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THE 2010 CENSUS COMMUNICATION CON-
TRACT: THE MEDIA PLAN IN HARD TO
COUNT AREAS

WEDNESDAY, FEBRUARY 24, 2010

HOUSE OF REPRESENTATIVES,
SUBCOMMITTEE ON INFORMATION PoLIcY, CENSUS, AND
NATIONAL ARCHIVES,
COMMITTEE ON OVERSIGHT AND GOVERNMENT REFORM,
Washington, DC.

The subcommittee met, pursuant to notice, at 7:12 p.m., in room
2154, Rayburn House Office Building, Hon. Wm. Lacy Clay (chair-
man of the subcommittee) presiding.

Present: Representatives Clay, Cuellar, and Chaffetz.

Also present: Representatives Waters and Jackson Lee.

Staff present: Darryl Piggee, staff director/counsel; Jean Gosa,
clerk; Yvette Cravins, counsel; Frank Davis and Anthony Clark,
professional staff members; Charisma Williams, staff assistant;
Leneal Scott, IT specialist—full committee; Jim Hayes, minority
professional staff member; and Adam Fromm, minority chief clerk
and Member liaison.

Mr. CLAY. The subcommittee will come to order.

Good evening and welcome to tonight’s hearing entitled, “The
2010 Census Communication Contract: The Media Plan in Hard to
Count Areas.”

Today’s hearing, as the title indicates, will examine the 2010
Census Integrated Communications Campaign in hard-to-count
areas. The hearing will assess and examine ethnic print and broad-
cast media’s role in preventing an undercount. We will further ex-
amine avenues to aid the Census Bureau in its efforts to reach
those who are more likely to be undercounted—children, minori-
ties, and renters.

We have with us today a distinguished colleague, Representative
Maxine Waters of California who has asked to participate in this
hearing. I want to welcome her and express my appreciation for
her attendance, and I ask unanimous consent that she be allowed
to participate.

Thank you.

Without objection, the chairman and the ranking minority mem-
ber will have 5 minutes to make opening statements, followed by
opening statements not to exceed 3 minutes by any Member who
wishes to make one.

o))
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Without objection, Members and witnesses may have 5 legisla-
tive days in which to submit a written statement or extraneous ma-
terials for the record.

The purpose of today’s hearing is to examine the Census Commu-
nications Campaign in hard-to-count areas. An unprecedented
amount of Federal dollars has been expended toward the constitu-
tionally mandate exercise of counting our Nation’s population. We
have the funding necessary to carry out this endeavor. However,
we must assess and ensure the best placement and use of our tax-
payer dollars.

Let me state again, these are taxpayer dollars. We cannot forget
that. So we must, through our oversight, ensure that the taxpayer
receives their money’s worth. Advertising dollars must be contrib-
uted to specific mediums to best touch our Nation’s hardest to
count population. I salute Dr. Groves for his efforts and hope this
hearing brings forth great ideas and input from all who care so
deeply about this issue.

On our first panel we will hear from Dr. Groves and the Census
government contractors who will testify about the Census cam-
paign, including the media strategy, development, and placement of
advertising dollars.

Our second panel includes leaders of some of the largest civic
and professional organizations dedicated to minority participation,
education, and equality. These witnesses have been instrumental
in spreading the message of Census and will testify regarding their
experiences and concerns. This panel is acutely aware of the chal-
lenges of enumerating the hard-to-count population.

Our last panel consists of not only media experts in ethnic broad-
casting but also those whose endeavors focus on our most hard-to-
count population, our Nation’s children. These witnesses serve as
the active, trusted voices in many of the hard-to-count commu-
nities. This panel will offer recommendations they believe will im-
prove the effectiveness of the media campaign going forward.

Census day is a mere 5 weeks away, so let’s work together and
exchange ideas to ensure an accurate count.

I thank all of the witnesses for appearing and look forward to
your testimony.

[The prepared statement of Hon. Wm. Lacy Clay follows:]
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counting our nation’s population. We
have the funding necessary to carry
out this endeavor. However, we must
assess and ensure the best placement
and use of our taxpayer dollars. Let
me state again, these are tax payer
dollars. We cannot forget that. So, we
must through our oversight, ensure
that the taxpayer receives their
money’s worth. Advertising dollars
must be contributed to specific
mediums to best touch our nation’s
hardest to count populations. I salute

Dr. Groves for his efforts and hope
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this hearing brings forth great ideas
and input from all who care so deeply
about this issue. On our first panel, we
will hear from Dr. Groves and the
Census government contractors who
will testify about the Census
campaign- including the media
strategy, development and placement

of advertising dollars.

Our second panel includes leaders
of some of the largest civic and
professional organizations dedicated
to minority participation, education,

and equality. These witnesses have
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been instrumental in spreading the
message of Census and will testify
regarding their experiences and
concerns. This panel is acutely aware
of the challenges of enumerating the
hard to count populations.

Our last panel, consists of not only
media experts in ethnic broadcasting,
but also those whose endeavors focus
on our most hard to count population-
our nation’s children. These witnesses
serve as the active, trusted voices in
many of the hard to count

communities. This panel will offer
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recommendations they believe will
improve the effectiveness of the media
campaign going forward. Census Day
is a mere five weeks away. So let’s
work together and exchange ideas to

ensure an accurate count.

I thank all of the witnesses for
appearing today and look forward to

their testimonies.
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Mr. CraY. I now yield to the distinguished ranking member 5
minutes.

