-Up Phase: May, 2000 to July 2000 

These phases are described in general terms below; a timeline showing major activities and dates 
for implementation is attached to this plan. 

I. Planning Phase: September, 1996 to July, 1998 

In Phase I, 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 SUite, local and tribal governments [Q participate in the Local Update of Census 
Addresses (LUCA) process. Statements of work will be prepared by PDSP to contract some of 
the national 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 ofchanging cultural, economic and social climate; linguistically isolated 
populations; populations with literacy barriers; areas where bilingual enumerators will be 
required; indIviduals living in urbon areas. rural arcas, or hidden dwellings; and areas and 
populations identified from 1990 undercount data. 

The Census 2000 Publicity Office (C2PO) will develop a statement of work for the paid 
advertising eampaign, review proposals and award the contract C2PO will develop its external 
communications pJan to identify the types and quantities of promotional materials required to 
reach targeted audiences. The Public Information Office (NO) will begin to develop press kits 
for media contacts; producc and distribute BwroU, video and audio news releases: develop drop-in 
articles; and present a national media conferences and conventions to inform the media about 
Census: 2000. 



The Dress Rehearsal will also take place during this period in Columbia, SC; Sacramento, CA~ 
and Menominee, WI, Partnership, advertising and promotional activities will be implemented at 
this time and evnluatcd to detcnnine ifstrategic changes will be necessary. 

II. Educ..tion and Commitment Phase: August•.l998 to December, 1999 

In Stage II) partnership staff win actively begin to engage partners: they will conduct meetings, 
workshops, prcsenwtions and site visits to secure partnership agreements; establish Complete 
Count Committees; enlist the support and involvement of tribal leaders and ask them to appoint a 
triball1aison; identify siles for local Questionnaire Assistance Centers; identify sites for "Be 
Counted" forms; and secure commitments from teachers j school administrators and school 
boards to use the "Census in Schools" materials. Contracts will be awarded for devc10pment of 
selected national partnerships. The national partnership effort will seCure commitments from 
businesses and national governmental and nongovernmental organizations. 

This phase is also critical to the advertising campaign. lbc Census 2000 Publicity Office will 
revise the Cens.us 2000 logo/colot/tagJinc guidelines based on feedback from the Dress 
Rehearsal. Regions 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 v.ill be 
asked to submit a list ofkey local cultural events to Y&R to ensure that advertising and 
promotions are in sync with local partner activities. 

The creativ(: phase of the advertising campaign will begin. Creative concepts will be reviewed 
by the Census Bureau, the Department of Commerce and the Census Bureau's advisory 
committees, Quatitative and quantitative testing ofcreative concepts win be completed. 
Production for the educational, motivational, and non-response foHow-up ad messages win be 
completed. Media buys will be completed for the three messages. with attention to population 
clusters and media availability 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 he launched. 

C2PO will 3.1S0 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 Tour win be 
finalized an.i a contract awarded for managing this project. 

The Public Information Office will develop its crisis communication strategies and train 
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 
partnership ;,pC{;ialists to identify opportunities for media exposure. 
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III. Motivation Phase, January, 2000 to April, 2000 

Partnership a::tivitics will expand to invoke' public action. Partnership specialists will support 
partners in implementing thousand,s of promotional activities and events. f'artIi<:r:s will be asked 
to produce promotfonru materials ~~ in language, if necessary - suited to their communities. The 
Census in Schools project will be implemented in schools throughout the country. Religious 
leaders will be asked to incorporate censlls messages into bulletins and services. Local and 
national medm 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 s1;:cured in Phase II. 

IV. FoUow-Up Phase: May, 2000 to July 2000 

Regional partnership staff will continue to work with partners to help iofotm the public about the 
nonresponse follow~up (NRFU) operation and continuing enumerator activities. Once NRFU is: 
complete~ partnership staff will conduct "thank you" celebrations to acknowledge the efforts of 
t,heir partners, 

The nonresp(lflSC foUow~up phase of the advertising campaign will be launched at this time based 
on media buys secured in Phase II. 

PIO will work with the media to get the message out that enumerators are stiH out in the Field 
and may be knocking on your dOOL Subsequently, PIO wit! seek media coverage tor Accuracy 
and Coverag(: 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 Evaluatiou 

An evruuation 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 detenninc the degree to which the program affected 
peoples undl!cstandjng of the census and increased their willingness to participate, and the 
amount of vaJue-added support offered by partners to enhance the Census Bureau!!; own 
resources for conducting the census (e.g., manpower, free space. sponsorship ofevents, 
production of promotional materials, etc.). 

After consultation with the P~annjng, Research and Evaluation Division (PRED)~ it was 
detennined that the evaluation should be conducted by an outside contractor with expertise in 
specific methodologies used to measure knowledge, attitudes and behavior. A cOJ'ttract has been 
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awarded to the NationaJ Opinion Research Center (NORC), which will conduct a three-wave 
nationwide survey designed to measure awareness levels about the census before, during and 
after Pannership and Marketing Program activities have been implemented, Wave I will be 
conducted hcfi)rc the education phase (September-October, t999); Wave II will be conducted 
oncc the ad campaign and partnership activities have started (FebruurywMurch, 2000); and 
Wave Hi will be conducted once people have received their questionnaires and have had an 
opportunity to complete and return them (April-May, 2000), The survey will be conducted by 
telephone and in-person interviews, and will oversarnplc for historically undercounted 
populations. 

What foHows is a fun description ofeach of the f9Ur program components, including rationale, 
divisional roles and responsibilities for implementation, strategy and resource requirements, 
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Partnersbip 

I. Introduction and Rationale 

[Ii preparation for Census 2000, the Census Bureau established advisory committees and 
consulted with other stakeholders to determine how it can improve the census, One theme 
surfaces consistl;!ntiy: the Census Bureau cannot reach lhe public and mOlivute fiJII participation 
in Census 2aOa without help. The Bureau's ability to conduct a fair and accurate census will 
depend on the involvement ofa diverse range of nongovernmental organizations, businesses, and 
state, local and tribal governments serving all segments of the U.S. population. These 
organizations and government entities enjoy the trust, respect and influence necessary to 
encourage people to respond to the census questionnaire. Working collaborativcly with the 
Burea14 they wiU educate their constituents about the purpose of the census, the confidentiality of 
its data,. and its impact on communities. 

The community outreach activities conducted during the 1980 and 199Q censuses provide 
valuable infonnation upon which to develop the Census 2000 Partnership Program. The Census 
Bureau also convened t\-\'O 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, Based on this collective input, the design of 
the program factors in the following elements: 

• 	 All partnerships have impact at the community level- whether established at a national, 
regional or local level. partnerships must ultimately fCsult in motivating people 1n their 
homes, workplaces and communities to respond to the census. 

• 	 Goals and expectations are communicated clearly and consistently - 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 !he Census Bureau. 

• 	 Our partners know their customers, clients, and constituents - within genera) guidelines 
and parameters, partners must have the flexibility to reach their constituencies in the best way 
they know how. 

The program has both a national and a regional fOCllS, On the national level, the program will 
elicit the support of national/umbrella government and nongovernmental organizations and 
encourage them to conduct activities 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 affiliates, 
which have direct access to the community. 

The national component of the program also seeks partnerships with Fortune 500 companies 
and other businesses catering to populations that were undercountcd in previous censuses. These 
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businesses are asked to promote the census on their products, and sponsor Census 2000 activities 
that arc educational, non-threatening, fun and will motivate their customers to respond to the 
census" 

Program activities at the regional level reflect the Ccnsus Bureau's belief lhat 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 to complete census 
questionnaires. Regional partnerships are as diverse as the communities in which we live, hut 
generally include participation from state, local and tribal governments~ local affiliates for 
community action/advocacy organizations; local chapters of service organizations; religious 
organizations; local businesses; and local media. The regions also have the support of the 
partnerships established with national/umbrella organizations to leverage support from local 
atTttiatcs. 

The Census Bureau respects the special and unique relationship existing between the United 
States government and American Indian/Alaskan Native (AlAN) governments. It also 
recognizes that each tribal government is distinct, both politically and culturally. The American 
Indian/Alaskan Native PrograJJ4 under the auspices of the Field Directorate's Partnership and 
Data Service:. Program, will conduct outreach activities particularly designed to encourage 
participation from fcderally-recognized tribes, state-recognized tribes, non-recognized tribes, and 
'American Indiruls living in urban areas. The AlAN Program Master Plan describes these efforts 
in greater detaiL . 

The Census Bureau recognizes the tremendous challenge involved in mobjJjzjng public 
participation for Census 2000. It must change attitudes 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 to all segments of a diverse U.S, 
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
effeclive count. 