Mr. CHAFFETZ. Thank you, Mr. Chairman; and I thank you all
for being here this late and unpredictable hour. I appreciate your
patience and understanding.

Mr. Chairman, I ask unanimous consent to submit the statement
of Ranking Member Patrick McHenry, who was detained and who
could not be here.

Mr. CLAYy. Without objection.

Mr. CHAFFETZ. Thank you.

[The prepared statement of Hon. Patrick T. McHenry follows:]
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Statement of Ranking Member Patrick McHenry
Subcommittee on Information Policy, Census, and National Archives
“The 2010 Census Communications Contract:

The Media Plan in Hard to Count Areas”

: February 24, 2010

Thank you, Chairman Clay, for holding this important hearing.

With 2010 Decennial Census forms set to be mailed to every
household in America next month, effective outreach to targeted
communities across the United States on the importance of
census participation is absolutely vital.

The Census Bureau’s Integrated Communications Campaign
encompasses interrelated outreach activities meant to increase
mail response, enhance cooperation with enumerators, improve
overall accuracy, and reduce the undercount of hard-to-reach
populations.

In particular, the paid advertising component of this campaign
has been devised so as to conduct unprecedented outreach to
groups that have been identified as less likely to respond to the
2010 Census. The Census Bureau has purchased ads for
television, radio, print, and other media across all markets and
all cultural and social strata in an attempt to reach niche groups
across the nation and its territories.

Both Chairman Clay and I share the Census Bureau’s goal of a
successful 2010 decennial count, and ensuring a robust
advertising campaign focused on hard-to-count populations is
certainly an integral part of that.
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But with the largest and most expensive phase of the decennial
yet to come, I would be remiss if I did not take the time at
today’s hearing to address some of the worrisome findings in the
Commerce Department Inspector General’s most recent
quarterly report on the Census Bureau.

As the report shows, the Bureau’s $88 million dollar overrun
during the address canvassing phase of operations was more
than just a cost modeling problem. According to the report, the
Bureau paid out over three million dollars to temporary
employees who never made it past training and another $2
million dollars-plus to workers who spent less than one day on
the job, which highlights an evidently lax system of quality
control in the spending of taxpayer dollars.

This may seem like a drop in the bucket for a budget that has
already exceeded $14 billion dollars, but those drops do add up.
Such careless mistakes can not be repeated during the Non-
Response Follow-Up phase of the decennial this spring, for
which the Census Bureau will hire another 700,000 temporary
workers.

I thank Director Groves and all the witnesses for being here
today, and I look forward to their testimony.
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Mr. CHAFFETZ. I do want to talk about the details of what is hap-
pening and not happening within the advertising. This comes
around once every 10 years, and I recognize the short amount of
time that we have until the execution, and we need the maximum
participation from the American people. We want to encourage ev-
erybody to participate in every way, shape, or form and recognize
the difficulties in trying to get the hard to reach and hard-to-count
populations.

Obviously, on both sides of the aisle, we want to make sure that
everyone is counted. It is a very difficult task, to say the least. As
the chairman said, we are using taxpayer dollars and so we want
to ensure that those are being maximized and we are getting the
maximum results.

I, for one, am terribly disappointed in the Census, in their inabil-
ity and unwillingness to cooperate in giving us details that we have
asked for repeatedly. I hold Director Groves personally accountable
for his unresponsiveness in a repeated nature. I think it is terribly
disrespectful and unacceptable.

When I have asked repeatedly for information, you have repeat-
edly refused to give it to us. I am a Member of the U.S. Congress.
You have a duty and an obligation to perform your duties and pro-
vide this Congress and this committee details that we ask for.

Sir, I find your actions reprehensible. I will continue to grill you
as long as it takes, and the organization, to provide the information
that I think the American people should have; and I hope at some
point there is some sort of attitude adjustment in providing the in-
formation that I think the American people should have.

I don’t think that we can continue on like this. It is a late hour.
The Olympics are on, and there is a lot happening. I promise you
we will continue to pursue this information well into the future and
hope at some point you give us a genuine answer and provide gen-
uine information, as you promised in the last hearing I was in with
you, because I think the information and the promises you gave me
personally in this committee were not followed up.

That is my personal perspective. You may have a different one.
I respect that. But I assure you we will continue at this until we
get the information we have asked for.

Further, I believe we need to look at the results of the advertis-
ing campaign and the direction that it is going. I hope you under-
stand and respect that we are not here to just pat you on the back,
that we are here to ask you difficult questions, and I have some
serious questions about what we are doing and not doing in that
regard.

Following up long term, I do have questions about the American
Community Survey, the questions that are asked, how that is exe-
cuted, the money that we have spent on it. We won’t have time in
this hearing, but I would like to followup with the appropriate
Fanel members, Mr. Chairman, as we move forward on that in the
uture.

I yield back the balance of my time.

Mr. CLAaY. We will maintain order and decorum in this hearing;
and, Mr. Chaffetz, we will maintain a tone here that is civil.

I now recognize the gentlewoman from California, if she has an
opening statement.
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Ms. WATERS. Thank you, very much Mr. Chairman. I am very
appreciative for your allowing me to participate in this hearing
today.

I know that you have been working very, very hard and you have
been keeping many of us informed about what is going on with the
Census Bureau and the Census count that is being attempted, but
I am increasingly concerned about much of the information that I
am getting. Some of it has come from the Black newspapers, Black
radio stations, some of the information that has come from minor-
ity organizations, period.

It appears that our message of the undercount is not being re-
spected. The fact of the matter is, every 10 years we learn about
the undercount, and you would think that the undercount commu-
nities would be targeted with the necessary resources to reverse
that and to get a better count. But it does not appear to be happen-
ing.

I am concerned about the way in which conclusions are reached
about how to reach minority populations. There is a lot of specula-
tion about what is and what is not proper and appropriate and ef-
fective in reaching minority populations.

I have not heard any information about how these conclusions
were reached, whether or not there were the kind of focus groups
that represented these populations. I have not seen the research.
I have not seen the data that supposedly represents these commu-
nities, and the money does not appear to match the need. And so
I am here today to learn what is going on. I think we may have
some additional work to do.

Thank you very much, Mr. Chairman. I yield back the balance
of my time.

Mr. CrAY. Thank you so much, Ms. Waters; and perhaps we will
get some of the answers to your questions this evening. You raised
legitimate concerns, and we certainly want to have yours and Rep-
resentative Chaffetz’s questions answered.

So let’s start by introducing the panel.

We will hear first from Dr. Robert Groves. President Obama
nominated Dr. Groves as Director of the Census Bureau, and Dr.
Groves began his tenure on July 15, 2009. Dr. Groves is well quali-
fied for the position that he holds as Director of the Census Bu-
reau.

Testimony on this panel will also come from DRAFTFCB, Mr.
Jeff  Tarakajian, and subcontractors GlobalHue and
globalHueLatino, represented by Robbyn Ennis and Mr. Nelson

arcia.

Jeff Tarakajian is executive vice president of DRAFTFCB, the
prime contractor of the 2010 Census Integrated Communications
Campaign.

Ms. Robbyn Ennis is the media director at GlobalHue, a Black-
owned, full service advertising agency. Ms. Ennis is an experienced
advertising professional with 12-plus years of media planning and
buying experience. Ms. Ennis manages overall media planning and
buying operations of GlobalHue.

Mr. Nelson Garcia is the senior vice president/media director at
GlobalHueLatino. Mr. Garcia is a 30-year advertising industry vet-
eran. Mr. Garcia has held multicultural media management posi-
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tions at top mainstream and leading specialty multicultural adver-
tising agencies.

Thank you all for appearing before the subcommittee this
evening. It is the policy of the committee to swear in the panel.

[Witnesses sworn. ]

Mr. CLAY. Let the record reflect that the witnesses have an-
swered in the affirmative.

Each of you will have 5 minutes to make an opening statement.
Your complete written testimony will be included in the hearing
record. Of course, you know the lighting system in front of you.

Dr. Groves, you may proceed with your opening statement.

STATEMENTS OF ROBERT GROVES, DIRECTOR, U.S. CENSUS
BUREAU; JEFF TARAKAJIAN, EXECUTIVE VICE PRESIDENT,
DRAFTFCB; ROBBYN ENNIS, SENIOR ASSOCIATE MEDIA DI-
RECTOR, GLOBALHUE; AND NELSON GARCIA, SR. VICE
PRESIDENT/MEDIA DIRECTOR, GLOBALHUELATINO

STATEMENT OF ROBERT GROVES

Dr. GROVES. Chairman Clay, Ranking Member Chaffetz and
other members of the subcommittee, I am happy to be here to tes-
tify on the 2010 Census Communications Campaign. I personally
am confident that the campaign is a sound design, the messaging
is clear, and that our contractors, with the guidance of my col-
leagues at the Census Bureau, are purchasing media that will
reach hard-to-count populations and motivate them to respond to
the Census.

Consistent with the statistical mission of the Census Bureau, the
campaign was designed based on statistical data. Let me tell you
a bit about how we did this.

The staff first assembled rates of response to the 2000 census
way down at the Census track level and also undercount estimates
for key socio-demographic groups. Groups with low participation
rates were identified for disproportionate focus.

Then the contractor identified media outlets that reached those
different groups, focusing when appropriate on in-language media.
It was clear from this that more funds should be spent locally than
nationally, and that is true in contrast to the 2000 media buys.

Then the media buys were directed by the nature of the need for
a given audience. By that, we mean whether print media were cho-
sen, radio media, TV, or digital media.

The campaign is designed in three phases. There is an awareness
phase that is going on right now through mid-March. The second
is a motivation phase that runs mid-March through mid April. And
the third is a nonresponse followup stage that is designed to ensure
or encourage the population to cooperate with Census takers who
visit their homes to followup those households who did not send in
their Census form.

The mass advertising part of this campaign will target the
English-speaking audiences, and additional specific advertising will
be geared toward a range of diverse audiences, including hard-to-
count populations. The mass campaign is designed to reach the al-
most 85 percent of the residents who consume paid media and who
speak English only. However, it is also going to reach other ethnic
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and language audiences, especially the Black audience to the ex-
tent that they are consumers of those same media outlets and di-
verse mass.

Each of the targeted audience plans—Black, Hispanic, Asian,
etc.—has been designed to penetrate the individual markets suffi-
ciently to achieve our campaign goals. The research behind the
campaign focused on understanding the societal factors that help
contribute to low response rates in the 2000 series. Among the key
indicators are the rates of public assistance in the area, unemploy-
ment rates, homeownership versus renting, and linguistic isolation.
This research, along with commercial market research from
Arbitron, Neilsen and Simmons gave us the guidance to guide the
media buys.

Then our contractors entered into negotiations for the media
buys for national and local outlets. They followed industry practices
which seek added value from the outlets beyond the price of the
placements sought by an advertiser.