II. Divisional Roles for Program Implementation 

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

• Decennial Management Division 
• Field Dlr(;ClOra(c/Partnership and Data Services Program 
• Contractor: 21:1{ Century Expo Group 
• Contractor: Sykes Communications 
,. Customer Liaison Office 
,. Public Inlbrmntion Office 
.. Congressiorut1 Affairs Office 
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• Census 2000 Publicity Office 
• The Dir,,;,;ctor's Office 
• Regional Census Centers 

In addition, there me two contractors working on partnership development wito. nntlonal 
organizations: 

• 21 Sj Century Expo Group 
.. Sykes Communications 

Decennial Management Uivision (DMD) - DMD is responsible for the overull management and 
integration of Census 2000 operations. It 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 set.'> policy and guidelines for the budget and timeline necessary to implem~nt these 
operations, and makes sure program objectives are implemented according to ptan. 

DMD also has staff working to develop partnerships with national organizations serving speciaJ 
populutions (e,g,~ migrant/seasonal Cann workers, people without conventional housing, and 
other selected populations). 

Field ])irec1orate/Partncrships and Data Service Program (POSP) - PI)SP has two primarily 
responsibilities: I) 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 organizatjons, as identified and agreed to by the Partnership and 
Marketing Steering Group. PDSP also supervises two contractors -- 21 st Century Expo Group 
and Sykes Communications -- charged with establishing partnerships with specific national 
organizations. The American indian/Alaska Native (AlAN) Program~ a partnership effort 
tailored to the unique govemment-to-govemment relationship belween [he Census Bureau and 
AlAN governments, is also managed in PDSP. Finally, PDSP is charged with disseminating 
monthly updates on the status ofnational partnership development to participating HQ dtvisions, 
regional offices> DMD. contractors and other stakeholders. 

Regjonal.~"'upport: PDSP has a second role as the headquarters office responsible for facilitating 
communication to and from the regional census centers regarding partnership activities, and for 
coordinating overall orientation and support for regional partnership staff. PDSP serves as a 
clearinghouse for headquarters staff to make requests of regional partnership staff and for 
communicating information to the regions about resource aHocations, program requirements. 
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 10 establish and maintain partnerships with 150 national non-' 
governmcntal organizations. A number of staff members at 21 $\ Century Expo worked on the 
1990 census outreacb and promotion program und therefore already have established 
relationships witb many of these organiza1ions. 

Contractor: Sylus Communications ~ Under tbe supervision ofPDSP. Sykes Communication 
has been contracted to develop partnerships with 100 Fortune 500 corporations, and 100 
companies in smaller niche markets whose customers are among the historically undcrcountcd 
populations. 

Customer Liaison Office (CLO) - CLO is responsible for initiating outreach to 39,000 state, 
local and tribal government entities to encourage them to establish Complete Count Committees_ " 
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 Infonnation Centers. Governors' Liaisons, trade and professional associations, labor 
unions. chamberS of commerce, national organizations serving American Indians, and selected 
national service organizations. 

Public Information Office (PIO) - PIO i. responsible for developing partnerships with national 
journalist/media associations, The objective of this effort is to get positive, educational messages 
about Census 2000 to the public via the press. In addition, PIO supports the regional partnership 
staff by providing, through PDSP, guidelines, talking points. press releases, drop-in articles, 
b~rol1 and other media tools to media partnership specialists. 

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

Census 2000 Publi<ity Office (CZPO) • C2PO is responsible for establishing partnerships with 
nationnl education organizations. These partnerShips support the Census in Schools Project, one 
of C2PO's major promotional activities, (Information on Census in Schools can be found in the' 
"Promotions and Special Events~' section of this plan.) 

Oirector's Office - The Director's Office serves as the Census Bureau's liaison to the Commerce 
Secretary's Census 2000 Advisory Committee, the Committees on Race and Ethnic Populations, 
and tho Professjonal Associations Advisory Committee, 

Field/Regional Census Centers (RCCs) - Recognizing thai the foundation for participation in 
the census is built at the community Jevel. the Regional Census Centers playa critical role in the 
Partnership Program. With a collective staff of642 community and media partnership 
specialists, Hie RCCs are respomable tor making the national partnerships play out effectively in 
the community_ In addition, the partnership staff identify and establish partnerships with local 
government and nongovernmental organiz.ations that "'ill most effectively reach and motivate 
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their communities" These partnerships include but arc not limited to state, local and tribal 
governments to encourage implementation of Complete Count Committees; (ocal service and 
community advocacy organizations; churches; local media organi7Altions; and local businesses. 

Ill. Program Coordination and Communication 

Program Coordination 

imcrdivisionol Planning, Policy Development and Problem-Solving 

The Partnership Qnd Marketing Steering Group (PMSO) has been established to address issues 
related to tht! implementation ofpartnerships, paid advertising, media relations, and 
promotions/special 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 across the different components of the program. Should the PMSG be 
unable to reach consensus on a particular issue. its recommendations will be forwarded to the 
Census Operational :Vianagers (COM) in accordance with the issue resolution process set forth by 
DMD in Iune, 1998. 

Integration 0/National and Regional Parlnership Efforts 

PDSP serves as the central point in HQ for collection and dissemination ofinfonnation related to 
national partnership development. PDSP will assign a staff person ~- a «Partnership Liaison~ -­
to 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 reports 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 
send copies of the formal partnership agreements, articu1ating the specific commitments made by 
each organization. to the regional offices for their use in approaching the local affiliates of these 
organizations. These agreements serve as an introduction for local organizations not yet 
contacted~ strengthen local partnerships already established, and open the door to local 
organiza1ions which might otherwise be reluctant to participate, 

Internal and External Communication Strategics 

internal CommunicalioIl1\1echanism<; 

The purpose ofintcmal communication toots is to ensure that all HQ divisions/regional offices 
have current, consistent information about the slatus of the program. These tools include: 
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• 	 Monthly Update on National rarine",hip Development - On the first of the month, all 
divisions and contractors responsible for national partnership development will submit status 
reports to PDSP. PDSP will <:onsolidate this infonnation and disseminate a full status report, 
complete with copies of signed agreements. to ali parli\;ipating divisions by the 15tb of each 
momh, 

" 	 The J>ar.ncrship Specialist Update Newsletter - this newsletter is produced by PDSP. It 
provides a vehicle for the exchange of innovative ideas and useful experiences in the 
development of partnerships. It also includes updates on the program and work being 
compit:ted at HQ) such as infonnational and promotional materials. (t is geared to regional 
partnership staff, but can be useful to HQ staff as well, 

• 	 Contact Profile Usage and Management System (CrUMS) - managed by the PDSE', 
CPUMS is a system available via intranet for managing data on partnership contacts. All HQ 
and regional staff involved tn partnership development will enter contacts into CPOMS, 
providing a centralized source of data on partnerships and their commitments to the Census 
2000 OUlleaC" effort. CPUMS will allow the Census Bureau to monitor partnership 
development at aU levels, the strategies/census operations the partners will support and the 
specific commitments they make to Census 2000. 

External Communication Mechanisms 

The objcctiv(: of external communication materials is to initiate and maintain partners' interest in 

Census 2000 and to provide them with the most updated infonnation on Census 2000 operations. 

These matl.!rials 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 etTorts of at! participating divisions/regional offices. rn addition, the regional offices 

win have some discretion to produce local matcrials 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 maintaining partnerships; and 2) to support Census 

2000 panners themselves as they promote the census. 


The materiab below are planned/or use by Census Bureau sfa/ftQ develop and maintain 

partnerships (all items are produced by C2PQ unless otherwise indicated): 


.. Census 2000 Fact Shects. 


.. Folders fi)r informational materials, 


.. Drop~in articles (produced in collaboration with the Public Infomation Office). 


.. Logo and taglines. 


.. Census in Schools materials. . 

• 	 Materials for usc by religious leaders (produced by I'DS!'). 
• 	 "Building Partnerships" Newsletter (produced by I'DSI') 
• 	 Governor's Liaison Handbook (produced by the CLO). 
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'" Complete Count Committee Handbook for Local Governments (produced by CLO). 
.. Tribal Government Liaison Handbook.md Tribal Complete Count Committee Handbook 

(produced by PDSP's AlAN Program). 
* 	 Sample letters for use in initiating partnerships for Census 2000 (produced by PDSP). 
* 	 Sample certificates to i) provide to partners confirming partnership agreements; Hnd 2) 


ackn(.wledge the commitment oj" partners in committing to Census 2000 (produced by 

PDSI'). 


* 	 Partnership Program Intcnlet site, accessible through the Census 2000 horne page 
(maintained by PDSP). 

'" Presentations and Materials to the Commerce Secretary's Census 2{)OO Advisory Committee 
and the Ad"lsory Committees on Race and Ethnic Populations. 


.. Promotional items: pencils, mugs, buttons, etc. 


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

• 	 Censlls promotional messages of varying lengths that might be published in organizational 
newsletters and similar materials. 

.. 	 Promotional messag(,.."S that arc specifically designed as talking points for electronic 

broadcasts. 