An example of this for the 2010 campaign is additional broadcast
spots provided for free, celebrity endorsements or mentions of the
Census in programming or through public service announcements.

As of late January, the Census team had negotiated almost $30
million in added value for media outlets. When all is said and done,
we expect that to represent about 25 percent when finalized after
nonresponse followup.

I have focused on the media plan. However, I think it is impor-
tant to understand that this is only one component of our outreach
and promotion strategy. Advertising can increase awareness, but it
takes trusted voices to persuade people to participate in the Cen-
sus. I am happy to report that we have now over 200,000 partner
organizations around the country that have volunteered to help us
get the word out to their constituencies, and I know with the help
of this committee and other Members of Congress that we will get
other voices out saying the same message.

Mr. Chairman, I am aware that some Members of Congress have
received letters from local media outlets in their districts question-
ing the fairness of the amount of money spent. I can honestly say
that the program was set up in an objective manner, guided by
data on what audiences needed given their historical behavior. Not
all media outlets will receive contracts, but I am confident that the
messages needed for the different audiences are being delivered.

We acknowledge that no plan is perfect, and we have held back
money of the total amount to react to response rates as they
emerge in the last weeks of March and the early weeks of April.
That held-back money will be targeted through new media pur-
chases to the areas that are returning the questionnaire at lower
than expected rates.

Thank you for your time today, Mr. Chairman. I look forward to
your questions.

[The prepared statement of Dr. Groves follows:]



PREPARED STATEMENT OF
ROBERT M. GROVES
DIRECTOR
US CENSUS BUREAU

The 2010 Census Communications Contract:
The Media Plan in Hard to Count Areas

Before the Committee on Oversight and Government Reform
Subcommittee on Information Policy, Census, and National Archives
U.S. House of Representatives

24 February 2010

Chairman Clay, Ranking Member McHenry, Members of the Subcommittee, thank you
for this opportunity to testify on behalf of the Department of Commerce’s Census
Bureau. Iwelcome this opportunity to bring you up to date on the 2010 Census
Communications Campaign.

From his first day in office, Secretary of Commerce Gary Locke has made it a priority
for the Census Bureau to carry out a complete and accurate count of the 2010 Census
and to ensure that we do so through a robust communications campaign. Since my
appointment as Director of the Census Bureau last July, T have carefully reviewed the
communications campaign and the media plans with particular attention to their
research base to ensure that they will meet our goal of a fair and accurate 2010 Census.

I am confident that the campaign is sound, the messaging clear, and that our
contractors, with our guidance and oversight, are purchasing media that will rcach hard
to count populations and motivate them to respond to the 2010 Census questionnaire
and cooperate with our enumerators.

Consistent with the statistical mission of the Census Bureau, the campaign was
designed based on scientific data.
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1. Staffassembled the rates of completing the questionnaire and undercount estimates by
key socio-demographic groups. Groups with low participation rates were identified for
disproportionate focus.

2. The contractor identified media outlets that reached different groups, focusing when
appropriate on in-language media. As compared to the Census 2000 advertising
campaign, it was clear that more funds should be spent on local markets than diverse
mass outlets.

3. Media buys were directed by the nature of the need for a given audience (some best
done in print, others on radio, others on TV, others using digital).

The 2010 Census Integrated Communications Campaign includes paid advertising, the
partnership program, public relations, the Census in Schools program, and the 2010
Census Web site. The goal of the campaign is to inform and motivate the public to fill
out and mail back the 2010 Census form. The plan draws on the successful partnership
and marketing efforts used for Census 2000 and is being layered with extensive new
research to give a real-time reflection of the barriers affecting a successful outcome of
the 2010 Census.

Key challenges include reaching hard to count populations, inner city communities,
young and mobile populations and those less inclined to respond to the census. Our
campaigh has been designed to reach as many people as possible with an emphasis on
targeted populations, and hard-to-count populations will receive a disproportionately
greater budget relative to their population size.

The campaign will occur in three phases. The “awareness/education” phase runs
January to mid March, 2010. The second, “motivation” phase, runs mid-March to mid-
April and is designed to motivate the public to fill out and mail back the questionnaire.
The third and final “non-response-follow-up” (NRFU) phase runs from late April to
June and is meant to encourage the public to cooperate with census workers who may
come to their door if they do not send in their census form.

As it unfolds over the next several months, this communications campaign will be the
largest in America. Mass advertising will target English speaking audiences and
additional, specific advertising will be geared toward the range of diverse audiences,
including hard-to-count populations. With additional funding provided in 2009
through the American Recovery and Reinvestment Act (ARRA), the total media buy

\
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budget is now $140 million, and we will advertise in 28 languages. We have drawn
from our experience, a decade of research, and the requirements in Congressional
appropriations to design a campaign that motivates hard to count populations. In
contrast with 2000, local spending for multi-cultural audiences will exceed that of the
mass audience, and we have significantly increased the allocations for specific
populations relative to 2000 in actual dollars and as a percent of the media buy. The
media buy will total $140 million. $60.8 million is allocated for the mass campaign,
$72.2 million is allocated to target audiences, and $7.4 million is being held back to
invest in areas experiencing low response rates. (The total budget is appended to this
testimony.)

The mass campaign is designed to reach the almost 85 percent of residents who
consume paid media and who speak English only. However, it will also reach
segments of the other ethnic/language audiences, (especially the Black audience) to the
extent they are consumers of media outlets in diverse mass as well as their own
audience-specific media. Each of the targeted audience plans, Black, Hispanic, Asian,
ete,, has been designed to penetrate the individual market sufficiently to achieve our
campaign goals for that audience.