• 	 Promotional messages suitabJe for singie-purpose flyers, leaflets, or inserts into other 
docLlments. 

* 	 Videotaped promotional presentations which can feature the head ofa participating 

organi"'ttion (produced by 1'10). 


• 	 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, 

IV. 	 Selecting Partners and Establishing Partnersbips 

Criteria for Selecting l"artners 

In 1997,lhe National NGO Partnership Team developed a list ofpriority national non­
governmental organizations. The criteria for selection were as follows: 

• 	 Potential/Capacity to Participate - Does the organization have the capacity to partner with 
the Census Bureau for Census 2oo0? 

. • 	 Organlzational Sb:c ~ What is the size of the organi7.ation? How many local affiliate 
chapters do they have? 

• 	 Organil~tional Resources ~ What are the resourccs of the organization? \\t'hat is its annual 
budget? 
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• 	 Constituency ~ Who is served by the organization? Arc historically undcrcounted 
populations among the organization's constituents? 

• 	 Knowledge of Local ConditionslPopulations - Docs the partner have critical tocal 
knowledge that would be useful in the data collection process? 

• 	 Commuuications - What are its communication vehicles (e,g., newsIetterS, web sites. direct 
mail, confercnccs~ etc.)? 

• 	 Reliance on Census Data ~ Does the organization rely on census data for planning, research, 
documentation, recruitment or other efforts? 

Levels of Participation 

Recognizing that organizations vary in their capacity to 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 I and II require minimal time and resources from an 
organi:r.ation. Levels m. IV, and V require significant resources from an organization. The five 
levels and the activities within each levei arc listed below: 

Levell 

, 	 Publicly t:ndorse Census 2000 (send endorsements to members. chapters. and affiliates). 
• Inc1udc Census 2000 drop~in articles in newsletters and other in-house publications, 
'" Offer the Census Bureau time on annual conference agenda to address members. 
~ Appoint a liaison to work with the Census Bureau. 

Level/l 

• All Levell activities. 

~ Distribute and display Census 2000 promotional materials. 

• 	 Assist with recruitment ofenumerators, either through publicizing CenSuS job opportunities 

or by atlowing the organization's own employees to work as enumerators. 
Provide space for testing and training enumerators, 

Lovellll 

• 	 All Level II activities. 
~ 	 Prior to the Census, make people aware of the census by using census drop-in articles and 

reproducible logos and messages with theirs, 
• 	 Identify areas to place Questionnaire Assistance Centers, and/or to place "Be CQuntcd" forms 

in othcr languages, 
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.. 	 identify areas requiring special enumeration procedures (exception to the mailoutlmailback 
process would be housing projects, American lndian reservations, migrant worker cnmps, 
etc.) . 

.. Identify special places (half'A'aY houses, homes for battered women, soup kitchens. shelters 
t(}r people with no usual residence. etc.) 

• 	 Identif)' "gatekeepers" in communities who can help convince others to respond to the 
census. 

Leve! IV 

• 	 All Level !II activities. 
.. 	 Supplement the Census 2000 paid advertising campaign by developing promotions using 

Census 2000 reproducible designs (e.g., product package tie-ins using Census 2000 logos and 
slogans; inserting 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 speciaJ events. 

.. Include Census 2000 messages as bill stutTers and in employee payrolls. 

Level V 

• 	 All Level IV activities. 
, 	 Fund grant proposals for Census 2000 promotion projects and data dissemination projects 

after Census 2000. 

Stcps to Establishing Partnerships 

Based on the selection criteria above, approximately 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 undcrcounted populations as partner possibilities. Similar 
criteria have been used at the regional level to detennine where best to build local partnerships. 
Whether at the national or the local level. the steps for approaching prospecti ve partners and 
securing their commitments to promote Census 2000 are as foHows: 

Establishing the Partnership 

• 	 The organization is researched to identify its potential as a partner for Census 2000. 

.. 	 Census Bureau partnership staff Qr contractor contact the organization/government 
cntitylbusiness for an initia1 appointment. 

.. 	 An initial visit is made to the organization. At this time, the goals of the Partnership Program 
am discussed. as well as some possibilities for the organ17..ation·5 involvement in Census 
2000 promotion. 
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• 	 The Census Bureau partnership staff member or contractor negotiate with the organization 
the types ofcommitments it can make to support Census 2000, 

• 	 Foltow~up telephone calls and/or additional visits to the organizations are made, as 
appropriate. 

• 	 A partnerShip agn.~rncnt is prepared by the Census Bureau and SiWiCd by representatives 
from both the Census Bureau and the organization. Thc agreement can be a fonnal document 
or, more simply, a lettcr from the organization articulating its willingness to participate as 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 partncrship_ Guidelines for dctennining when to hold a press conference have 
been developed by the Partnership and Marketing Sreering Group, 

Follow~Up Responsibilities 

.. 	 The partner's contact infonnation is entered into the Contact Profile Update Management 
System (CPUMS). 

.. 	 PDSP is infonned of the development ofall riational partnerships by the contractor or 
division responsible for initiating them. PDSP consolidates this information disseminates it 
to the regional offices and alt participating HQ divisions on a monthly basis. 

.. 	 Monthly follow-ups are conducted with organizations to maintain interest, provide support 
for their efforts and to ensure they are fulfiHing the terms ofthe partnership agreement. 

v. Types of Partnerships 

Non-Governmental Partnerships 

Community Action/Advocacy Organir..aJions 
Re:,ponsJble DJvJsion(s): PDSP, 21 st Century Expo Group, regions 
Rationale: Groups arc identified based on their abiHty to reach and motivate racial and ethnic 
populations, and other populations historically undercountcd by the census. Participation is 
requested from national organizations; tbeir local affilIates. and other locally based, independent 
community organizations. 

Service Organizations 
ResPQ!U'ibie Division(.'i): PDSP, 21 ~I Century Expo Group. regions 
Rationale: Service organizations include sororities and fraternities, as well as the Rotary Club, 
the Lion'.s Club, tbe Kiwanis, and other organizations that initiate service projects with a strong 
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· community/civic emphasis. The Census Bureau seeks participation from the national 
headquarters of these organizations and from their local chapters. 

l'outh Organizations 
Responsible Division(,\): PDSP, 21>1 Century Expo Group. rcgil)IlS 
Rationale: Children and young minority adults arc among those historically undercouutcd in the 
cenSllS. Organizations like the Children's Charities of America, Boys and Girls Club of America. 
Boy Scouts, Girl Scouts, Big BrotherlBig Sister, etc;. ensures that people understand the 
importance of counting their children and encourage children to carry the cenSus message back to 
the home. 

Religious Groups 
Responsible Division(.»: PDSP, 21" Century Expo Group, regions 
Rationale: 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, announcements at services, meetings, and in the 
service itself. 

Natioual Education Organizations 

Responsible Divisiot1(s): C2PO, regions 

Rationale: The Census Bureau recognizes the role schools and students play in influencing 

decisions iD; the home. These organizations can promote the Census in Schools project among 

their constituency of teachers, parents and school administrators, They can also assist in the 

distribution of materials to inner city school districts and rural areas. 


Organizations Serving Special Populatio"s 

Responsible Division(s): DMD, regions 

Rationale: These organizations are essential to the Census Bureau's ability to count migrant 

workers. people without conventional housing, and others who have been undercountcd in 

previous CL"J1SUses. They can both promote the census to their affiliates and provide advice on 

how (and when) to conduct enumeration of,these populations, 


Chambers ofCommerce 
Responsible Division(s): eLO, regions 
Rationale: Working with Fortune i 000 companies, the chambers of commerce are in regular 
communication with their CEOs and can encourage them to communicate the cen.sus message to 
their employees, and assist with recruitment ofenumerators, At the local level. the chambers can 
encourage local business leadcrS to support/sponsor activities designed to gencrate awareness of 
the census. 

Fortune 500 Companies/Other Busillesses 

Re.\ponsible [)ivision(.~:): PDSP, Sykes Communications. regions 

Ruiionale,' rn addition to generating census awareness through communication with their 
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employees, these businesses provide sponsorships for community events. activities. and materials 

development and distribution. The Census Bureau particularly seeks partnerships with 

businesses whose customers are ::uTiong historically undercounted populations. 


Labor Unimfs, TradeIPni/esl'i(ma/ Associations 

Re.'.Jwflsih/e Division(,'ij." CLO, regions 

Ratiow~fe,' These organi7.utions enjoy large memberships and can communicate the census 

message: effectively and efficiently. The AFL-CIO has advised its union affiliates that they 

should assign census promotion activities to their civil rightslhuman rights departments to assist 

in reaching historically undercounted populations, 


JournafistIMedia OrgnnizaJiOllS 

Responsible Diviskm(s).' PIO, regions 

Rationale: The Census Bureau wiIJ seek relationships with the media that encourage positive, 

infonnative coverage of the census and the importance of returning the questionnaire. 


Government Partnerships 

Local Update ofCensus Addresses Program (LUCA) 
Responsibl" Division(s): CLO, regions, Geography Division 
Rationale: The Census Address List Improvement Act of 1994 (Public Law 103-430) provides 
an opportunity for state, local and tribal governments to review and update the Census address 
list before the upcoming census. Partnership staff encoW'agc participation from governments (the 
progrdlll is voluntary). Government entities that choose to participate must sign and return an 
agreement to protect the confidentiality ofcensus data. 

Complete Count Committees 
Responsih/t, Division(sj: CLO, regions 
Rati(Jn(Jle: Complete Count Committees (CCCs) are established in communities throughout the 
U.K to promote the census at the local leveL CCCs are made up ofstate, local and tribal 
government officials, local business and community leaders. religious organizations, and 
edllcators. They serve as a mechanism to integrate the efforts ofall entities that can impact 
public participation in the census. It is important to note that. while partnership staff works with 
these government entities to initial\: the CCC, the CCCs are ultimately the responsibility of the 
state, cities and towns. 

American I'ndianiAIa.<ika Native_(AlAN) Program 
Responsible Division(sj: PDSP, eLO, regions 
Rationale: The government-tn-government relationship between the United States and ea\:h 
tribal government is unique, and partnership activities must be implemented in a manner that 
respects this relationship. Through the AlAN Program. the Census Bureau works with a 
representative appointed by each tribe -- a f'triballiaison" -- to support activities designed to 
motivate participation among American Indiuns and Alaska Natives. 'Ibe AlAN Program also 
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coordinates fl serics of regional conferences: for tribal1caders and liaisons to inform them of 
census operations and provide ideas for census promotion in their communities. Lastly, the 
Census nurcau dev~lops partnerships with national organizations whosc constituencies are 
American Indians and Alaska Natives. 

Puerto Rico alld island Areas Program 
Responsible Division(,'»: DMD/Puerto Rico and Island Areas Office, Boston Regional Oflke 
Rationale,' Partnership activities are tailored to reach the population in Puerto Rico to 
accommodate the language, cultural and political dynamics in Puerto Rico. 

Govemor's Liaison Program 
Responsible Division(s); CLO, regions 
Rationale: Tne Governor's Liaison I)rogram creates a partnership between the governor of eaeh 
state and the Census Bureau. Each governor appoints a liaison to serve as the point ofcontact for 
all Census 2000 activities. The liaison alerts the Census Bureau to state issues, helps resolve 
problems, pubhcizes the census, and in some cases, serves as a conduit for establishing State 
Complete Count Committees. 

State Data CentersICellsus Information Centers/Business and Illdustry Data Cellters 
Responsible Divisi(Jn(3~: CLOt ~egions 
Rationale.- The SDClCICfBIDC network Js a recognized authority on Census Bureau data. The 
centers have conlact with other agencies, students, business people. community groups and the 
general public_ The Census Bureau can use this network to distribute census information, assist 
in the Addrc:;s List Review process, assist with the recruitment ofenumerators. and secure space 
for meetings and trainings. 

Government Organizatiolls 
ReJponsible [)ivjsion(.~~: CLO, regions 
Rationale: P'lrtncrships with government organi7..ations such as the National Go\'emors~ 
Association, National League ofCities, thc Governors' Interstate Indian Council. National 
Conference {If Black Mayors.. etc_ provide thc Census Bureau with leverage to encourage 
participation from state. local and tribal governments. 

Congressional 
Respom-ihle [)ivision(.'~: Congressional Affairs Office (CAO) 
Rationale: Members ofCongress have direct contact with thcir constituencies through lownhan 
meetings, fundraising events, and campaign activities, This partnership effort increases 
members' awareness of local census activities, encourages their support of local partnership 
activities) and encourages their involvement in increasing public awareness of the census and 
how its data can benefit each congressional district. 
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Federal Agt'"des 
Responsible Division(\~: "Team F~" (a multj~divisional effort lead by the Associate Directorate 
tt)r Commultications) 
Ralionale: The federal govcmment employs a diverse group of2.8 million -civil service 
employees. Federal agencies can assist in recruhmcnt (particularly providing an opportunity to 
employees to work as enumerators), endorse census promotional activities (e.g., Dept. of 
Education supporting Census in Schools), and communicate the Census 2000 message to their 
employee... and the public. In addition. the U,S, Postal Service supports the Census Bureau in 
devcioping its address Ust 

VI. Census 2000 Partner Activities 

All partnerships are scheduled 10 be in place no later than Seplember, 1999. The wide array of 
partnerships eslablished by Ihe Census Bureau will support Ihe goal' of the Partnership Program 
by communicating the Census 2000 message many times. through many vehic1es1 and to many 
audiences_ The matrix on the following page illustrates some of the possible activitieS in which 
different partners can engage, 
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Partnership Activities by Type of Organization 
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VII. Partnership Program Resource Requirements 

Stamng . 

Since the program is designed to initiate <lnd maintain relationships with organizations, Ihe 
largest investment will be made in staffing. The twelve regional offices will collectively hire 642 
partnership !.taffmembers, including community and media partnership specialists, partnership 
coordinators (program supervisors) and support staff. Participating headquarters divisions will 
also hire approximately 35 staff to support the program, with the majority of these individuals 
being assigned to PDSP. 

Travel 

With the exception of support staff, all HQ and regional partnership staff will be identified as 
"'heavy travelers!! for resource allocation purposes. 

Training 

All partnership specialists wiII complete a four~stage training to ensure that they have the 
infonnation and skills necessary to speak knowledgeably about Census 2000 operations and to 
negotiate eITective part.Perships. The four stages are: 1) 'fne 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 arc 
required to implement all four stages of the training, with the majority ofcosts associated with 
Singes II and III. 

Equipment/Materials 

Laptops and pagers are required for partnership specialists to support the decentralized nature of 
their work and to maintain current and consistent conununication 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 
promotionallinfonnational materials necessary to inform and motivate partners and their 
constituencies are covered in the "Promotions/Special Events" section of this plan. 

In-Kind Support 

It is important that the regions have the flexibility necessary to tailor their partnership activities 
to the undcreounted communities in their area. Many of the partners with access to hard-to­
enumerate populations arc small and laek the resources (0 conduct an effective outteach 
campaign. This issue is addressed by allocating resources to the regions to provide in-kind 
support for these partners~ efforts. 
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Contracts 

Resources are required for the following contracts related to partnership development: 1) 21~ 
Century Expo Group (to establish partnerships with national non-governmental organi;t..ations); 2) 
Sykes Communications (to establisn partnerships with Fortune 500 and other national 
busmesscs); and 3} National Opinion Research Center (to conduct the Partnership and Marketing 
Program Evaluation), 
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Advertising 


I. Introduction and Rationale 


Data show that by repeatedly ex.posing the public to a message aboul census participation, the 
likelihood that people will tmdcrstand and participate in the census is increased (Outreach 
Evaluation Survey, 1991). The more reluctant people arc to participate, the m';lrc 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 finn of Young and Rubicam of 
New York (Y&R). along with its partner advertising agencies, have been selected to conduct the 
Census 2000 paid advertising campaign. Y&R's partner agencies are noted as foHows: 

• 	 Bravo will target the SpanIsh speakIng audience; 
• 	 Chisholm-Mingo will target the African American audience and the emerging African and 

Caribbean audiences; 
• 	 g & g wi II target the American Indian and Alaskan Native audiences; and 
• 	 Kang & Lee will target the Asian, emerging European; and Arabic speaking audiences. 

The Cens.us Bureau has also contracted with Young and Rubicam of Puerto Rico, a subsidiary 
of Young and Rubicam. Inc., which will develop and implement the paid advertising campaign 
for Puerto R1co.. Creative concepts and Spanish translations wHl 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 arid improving 
the mail back response with the objective of reaching the right people with the right message, at 
the right time, through the right media vehicle. 

Young and Rubicam has developed an advertising strategy based on their "likelihood spectrum." 
This model, developed by Y&R specifically 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 arc three 
segments to the model; I) most likely to respond; 2) passive; and 3) least likely to respuod. 

Based on qualitative research and lessons learned before and after the 1998 Dress Rehearsal, 
Y&R is proposing that messaging and creative used for the Census 2000 paid advertising 
campaign shaw 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 one docs not participate. 
are quite motivating, 

By raising awareness, the public will be motivated to mail back their census questionnaires, with 
the advantage ofdecreasing nonrcsponse follow up (NRfU). Decreasing NRFU provides a 
better quality ofdata 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 Hnd Markcting Program, which will in tum help to increase exposure ~o the 
advertising campaign, 

The paid advertising campaign will have three messages geared to dilTcrcnl phases of the census: 
1) an carly, "education message" to inform people ofthc importance of the census, targeted to 
historically undercountcd poputations; 2} a "motivational message" to increase mall back 
rcsponse~ and 3) a I'nonresponse follow up message" designed to generate public cooperation 
with enumerators, . 