The research driving the media plan is sound. Since 2007 our communications staff has
been working closely with our communications contractor, Draft FCB, and their team of
12 subcontractors to test, design, and produce a multi-faceted paid media effort
designed to reach everyone in America. This effort began with extensive Census
Bureau research focused on understanding the societal factors which help contribute to
low response rates. Among the key indicators are: rates of public assistance,
unemployment rates, homeownership vs. renting, and linguistic isolation. Altogether
we identified 12 variables which help predict low response and mapped these data at
the census tract level. These variables were then grouped into audience clusters that cut
across population groups. The Census Bureau then tested the value of this audience
segmentation and concluded that it was strongly predictive of response likelihood. This
research, along with commercial market research data used in the advertising industry
including Arbitron, Nielson and Simmons market data, was used to help guide media
buys, particularly at the local level.

Members of the contracting team with specific knowledge and experience in the target
population groups developed media plans that contain the optimal mix of television,
radio, digital, magazines, newspapers, and outdoor or “out-of-home” advertising.

As our contractors entered into negotiations for media buys for national and local
outlets, they followed industry practices which seek “added value” from the media
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outlets above and beyond the price of the placements sought by an advertiser.
Examples of added value for the 2010 Census campaign include additional broadcast
spots provided for free; celebrity endorsements or mentions of Census in programming
or through public service announcements (PSAs); news or editorial content; or even
special 2010 Census programming. A total of 2,500 request for proposals (RFPs) were
issued for media buys, with over 61,000 media outlets responding and each outlet
engaged was asked to provide some added value. Added value, however, was never a
requirement of a final buy.

As of late January, the Census team had negotiated almost $30 million in added value
from media outlets. This represents a leveraging of the taxpayer spending on media
buys of about 22.5% of the total $133 million in buys negotiated or being completed.
We expect the final added value may come close to 25% when finalized after NRFU.

The media plans for the Black, Hispanic and Asian audiences are described in detail
below.

Black Audience Media Plan

The Black Audience Media Plan was developed by a team of advertising experts at
Global Hue, a leading, African American-owned firm. The media buy totals
approximately $23 million and is 35% above the Census 2000 levels for this audience.
The plan targets the African American, African, Caribbean and Haitian audiences and
consists of promotional and advertising materials in English and Haitian Creole
through the following media vehicles*:

o TV (National and Local) $10.2
o Radio (National and Local) $6.7
o Digital $1.6
o Magazines $0.8
o Newspapers $2.5
o Out-of-Home (outdoor) $1.2

* Figures include projected media buys for the “non-response-follow-up”
phase

The national advertising buys for the Black audience are expected to reach over 95
percent of this population. Local media buys will provide an additional reach in
specific markets. This additional advertising will reach 50 percent of the Black
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population in 16 local TV markets, 80 percent in 31 local radio markets, 50 percent in 31
out-of-home markets, and 25 percent in 60 local newspaper markets.

Global Hue was successful in obtaining added value totaling $6.6 million. They also
secured top-rated radio hosts for the Black audience, key celebrities and magazine
editorials.

Hispanic Audience Media Plan

The Hispanic Audience Media Plan was developed by a team of advertising experts at
Global Hue Latino and D’expdsito & Partners, leading agencies in their field of work.
The media buy totals $25.5 million and is 35 percent above the Census 2000 levels for
this audience. The plan targets the diverse Hispanic community across the country and
consists of promotional and media materials in Spanish and English across the
following media vehicles:

o TV {(national and local) $10.1
o Radio (national and local) $5.1
o Digital $0.8
o Magazines $0.8
o Newspapers $3.9
o OQut-of-home (outdoor) $2.2
o Non-response-follow-up $2.6

The national advertising buys for the Hispanic audience are expected to reach over 95
percent of this population. Local media buys will provide an additional reach in
specific markets. This additional advertising will reach 66 percent of the Hispanic
population in 18 local TV markets, 81 percent in 38 local radio markets, 56 percent in 11
out-of-home markets, and 95 percent in 99 local print markets,

As with the Black audience plan, Global Hue Latino and D’exp0ésito & Partners were
successful in garnering significant added value totaling $7.5 million. They, too, secured
top-rated radio hosts, commitments from key voices in the Hispanic community, and
content coverage in key print media.

Asian Audience Media Plan
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The Asian Audience Media Plan was developed by a team of advertising experts at the
IW Group, a leading Asian-owned firm. The media buy totals approximately $13.5
million and is 35 percent above the Census 2000 levels for this audience. The plan
targets the Asian audience in the following languages: Chinese Mandarin, Chinese-
Cantonese, Vietnamese, Khmer (Cambodian), Korean, Hmong, Hinglish (Asian Indian),
Laotian, Tagalog (Filipino), Thai, Japanese, Urdu (Pakistani) and Bengali (Bangladeshi).

The Asian audience is the most diverse and multicultural of populations in the U.S.
Almost every audience is composed predominantly of foreign-born immigrants,
speaking different languages, practicing diverse religions, have widely different
immigration patterns and different issues with respect to the government. $13.5 million
is allocated across the following media vehicles:

o TV {National and Local) $3.9
o Radio (National and Local) $1.7
o Digital $1.2
o Print $5.2
o Out-of-Home (outdoor) $1.5

(These Figures include projected media buys for the “non-response-
follow-up” phase. For television, ads will only be in Hinglish,
Khmer, Chinese-Cantonese, Chinese-Mandarin, Tagalog, Japanese,
Korean and Vietnamese.)