Educational Ad Phase 

Recognizing the challenge of reaching hard-to-enumerate populations., a message wiH be 
developed to specifically target media markets among this population, with the purpose of 
conveying information about the decennial census, the community benefits g.'lincd 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 run through mid.January. 

Motivational Ad Phase 

This is the pdmary message. which is destgoed to urge the public to mail baek their Census 2000 
questionnaifl~. This message's main goal is to increase maH response and reduce the amount of 
nonresponse follow up required, It ",'in be launched in mid~January and run through mid-ApriL 

Nonrcsponse Follow-Up Ad Phase 

A final message will generate awareness about the nonrespoIlse follow up operation (NRFU) and 
the importance of cooperating with enumerators. To minimize confusion, there will be a break 
of approximately one week between the motivational message and the NRFU message, The 
NRFU mOSSl'l!c 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 
languages: Spanish;Chinese, Korean. Vietnamese~ and Tagalog. Y &R is ,also exploring 
opportunitje~; to conduct in-language advertising in Hmong. Polish, Russian, Japanese, 
Portuguese. Ambie, Laotian, Thai, and Cambodian. 
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II. Advertising Campaign Development 

The development of the paid advertising campaign will take place in the following stages: 

• Research 
• Target Group Strategy Development 
• Regional Visits 
• Creative Concept Development 
• Testing 
• Production 
• Media planning, buying and placement 
• Regions submit pertinent information 
• Launch Book 
• Evaluation 

Research 

Young and Rubicarn will design and conduct research to identify target audiences, to deveJop 
creative concepts and proposed messages, and to plan a carefully designed and comprehensive 
media buying strategy. Y &R wilJ review the Census Bureau's previous campaigns and contac1 
relevant managers and specialists in the headquarters offices. as well as in selected regional 
offices. ' 

Target Group Strategy Development 

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 selected, and the fe(:ommended overall 
advertising plan. The advertising plan will include advertising and creative objectives and 
strategies including logos; media buying plans) flow charts, and cost estimates. 

Regional Visits 

y &R ~ along: with their partner agencies will conduct visits to all 12 regions. The advertising 
agencies will have an opportunity to unveil their strategy for implementing a paid advertising 
campaign in each specific region, Additionally, these meetings will also give the regions an 
opportunity to Jet Y &R know about the unique demographics of their regions and discuss issues 
and concerns related to launching a campaign their regions. 

Creative concept development 

Y&R and their partner agencies will develop creative concepts for the Census 2000 paid 
advertising campaign that will appeal to the targeted a.udiences. Each partner agency will be 
charged with developing creative that will specifically engage, educate, and motivate their larget 
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audiences to respond to the Census questionnaire. Thes~ ideas will be revicw<..'<1 by C2PO, the 
Department of Commerce, <md the Census Bureau' s executivc stafT. The products and services 
prodUCl-d by Y&R are listed in Section IV" "Summary of Product/Service Dcliverables." 

Testing 

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

Production 

•
After the C2PO, the DOC, and the BOC have reviewed and approved final creative for the 
advertising campaign, then Y &R will begin production of all ofcreatIve, which includes print, 
radio. and TV. 

Media planning, buying and placement 

Y&R will develop a media plan) in oroer 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 negotiate for and purchase paid advertising space and time, and place advertising that 
is appropriately targeted. This plan wiIl also be reviewed by C2PO to make sure that it meets the 
needs of the Bureau. 

Regions submit pertinent information 

The Census Bureau recognizes the need for regional campaigns to complement the national 
census awareness campaign. Therefore. Y &R will develQP campaigns that reflect regional Of 

focal needs and conditions as well as campaigns to reach diverse groups withing these gcogmphic 
areas. All 12 regions will submit a list of 'critical buys', which are a Jist of must buy media 
outlets 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 
information can also be used when planning for the media buys. 

Launch Bool\. 

The launch book will contain the entire media buying plan for the regions to review. Each region 
will have the opportunity to 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 comprehcnsive evaluation plan has been developed for the 
entire program (sec "Overview"). 

III. Role. 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 Publicity Office (C2PO): C2PO wi!! manage the contractor YoUng & Rubicam. 
and make sure that Census 2000 products and materials have I} consistent look and feel, and arc 
in sync with the paid advertising campaign. 

Contractor:. Young and Rubicam (Y&R): Y&R will create, produce, and place an effective 
and extensive public awareness campaign to inform and motivate the public to answer the 
Census 2000 questionnaire. Y&R will execute the advertising cont~act 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 & Lee and g&g. 
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[v. Summary of Product/Service Deliverables 


The rollowing table summarizes the products and services for the paid adverti~itlg campaign: 


ProductfSen'ice 
Target 

Audience Languagc(s) 

Agency 
Primarily 

Responsible 

Slogans 
A. This is Your Future. 

Don't Leave it 
Blank. 

Diverse America English Y&R 

S. This is our l'uture. 
Make Yourself 
Count. 

Hispanic Spanish Bravo 

C. Generations are 
Counting on This. 
Don't Leave it 
Blank. 

AlAN English g&g 

D. Census 2000. Your 
Answers Determine 
Your Future. Don't 
Leave it Blank. 

E. TillS is our Future. 
Don't Leave it 
Blank. 

Asian 

African-
American 

Chinese, 
Japanese, 
Tagalog, 
Korean, 
Vietnamese 

English 

Kang & Lee 

Chisholm­
t\·1iugo 

F. Don't Leave YQur 
Futun! Blank. 

Puerto Rico Spanish Y&RPuerto 
Rico 

G. This is Your Future. 
Don't Leave it 
Unknown, 

Arabic~spcaking Arabic Kang& Lee 

H. This is Your Future. 
Don't Leave it in the 
Void. 

Polish-speaking Polish Kang& Lee 

l. This is Your Future. 
Don'l Leave Blank 
Spots in it. 

Russian-
speaking 

Russian Kang & Lee 
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Prod uctiSenrice 
Target 

Audience Language(s) 

Agency 
Primarily 

Responsible 

Logos 

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

B. Censo 2000; red and 
white 

Diverse America 
and African-
American 

Hispanic 
(stateside) 

English 

Spanish 

Y&R 

Bravo 

C. Censo 2000; yellow 
and black 

Hispanic 
(Puerto Rico) 

Spanish Y&R Puerto 
Rico 

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

AlAN English g&g 

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

definition of the 
census 

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

Asian 

. 

Polish, Russian, 
Arabic-speaking 

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

English logo, 
with brief 
statement 
underneath 
in Polish, 
Arabic, 
Russian, and 
other 
languages as 
determined 

Kang& Lee 

Kang & Lee 
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, 
rroductlServicc 

Target 
Audience Lau!(Uagc(s) 

Agency 
Primarily 

Responsible 

(;raphic Compact 
Discs: 

A set ofeDs to indude 
a series ofphotos 
depicting diverse faces 
and places; poster 
templates and alllogas 
and taglill"'.. Will 
provide flexibility to 
regions and partners in 
tailoring pmmotional 
materials for specific 
comrnunitks, 

All audiences Will include 
all logos and 
taglines in 
langange, as 
noted above 

Y&R 

Exhibit Photos 

A 'series of poster-sized 
photos and graphics 
suitable tor display on 
exhibit structures; for 
partnership staff use at 
conference~ , 

AU audiences N/A Y&R 
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)'roduct!Service 
Target 

Audience Language(s) 

Agency 
Primarily 

Responsible 

Creative Concepts: 
Development and 
Production 

• Television spots 
• Radio spots 
• Cable TV spots 
• Newspaper! 

magazine ads 
• Fact sheets 
• Posters 
• Outdoor 

advertisements 
• Transit 

advertisements 
• Spccialtyadvertising 
• Brochureslhandbills 
• Electronic catalogue 

of promotional 
matcrials 

• Internet promotion 

All audiences, 
with emphasis 
on historically 
undercounted 
populations 

English, with 
selected 
pieces to be 
dorrein 
Spanish, 
Chinese, 
Japanese, 
Tagalog, 
Korean, 
Vietnamese, 
Russian, 
Polish and 
Arabic 

All agencies 

. 
Media Buys 
(TVlRadio/Out-of-
Home) 

Secure television, radio 
and out-of-home 
time/space as 
determined in 
collaboration with 
regional partnership 
staff. A launch book 
wi II be provided to all 
regions. 

All audiences 
with emphasis 
on media 
consumed by 
historically 
undercounted 
populations 

Appropriate 
to audience 
(see creative 
above) 

All agencies 
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v. Resource Requirements 

Advertising requires resources for the following activitic5: advertising contract, slaffing, 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 afC 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 
American & Pacific Islander, Hispanic Ameri~an and Diverse America); 

• Development of creative concepts 

• Advertising Research Costs 

• Production Costs for: 
• TV 

• Radio 
• Magazine 
• Newspaper 

• Out-of-Horne 
• Collateral 

• On-Line 

• Media Costs for: 
• Network TV 
• Network radio 

• Magazines 
• Newspapers 
• Intemet 

• Spot TV 
• 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/Conferences 

There is a significant amount oftravcling 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 rimes 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 

I. Introduction and Rationalc 

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 earlier 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 (PIO), and by the media partnership specialists in each 
regIOn. 

Public Information OfficeIDecennial 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 inquiries about Census 2000. 
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III. Media Strategy 

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

• Stage One: Early Preparation 
• Stage Two: Building Media PartncrshipslPrc-Awarcness 
• Stage Three: Building Awareness 
,. Stage Four: Motivating Response/Call to Action 
• Stage Five: Motivating Cooperation for Enumerator Visits 
• Stage Six: Wmp·Up and Evaluation 
,. Stage Seven: Data Release and Distribution 

Stage One: Early Preparation (04101197 t. 06130/99) 

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 broadcast executivL~. The Census 2000 dress rehearsal takes 
place during this period. 

Stage Two: Building Modi. PartncrshipsIPre.Awareness (07101199 to 12131199) 

The primary goal of Stage Two is to put a higher emphasis on buUding and solidifying 
partnerships with the news media to promote and support Census 2000 cffort~, 

Stage Three: Building Awareness (0110ll00 to 03115/00) 

DMRT and the regionat media partnership staff win aggressively promote story placements and 
issue news releases tied to national, regional, and local Census 2000 activities such as Complete 
Count Committee efforts and questionnaire delivery plans. 

Stage Four: Motivating Response/CaUto Action (03116100 to 04/15/00) 

Media efforts during Stage Four wilt intensity as DMRT and the regional media partnership 
specialists focus on motivating the public 10 complete and mai/back their questionnaires. Stories 
also will be placed during this period which provide pro-active news media promotion tied to 
field operations. 

Stage Fivo: Motivating Cooperation ror Enumerator Visits (04/16/00 t. 07/31/00) 

The primary goal of this stage is to keep Census 2000 in the news and to motivate public 
cooperation with ongoing Census operations, c.g., Non-Response FoHow-up (NRFU) and the 
Accuracy of Coverage Evaluation Program (ACE). 
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Stage Six: Wrap-up and Evalu.tion (08101100 to 12131/00) 

Stage Six will close out Census 2000 educational and promotional activities by interviewing 

reporters, finishing cV~lllIalion reports for HQ. and analyzing data from the Partnership and 

Marketing Program evalualion to dctemline the lmp.'1ct of media on Census 2000. 

Stage Seven: Data Release and ))istribution (01101/0 I to 12/31101) 

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

The Public Information Office will hire a public relations firm to help coordinate an intc1:,'Tated 
pUblicity plml for the Partnership and Marketing Program lIS,. whole. This willaHow PIO to be 
strategic and timely in its communication efforts, Additionally, should a media crisis occur, PIO 

• can quickly put forward a positive Census Bureau message. 

PIO win develop video and audio news releases to support the media in getting the Census 
Bureau's message out to the public. These releases will keep the census story in the news, and 
proviae broadcast 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 efforts extend to Puerto Rico. the Doston Regional Census Center media 
partnership specialists will work closely with the Director of the Puerto Rico Area Office. 

IV. Resource Requirements 

Media relations requires resources in the folloViing areas: contract, travel, staffing, equipment, 
and conferences. 

Contract 

Resources will be required to contract the public relations finn, Cohn & Wolfe. The agency will 
review the various t;omponents of the Partnership and Marketing Program to identify areas that 
may need stn:ngthening or where the message may not be consi~tent. The contractor will design 
and implement a plan ofaction for Census Bureau consideration and approval to compensate for 
any identified deficiencies. 

Staffing 

The Public Infonnation Office's Decennial Media Relations Team (OMRT) will conduct all 
activities related to publicizing Census 2000. This team is headed by a Team Leader and a 
Deputy Team Leader. Public Affairs Specialists will be integral in working with national media 
contacts and media specialists located around the country in the 12 regional offices. 
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Travel 

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

Conrcrences 

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

Equipmcnt 

Selected DMRT staffwiJl 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 

I. Introduction and Rationale 

lnc last component of the Partnership and Markl.'1ing: Program is Promotions and Special Events., 
This component covers national activities and materials whose purpose is to promote Census 
2000 and support partnership staff and their partners in generating cenSus awareness in their 
communities. 

II. Roles and Responsibilities 

Census 2000 Publicity Office (C2PO): C2PO will develop, produce and pnnt promotional 
materials for the Census 2000 campaign, These include items such as fact sheets, posters, 
brochwes, p,::ns, pencils, notcpads, magnets and other such items. Additionally, e2PO will 
ensure that the a consistent look and feel is applied to all promotional items and other Census 
2000 materials. 

Contractor: Scholastic, Inc.: Under the supervision ofC2PO, Scholastic will be in charge of 
designing, producing and disseminating materials for the Census in Schools program. These 
materials such as the teaching kits, principal kits, take-home kits, and other materials wiIJ be 
developed for the United States, Puerto Rico, and the Island Areas. 

Contractor: Cohn & Wolfe: Under the supervision ofC2PO. Cohn & Wolfe wiH be tn charge 
of developing and executing a Census 2000 Road Tour to bring census activities: to the general 
public, This tour wilt have special emphasis on developing national, regionai, and local media 
opportunities to publicize the census, linking and reinforcing the advertising, educational, and 
public relations messages, 

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

III. Majol' Promotional Activities 

rhe majority of promotional activities and materials arc designed to be educational. Novelty 
items also are being produced, to attract people and encourage them to ask questions about the 
census. These items arc designed to be taken home and. shared with friends and family, 
effectively extending the range and "shelf-Ufe" of the censuS message, The major events and 
products under development are: 
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.. Census ttl Schools Project 

.. Local Events 

.. Census 2000 Road Tour 
• "How America Knows 'Vt'bat America Needs" (liAK WAN) . 
.. Infonnational and Novelty Items 

Census in Schools Project 

In 1990, children under t{le age of 18 accounted for approximately one-third of the undcrcown. 
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 
objectives of this projects are to: 

.. Help students learn what a census is and why it's important to them, their famHles, and the 
community; 

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

.. Galvanizl! students, teachers, and families to support Census 2000; and 

.. Recruit tl,".achcrs nod parents to work as census takt.-TS and in other support jobs, 

A contract to develop and distribute the Census in Schools materials \\'as awarded to Scholastic, 
Inc" one of the premier educational marketing agencies in the country. Scbolastic developed and 
tested materials during the 1998 Dress Rehearsal and then conducted a Census in Schools 
Bounce-Back Survey at schools in the Sacramento, CA dress rehearsal site to measure both the 
effectiveness of the materials and the distribution methods used during the dress rchcarsat As a 
result of this survey and additional feedback from advisory committees and partner 
organizations, the Census in Scbools project has been refined and expanded for Census 2000. 

At a minimum, all schools will receive at least one tcaching kit In uddition, elementary teachers 
and secondary school social studies and math teachers in hard-to enumerate (HTE) areas wlU 
receive a direct mail invitation encouraging them to request the Census in Schools matenals for 
their classrooms. In addition, the materials will be offered to teachers in all BJA and tribal areas 
schools; other schools with large numbers· ofAmerican Indian students; schools with large 
numbers of migrant farm children; and literacy, ESL, GED. and citizenship classes. Materials 
will also be available for instructors and parents of children in Head Start classes. 

Scholastic has developed a number of materials to mect the educational needs of these various 
constituencies. All materials are provided at 00 charge to the teachers. 

Teachillg Kits 

Grade-appropriate teaching kits are available for grades K-4, 5-8, and 9~ 12. The materjaJs 
included In these kits arc: 
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" An introductory letter to the teacher explaining Census 2000 and the education project. 
" A tcaching guide, which indudes 24 pages of census-related, grade-range spccific lesson 

plans that comply with national standards, 
• 	 A giant, 4' x 6' wall map, showing the United States fX>pulution. 

Principal Kit 

Thc principal kit is designed to advise principals that thcir teachers will be receiving an invitation 
to receive a Census in Schools teacbing kit, and to ask them to encourage use of the materials in 
their schools. The principal kits includes: 

" 	 A lctter to teachers explaining the critical role that the census plays in aH9CMing resources for 
schools and describes teaching materials. 

• 	 A "Power of the Census" poster for display in the school lobby or ballway. 
• 	 A teacher flyer that can be placed in teachers I mailboxes or posted in the teachers' rooms. 
• 	 A Principal Guide that includes a Census 2000 timeline and suggested activities for the 

school to consider to celebrate Census 2000. 
• 	 Supplemental Letters in various languages. promoting the value of an accurate census to noo­

English speaking parents. These letters wilJ be in six languages: English, Spanish, Korean, 
Chinese, Vietnamese and Tagalog. 