Estimated added value for the Asian audience is $2 million.

American Indian/Alaska Native Audience Media Plan

The American Indian/Alaska Native (AI/AN) Media Plan was developed by the media
team at G&G Advertising. The media buy totals $3.7 million. Significant research went
into the development of the media plan with input from obtained from internal and
external stakeholders. Specifics of the American Indian/Alaska Native audience media
plan include:

» Targets the diverse American Indian/Alaska Native populations across the U.S,
and Alaska.

e Allocates a $ 3.7 million paid media buy as follows (figures are estimates):
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o TV (local) $1.4 million
o Radio (national and local) $510,000

o Print (newspapers and magazines) $1 million
o Out-of-home $570,000

o Digital $200,000

¢ The local advertising buys for the AI/AN audience will reach the top markets
with these populations. Below is a list of additional, local market coverage:

21 local TV markets

17 local radio markets, as well as utilizing online radio stations
18 out-of-home markets

24 local print markets

C QO O C

Audience-specific campaigns also are being implemented for the, the Native
Hawaiian/Other Pacific Islander populations, and emerging audiences that include
Arabic, Armenian, Iranian, Polish, Russian, and Ukrainian populations and for Puerto
Rico. We will also advertise in German, French, Greek, Yiddish, Italian and Portuguese.

These targeted campaigns build on the mass campaign that will saturate media outlets
in the months ahead. Taken together, we believe that we have a strategy that will help
us meet the unique challenge of reaching everyone, including hard-to-count
populations with the message that responding to the census is important, simple, and
most of all entirely safe.

Conclusion

As requested, my testimony has focused on the media plan. However, it is important to
understand that this is only one component of our outreach and promotion strategy.
Advertising can increase awareness, but it takes trusted voices to persuade people to
participate in the Census. Over 200,000 Census partners are helping us get the message
out. I know that the Members of this Committee, and the entire Congress, will do the
same.

Mr. Chairman, I am aware that some Members of Congress have received letters from
local media outlets in their districts, questioning the fairness of the amount of money
spent on their outlets. 1 can honestly say that the program was objective and guided by
data on what audiences needed, given their historical behavior on censuses and surveys
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throughout the decade. The media purchase process was transparent and the
requirements for the media outlets were standardized, regardiess of whether it was CBS
or a local newspaper. Not all media outlets in the country will receive contracts, but I
am confident that the messages needed for different audiences are being delivered in
every corner of America in a cost-efficient manner. We are confident that the current
combination of partmership activity, Census in the Schools, public relations, the 2010
Census Web site and paid media is a powerful one for achieving widespread
participation in the 2010 Census. .

Nonetheless, we acknowledge that no plan is perfect, particularly one that must meet
the awesome challenge of reaching everyone in America. That is why we are going to
be completely transparent in our efforts, posting response rates on our website so that
everyone involved in the 2010 Census can track our progress daily throughout the
mailout/mailback period. And we are holding $7.4 million back so that we can target
advertising to areas and populations that are experiencing a particularly low response
rate. We will be monitoring data to ensure that these media dollars, as well as targeted
partnership activities, are applied as effectively as possible in hard-to-count areas. This
is an additional resource at our disposal that we will use to ensure that we are doing
everything possible to include everyone in the 2010 Census.

Chairman Clay, Ranking Member McHenry, and Members of the committee, thank you
again for your time today and for inviting me to discuss the Census Bureau’s
communication plan. Ilook forward to answering any questions you may have.
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Mr. Cray. Thank you, Dr. Groves.
Mr. Tarakajian, you may proceed with your opening statement.

STATEMENT OF JEFF TARAKAJIAN

Mr. TARAKAJIAN. Mr. Chairman, members of the subcommittee,
the entire Team Census 2010 thanks you for the opportunity to be
here today and talk to you about the Integrated Communications
Campaign. Today’s topic, the 2010 Census Communications Con-
tract: The Media Plan in Hard to Count Areas, is our focus for
today. Joining me are members of the team who are experts on the
planning and execution of the media effort for key multicultural
audiences, including hard-to-count areas. Julia Chen from the IW
group is here, along with Bob Smith from DRAFTFCB.

As I have stated in previous testimony, the communication strat-
egies and the budget allocation decisions that we have made have
consistently placed greater emphasis on reaching and motivating
hard-to-count audiences. The budget allocations are disproportion-
ately greater to hard-to-count audiences relative to their population
size, and more emphasis is being placed on hard-to-count audiences
than in the 2000 census.

By way of example, 53 percent of the dollars will go toward what
we call in-culture, in-language advertising, as compared with 46
percent in 2000.

The campaign this time will exist in 11 more languages. That is
28 languages versus 17 in 2000. And with a more diverse popu-
lation than ever, the campaign has been very careful to ensure that
as many linguistically isolated populations as possible are covered
with in-language communications.

Each multicultural audience segment that had advertising in
2000 will have a minimum increase of 35 percent in spending in
2010 over the 2000 levels.

Importantly, the campaign reaches out to hard-to-count audi-
ences beyond multicultural populations. For example, there is a
sponsorship with NASCAR and advertising in NASCAR program-
ming that reaches the important rural audience, a large portion of
which is hard to count.

There will be $6 million spent in online advertising which is tar-
geted to single, unattached mobiles, an audience identified by the
Census Bureau as hard to count.

The campaign also is more locally driven in 2010 than it was in
2000, with 47 percent of the dollars spent on local media versus 34
percent in 2000.