• 	 Parent's Association Promotional Guide a four page reproducible guide designs as a quick 
and easy reminder to help principals inform members of the schools' Parent's Associations 
and other community groups> of the ilnportancc of Census 2000, 

PTA Promotional Guide 

The PTA Promotional Guide is a four~page reproducible guide to help infonn members ofPTAs, 
PTOs, and other community groups, of the importance ofCensus 2000. 

Take Home Materials 

These materials consist ofa letter to the parent encouraging them to participate and respond to 
Census 2000 and a fun quiz about the census for tile family. They will be given to the children to 
take home and give to their parents. 

Materiall' 10 Reach Instructors afAdult ESL, Citizenshipi and LUe-racy Classes 

• 	 An introductory leHer describing Census 2000 and the adult education project 
• 	 A teaching guide 2& pages ofcensu&-related, language proficiency approp~iaie activities for 

adults. 
• 	 A 4' x 6' wan map showing the United Stales population. 
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Material" to Reach FamUies Enr()/ted I'll Head Start 

• 16-pagc Big Book (picturcln:.ding) 
• Companion Little Book 
• AudioNideo cassette tape 

Outreach to GED bu'lruclors altd Educators teaching Migr«'" Children 

GED test cer:ters 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 informalion. State Directors of 
Migrant Edu<:ation programs will receive 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 materials. 

American b,diall Educators 

In addition to the regular teaching kit, tcachers: working with American Indian students will 
receive a poster showing a map of [ndian Lands in the center with 4-6 charts/graphs along the 
border shoVling statistk:al information about American Indians. The Census Bureau Geography 
Division win a'isist in the production of this map. 

Puerto Rico 

Scholastic will develop teaching materials in Spanish for Puerto Rico. Puerto Rico's Census 
Managers will develop a distribution pJan for schools in Puerto Rico. 

In addition to direct mail invitations, the availahility 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
enumerate areas, such as inner city school districts and rural areas. Any educator in the countJ)' 
will be able to 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 reachers 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 motIvate action where it counts; in the home. By providing their teachers with Census 
2000 educational materials for the 1999~2000 school year and take-home materials at census 
time, it is anticipated that there wiH be im increased response among households with school­
aged chHdren. 

Educators, not on the Bureau's list of targeted schools, will have access to the complete set of 
materials through sponsored programs or extra supplies that will he available on a limited basis. 
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Local Events 

Promotiona1 events can be fun, interesting, and exciting. Partnership specialists will be working 
with their palmers to integrate Census 2000 messages and activities into a variety of special 
events such as parades, festivals, athletic events, and concerts. The events will emphasize the 
importance ofparticipating in the census and motivate people to 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 to leverage positive media coverage. Cohn & Wolfe have 
been contracted to implement this proj~ 

Beginning on february 15,2000, twelve Census 2000 Road Tour Vehicles will embark on a two~ 
· 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. confonning as close as logistically possible to the 
12 U.s. Census regions. The tour will end April 15,2000 . . 

Each vehicle v/ill travel a pimmed route in its region(s) stopping in key markets and setting up an 
exhibit in high traffic areas such as transit stations, special event",. town centers., malls, etc. Each 
route and exhibit display site win be determined in coUaboration with Regional Directors, 

· Census Headquarters, Cohn & Wolfe, and Cohn & Wolfe's subcontractor for logistics, BM· 
Productions. Each Road Tour Vehicle win 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 specialist use in the community. 

• 	 One "Census in Schools" display for partnership specialist to set up at school assemblies, 
• 	 Multiple copies of two videos to be used in conjunction with the exhibits: HHistory ofthc 


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 do the driving. set-up, and main1enance~ and two 
media/event relations staff from Cohn & Wolfe. 

"How AmcfRca Knows What America Needs'" 

"How America Knows What America Needs" ("HAK WAN") is a two~cornponent campaign to 
encourage civic participation in the census: at the grassroots level. The Census Bureau wiH 
provide mayors, county commissioners, governors, and other highest elected officials with the 

· tools necessary to promote the census in their community. These tools include a turnkey kit, 
access: to a dedicated website, and a toll-free phone number. 
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The first component - '''90 Plus Five" - will challenge communities to increase their mail 
response rate in Census 2000 by at least five percentage points over their 1990 levels. Lcttcrs 
will be issued on January 11,2000 to the highest elected official of each statc, local and tribal 
government entity inviting their participation in '90 Plus Five. To support governmcnts in 
promoting the program, Census 2000 response rates for each community will bc postcd on-line 
and updated daily from March 27 to April 11, 2000. 

The second component - "Because You Count" - is designcd to encourage public cooperation 

with enumerators. This component is targeted at communities in Update/Enumerate and 

ListlEnumerilte areas and households in mailoutlmailback 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 ofHAKWAN. Other divisions will support this project as follows: 

• 	 The Decennial Systems Contract Management Oflice (DSCMO) will compile and generate 

the data from the data processing centers necessary to calculate mail response rate fonnulas. 


• 	 The Dccennial Statistical Studies Division (DSSD) will define numerator and denominator 

components for mail response rate fonnulas. 


• 	 The Field Division (FLO) will determine tabular and mapping requirements. 

• 	 The Geography Division (GEO) will provide geographic place destinations and information. 

• 	 The Systems Support Division (SSD) will develop tabular data to populate the Internet site. 

• 	 The Decennial Management Division (DMD) will provide funding and monitor the overall 

project assuring it is within budget, completed on timc, 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 tum, support partners in conducting outreach activities with their constituencies. The 

. Census Bureau plans to produce these materials in sufficient quantities 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 stratcgy taking into account the targeted 
audiences, special uses of the document and available resources. Most educational materials will 
be distributed through the regional ofiices, 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 produce a core set of materials that will be available for use by all 
participating HQ divisions and the regions. In addition, the regions will have resources available 
to procure promotional items tailored to thcir 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 pennit the Census Bureau to give partners items 
in s~fficient 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 America 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 Advertise 
• Census 2000 in a Flash 
• Census Goes All Out to Protect Your Privacy 
• Sampling: A Tool For Success 
• Creating a Census for the 2 JSl 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 Ships 
• The Census and the Military 
• Congregational Fact Sheet: Religious Leaders Lead the Way 
• Race and Ethnicity By the Numbers 
• The Census Rules 
• LUCA 98 
• Veterans and the Census 
• Congregational Package 
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Posters 

• Confidentiality Poster (General) 
• Confidentiality Poster (Puerto Rico) 
• Confidentiality Poster (Virgin Islnnds) 
• Confidentiality Poster (Pacific Islands) 
• Poster for People Without Housing (Puerto Rico) 
• Poster for People Without Housing (Virgin Islands) 
• Motivational Poster (Asian & Pacific lslandcr) 
• Motivational Poster (African American) 
• Motivational Poster (American Indian & Alaskan Native) 
• MotivationaJ Poster (Hispanic) 
• Motivational Poster (Virgin !slands) 
• MotivIltional Poster (Puerto Rico) 
• Motivational Poster (Pacific Islands) 
• Building Aware"ness Poster (General) 
• Building Awareness Poster (Hispanic) 
• Building Awareness Poster (Asian & Pacific !slander) 
• Building Awareness Poster (African American) 
• Building Awareness (American Indian/Alaska Native) 
• Building Awareness Poster (Puerto Rico) 
• Poster for Migrant & Seasonal Farm Workers 
• 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 Stlldents 
• Poster for College Students (Puerto Rico) 
• Poster for Elderly 
• Poster for Elderly (Puerto Rico) 
• Posler for Elderly (Virgin Islands) 
• Poster for Elderly (Pacific Islands) 
• Questionnaire Assistance Centers (Direcling) 
• Questionnaire Assistance Centers (Marking Site) 

• Be Counted Form Posters 
• Countdown [0 Census 2000 
• Poster covering participatJon 

Promotiollol Novelty ['ems 

The following core promotional hems are currently planned. for production (this list is subject to 
change): 
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• 	 'Plastic bags 
• 	 Bookmarks 
• 	 Circle labels 
• 	 Pencils 


Note pads 

Key chains 


• 	 Magnets 
• 	 Balloons 
• 	 Pens 
• 	 Lapel pins 
• 	 Lanyards 
• 	 T-Shirts 
• 	 Hals 

IV. Resource Requirements 

Pr,?motions and special events require reSources in the following areas: contracts, staffing, 
materials, conferences, and travel: 

Contracts 

,Resources are required to hire Scholastic, Ittc., which will conduct outreach activities under the 
auspices of Young & Rubicam. lneir overall strategy in regards to the Census in Schools'project 
is to mobi1izt~ the education commwlity to become an active grassroots participant in supponing 
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 wiU develop and carry out the activities and programs d("''Uling 

. 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 effedlvely and efficiently carry out these very high profile and visible programs, 

M;derials 

Resources are required to develop, print~ and distribute al1 of thc promotional materials listed in 
section six for Census 2000. 
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Conferences 

Resources ate required for stafr to attend educational conferences that will help forge 
relationships with educators nationwide and making presentations about the Census in Schools 
project. 