In addition, the national media buys are seen in all local markets
through local broadcast affiliates and national print vehicles that
are distributed locally. So that means that every market will re-
ceive at least 25,000 television ads and over 6,000 radio ads, and
many markets will receive much more as a result of the incremen-
tal emphasis placed on hard-to-count audiences locally.

An unprecedented outreach has been completed to make acces-
sible the opportunity for all media properties to participate in the
2010 media buy. Over 2,500 RFPs have been issued that cover
61,000 media outlets. We don’t know of a campaign that has made
this kind of outreach in the history of our business. Yet we know



25

that media have complained that they didn’t get business, and we
regret that this has happened.

Media buys today have now been completed for the awareness
and motivation phases of the campaign. Still to be purchased are
media for nonresponse followup and, as Dr. Groves said, for the de-
ployment of rapid response reserve funds. So there is at this point
some flexibility remaining to address unforeseen events, to fill gaps
that stakeholders believe need to be filled, and to make any adjust-
ments based on campaign tracking results.

So far those results, as of the middle of February, show that
awareness of Census advertising is already at 72 percent; and that
compares very favorably with 27 percent, which was the number
before ads began. The number is 77 percent for English-speaking
Blacks and 70 percent for English-speaking Hispanics, compared to
the overall number of 72. And intent to participate is also strong
at 87 percent overall, 88 percent for Blacks and 85 percent for His-
panics; and this number continues to increase as we look at the
numbers going forward.

I would be happy to answer any questions that you have. Thank
you.

[The prepared statement of Mr. Tarakajian follows:]
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“The 2010 Census Communications Contract:

The Media Plan in Hard To Count Areas”

Overview of the Integrated Communication Campaign

The 2010 Integrated Communications Campaign (ICC) is a broad-reaching effort
that includes a widespread network of Partnerships, Public Relations, Paid

Media, Digital Communications, Road Tour Events and Census in Schools.

The goal of the ICC is three fold:
¢ Increase mail back response

s Improve overall accuracy and reduce the differential undercount
among Hard to Count (HTC) audiences

o Improve response cooperation with enumerators
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Every activity of the ICC is aligned with one or all of these goals.

More importantly, the ICC exists to help drive efficiency, accuracy and savings.
For every one percent increase in mail response driven by the ICC, the
Government saves approximately $80 million in enumeration costs. It is likely
that the ICC and Partnership efforts together will increase response rates by as
substantially, resulting in net cost savings for the Government after the costs of

these programs are accounted for.

In addition, the Census Bureau has determined that self-administered survey
response is more accurate than survey response from enumeration. Therefore the
focus of efforts is on driving mail response primarily and secondarily

cooperation with enumerators.

Developing the Integrated Communication Plan

Developing the ICC plan draws upon a vast amount of research including 2000
Census Response Performance, Secondary and Primary research, Advisory
panels, Regional Census Director input, Academic Panels and the business and

audience expertise of many partner agencies that comprise Team Census.

All of this information was considered in the evaluation and budget allocation of
many communication components:
. Partnerships and costs associated with the design and activation of
this effort including educational materials and millions of promotional
items
L Public Relations and costs associated with Public Relation Support

materials, events and information distribution
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. Advertising and Paid Media and costs associated with the
development of advertising materials in 28 languages and media
placement costs across 2,300+ media outlets

. Census in Schools and costs associated with the design and
activation of the program in every school in the US.A

. Digital Communications and costs associated with website design,
online creative development as well as media placement costs

. Portrait of America Road Tour and costs associated with design

and activation of a 13 vehicle program

Focusing on HTC Audiences

Communication Strategies and budget allocation decisions placed greater
emphasis on reaching and motivating HTC audiences. Budget allocations are
disproportionately greater to HTC audiences relative to their population size and

more emphasis is being placed on HTC audiences than in 2000 Census.

This strategic approach led to the greatest allocation of 2010 total Census
promotional dollars to Partnership efforts to ignite a vast network of influencers,

trusted voices and community leaders within HTC neighborhoods.

The second most significant a significant investment is the $133M (current
budget as of 2.10.10) allocated to Paid Media efforts. While intended to reach
everyone living in America, the emphasis has been placed against HTC
audiences. Some key highlights of Paid Media spending allocation are:
. More dollars overall and as a percentage of the total are allocated to
HTC audiences versus the 2000 Census. Specifically, 54% of paid media
budget is allocated to Ethnic Audiences vs 47% in 2000.
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o Investments among the Black, Hispanic, Asian and Native
American audiences are 35% greater than in 2000 while the Diverse Mass

Paid Media effort has been increased by only 5%.

Developing the Paid Media Plan To Emphasize HTC Audiences

The development of 2010 Census Paid Media plans was steeped in research.
More than 20 different sources were incorporated including tract-level
demographic, socioeconomic and housing data from Census 2000 and the
resulting segmentation of that data, referred to as the Clusters. The HTC
Clusters developed from 2000 Census data served as a road map for allocating

paid media budgets and evaluating paid media.

Census tracts were grouped into eight clusters with similar characteristics
including housing vacancy, home ownership (tenure), housing structure (Multi-
unit or single unit), marital status, education (percent who have not completed
high school)}, poverty, public assistance, unemployrhent level, crowded housing
units, lack of telephone, linguistic isolation and housing turnover (in-and-out
movers). These characteristics were used, as they have been in previous
Decennials, to construct a “Hard-to-Count” score for Census tracts. HTC scores

have been shown to be highly correlated with mail return rates.