Travel 

Resources are needed for staff to travel to the various educational conferences and to meet with 
key educators nationwide. 
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Partnership and Marketing Program 
for the Island Areas 

I. Introduction and Rationale 

The Partnership and Marketing Progmm will be adapted to promote the census in American 
Samoa, the Commonwealth of the Nonhcm Mariana Islands, Guam, and the Virgin Islands of tile 
United States (collectively referred as the "Island Areas') The goa! of tile Census 2000 
Partnership and Marketing Program for Is.land Areas is to increase awaccness and motivate 
individuals residing in the Island Areas 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 
wtH emphasize to individuals the direct benefit to their communities and neighborhoods, and [he 
importance of updated data for local planning ofschool, health and transportation facilities, 

The program combines public awareness, promotion, and Qutreach activities'to generdte 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 components designed to increase 
participation in the census: partnerships; paid advertising; media relations; and promotions and 
special events. These components arc. however, tailored to suit differences in the manner in 
which the census will be condm;;,u,,'d: • 

Partnerships 

Unlike the Partnership Program conducted stateside and in Puerto Rico, the Islands Areas win 
not have regional field staff assigned to identifY and foster partners to support Census 2000 
awareness activities. Each island area's Census 2000 Memorandum ofAgreement provides for 
funding to hire "PartncrshiplMedia. Specialists," who will work under the supervision of the 
Census CoordinatorlManager appointed by the Governor of each Island Area. Their 
responsibilities will be similar to stateside/Puerto Rico partnership and media specialists. The 
Census Bureau will also appoint Census Advisors whose duties will include helping to develop 
partnersh.ips and promote the census in their appointed area, A Census Liaison will be identified 
in each Island Area earJy in the planning process to provide input on developing the 
questionnaire content, determining the best enumeration method to use based Of} the area; s 
characteristics, and other Census 2000 operations. 

The Census Bureau will encourage each governor to establish a Complete Count Committee 
(CCe) \o\':ith representation from aU segments of the community. including businesses, 
community groUPS1 religious organizations, businesses. The CCC will .serve as a key vehicle in 
planning and implementing local, targeted efforts that will uniquely address the speciaJ 
characteristics of each area, The role of the CCC would be to plan and implement a locaHy~ 
based promotions campaign to publicize the importance of Census 2000. The Purtnership/Mcdia 
Specialists will provide support to the CCC and also will establish and maintain Haison with 
local government agencies, businesses, religious and community organi:r..ations. Additionally, the 
Census Bureau will provide a Complete Count Committee 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 
~ommittces, ilnd examples of activities the ece can sponsor. 

Paid Advertising 

The Census Bureau has contracted with Y Dung and Rubicam Miami, a subsidiary of Young am.! 
Rubicam. (nc., to develop and Implement the paid advertising program for the [sland Arcas. 

Since the decennial census is conducted by a contractuafagrccmcnt between the Census B~reau 
and each Island Area governor, the Census Bureau will work with them to encourage the 
development and implementation of partnerships with the various local government agencies, 
business, religious and community groups~ as well as with the local media, The paid advertising 
<;:ampaign will not only combine Y &R's expertise, but also include local knowledge to help 
increase awa~eness and participation in Census 2000. 

The prima.ry focus Qfthe advertising campaign is aimed at increasing participation in the census 
wlth the objective ofreaching 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 win use available media outlets such as TV, 
radio, and newspapers in each area, 

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

Based Oli qualitative research, Y &R is proposing that the messages and creative concepts used 
for the Census 2000 paid advertising campaign show the public '\whafs in it for mc." Research 
has proven timt demonstrating the benefits ofparticipating in the census, as well as the benefits 
mis,»Cd ifon does not participate. to be quite motivating. 

The main goal of the paid advertising is to 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 components to the Island Area Partnership and Marketing 
Plan will help support this effort, 

Medi.a Relations 

For Census 2000, media relations for (he Island Areas will be decentralized with the 
PartnershiplMedia Specialist assigned directly to the Local Census Office to cultivate local press 

, contacts and to respond to media inquires. The Island Areas' Partnership/Media Specialists 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 dissemination ofCensus 2000 messages and themes with the Census Bureau'$ 
Puerto Rico and Island Area staff 

Effective media relations reinforces the posilive messages the public will be getting from the 
partnership efforts, the paid advertising ca.mpaign, Census in Schools, and other national or 
regiona1 promotional efforts ofule Census 2000 marketing strategy. As with the stateside media 
strategy, media will he managed in the following stages: 

Stage One: Early Preparation 04/01197 to 06/30/99 
Stage Two: Building .Media Partnerships/Pre-Awareness 07/01199 to 12/31/99 
Stage Three: Building Awareness ,. 01/01100 to 03/1 SIOO 
Stage Four: Motivating Response/Cal/lo Action 03/16/00 to 04115100 
Stage Five: ;\1otlvating Cooperation for 8mimerator Visits 04116/00 to 07131100 
Stage Six; Wrap-up and EvalUaiion 08101100 to 12131100 
Stage Seven: Data Release and Distribution 01/01/01 to 12131101 

The Census Bureau has been producing the island Areas Newsletter since 1996, which provides 
up-to-date information on geographic programs, status ofquestionnaire content development. 
and other issues related to Census 2000, 

Promotions and Special Events 

Census ill Schools 

An important component of the Island Areas Partnership and Marketing Program is the Census in 
Schools Project Census in Schools offers educators the opportW1ity to acquire colorful, hands­
on, high interest. grade level appropriate lessons for the students in the (sland Areas to help 
introduce them to Census 2000. This project strives to help students leam what the census is and 
why it is important to them, their family and the community; increase participation by engaging 
the parents through the involvement of the children; galvanize students. teachers, administrators, 
and families to support Census 2000; and recluit teachers and parents 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 (he Fall of 1999. 
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Promolional Material .. 

lllC Census Bureau willulso produ<,:c external promotional materials to help increasc awarcm:S$ 
of Census 2000, and cducate tbe public about its bcncf1~s, increase participation. and improcc 
cooperation among respondents. 

Promotional materials include: fact sheets, posters, handbills, instmctional manuals, drop-in 
articles. newsietters, videos, and promotional novelty items 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 in tum, support their partners in doing outreach 
on their behalf, particularly at conferences, exhibits. and presentations. Promotional materials 
give participants something to carry away with them, effectively extending the "shelf life" of the 
Census 2000 message. 

All promotional materials will be distributed through each Island Area LeO or through Census 
Bureau Headquarters. 

Special Events 

Special events promoting Census 2000 in the Island Areas will range frolli a Governor's 
proclamation to parades and other local events. These events may be co-sponsored by Complete 
Count Committees, local govemtrient agencies, or husinesses or community 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 ofactivities that emphasize the 
importance ofparticipating in Census 2000. 
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II. Roles and Responsibilities 

The DMD PRIA Office will be responsible for the OVCfll.1I management and integration or Census 
2000 operations as it relates to the Island Arcas. PRIA will ensufC that program goals arc clearly 
defined, and that all participating divisions arc aware of them. With input from each of the 
participating divisions, PRIA wlll set policy and guidelines for the budget and time line necessary 
to implcm(~n1 these operations, and make sure program objeclives arc implcment(,.~ according to 
plan. Specifically, PRIA1s role within the program will be to; 

• 	 Coordinate, integrate and document the development of program requirement for all 
components of the Partnership and Marketing Program in relation to the 'sland Areas, with 
input frmo participating divisions, 

• 	 Formulat-e and monitor the budget f.or assigned activities. 

,. 	 Ensure that the Master Activity Schedu1e is current and complete and that activities arc 
finished un schedule and within budget. 

• 	 Perfonn lUlaJysis of problems and modifications needed within the program based on changes 
in the budget. schedule, or operational challenges. 

.. 	 Coordinate response to inquires/requests from bodies providing external oversight (e.g., the 
Monitoring Board, Congress. GAO, IG, etc. .,), 

.. 	 Facilitate problem~solving. interdivisional consensus on policy, and change control. 

.. 	 Ensure evaluation of the Partnership and Marketing Program in the Island Areas, 

.. 	 Provide overall coordination for all activities reiated to the components in the Partnership and 
Marketing Program iii as they related to the Island Areas in accordance with the Census 
Bureau's agreements with each area's respective governments.. Activities in the Island Areas 
will be coordjnated through a Census Manager and a Partnership Specialise 

III. Evaluation 

The Island Areas Partnership and Marketing J)rogram will be included as part of the general 
Partnership and Marketing Program evaluation. 
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