The Paid Media budget allocation model was developed to invest relative to the
difficulty of the HTC challenge. Considering each of the four hardest-to-count
clusters skews toward ethnic audience segments, 54% of dollars are directed to

ethnic audience plans delivering in-language and in-culture messaging.

To ensure the campaign reaches these ethnic audiences and works to reduce the
differential undercount of these HTC groups, the campaign must first address

these groups’ language needs.
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The Paid Media Campaign will appear in 28 languages. Fourteen were added
with the incremental funding the campaign received from the American
Recovery and Reinvestment Act. The criteria for selecting the languages to be
included in the campaign were:
¢ The size of the population reliant on in-language communications,
determined using a “linguistic isolation” measure

o The availability of in-language media vehicles to reach these populations

Because many of these groups include recent immigrants with little or no
understanding of the Census, and who may or may not have had censuses in
their native countries, it is crucial the campaign speak to them in their own

tongue, via their trusted in-language media properties.

The remaining 46% of Paid Media dollars have been allocated to the Diverse
Mass media plan, charged with reaching all US residents who consume English
language media. For comparison, in 2000, 47% of dollars were invested in ethnic
audience plans versus 53% of Paid Media dollars allocated to the Diverse Mass

campaign.

The Paid Media Plan encompasses all media types and is skewed towards those
segments of the population that are considered hard to count. The media habits
and interests of these population groups drive when and where media will be
purchased. Paid media will be purchased within the following media channels:

¢ Television

e Radio

¢ Online (banner ads, social, search)

¢ Outdoor (Including Transit)

¢ Print (Magazines and Newspapers)
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The Paid Media Campaign will be among the most robust efforts in the
marketplace during our marketing window. This is justified for several reasons:
o Unlike virtually all other campaigns that are targeted to specific
population or user segments, the Census Campaign must reach everyone
+ Itis conducted only every ten years. Therefore awareness and familiarity
decay between the decennials and must be rekindled every decade.
¢ It has a short window of performance.. .its intent is to drive participation

not build brands over time like most commercial campaigns.

The campaign will include over 25,000 television spots and 6,000 radio spots in
every media market across the country. Census messaging will be seen in
programming from American Idol to Zee TV, from BET Honors to March Madness

and Sabado Gigante.

The combination of both national media and local media are essential for
delivering the goals of the campaign. National media provides consistent
coverage across all markets and offers the best pricing efficiency. For

example, there is a significant premium to buy local TV in programming that can
be purchased nationally. Local media allocations provide emphasis of HTC
populations while capitalizing on media that are only available on a local basis.

This is especially true of media that is heavily consumed by ethnic audiences.

In the case of the Hispanic audience, it is critical to purchase national media as
some markets can only receive the message from a national buy (markets that

cannot be purchased at the local level).

Through our evaluations across all audiences, we arrived at a balanced allocation

between national and local media to deliver the benefits of national impact with
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local contact. The efficiency threshold for purchasing local media is 40% - 50% of

the population, after which it is more efficient to purchase on a national level.

Planning and Buying Evaluation Criteria
Multiple quantitative and qualitative factors were used to identify the
appropriate environments for the message. Evaluation criteria included:
. Right Target: Media vehicles that effectively reaches the target
audience
. Appropriate Content: Media environments that provide
appropriate content for the message
. Cost & Value: High cost efficiencies and out of pocket investments
that justify the buy
. Added Value: Strong added value proposals that further
maximize the investment
. Small Business and/or Minority Ownership: special
considerations (as related to pricing efficiencies) may be given to small
and/or minority owned businesses.
. Terms & Conditions: Agreement on terms and conditions of doing
business (i.e. content appropriateness, proof of performance, U.S.

Taxpayer ID, etc).

Managing the Sub-Contracting Process: Media Planning and Buving

DraftFCB, as the prime contractor for the 2010 Census, has oversight over the
sub-contractors that are involved in the campaign. These agencies were selected

against the following primary criteria:

1) Proven expertise to reach a particular audience segment
2) Capabilities (past/similar experience) to handle a campaign of this

level of complexity
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3) Small business status. Of the eight agencies sub-contracted to
handle the media planning and buying, four are small businesses

(G&G, Plum, Allied Media Group and d’exposito).

DraftFCB worked with each agency in tandem to develop all aspects of the
campaign including strategy, creative ideas, messaging and media channels.
In comparison to 2000, the 2010 effort has been highly collaborative. Ideas
that arose in work done for one audience have ignited messaging, creative

and media ideas employed throughout all audiences.

Specifically on the media planning and buying front, DraftFCB established a
process to ensure “one voice” to the Census Bureau and the paid media
community. DraftFCB took the lead in establishing several processes that
were followed by each agency partner, upon approval by Census Bureau.

Examples of these processes include, but are not limited to:

1) Purchasing Procedures: establishing the overall process including buying
strategies, Request for Proposal (RFP) for media vendors, potential
evaluation criteria of vendors and how buys would be monitored and

stewarded.

Prior to issuance to the partner agencies, Census Acquisitions and 2010

Publicity Offices approved this document.

2) Media Vendor Request for Proposals: issued to vendors that were
considered to receive a paid media buy. Information included
background information on the Census, campaign objectives, target

audiences, requirements to do business with Census (U.S. Taxpayer 1D,
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content appropriateness guidelines), evaluation criteria, what we were

asking of them and submission deadlines.

Prior to issuance to the partner agencies and media vendors, Census
Acquisitions and the 2010 Publicity Office approved an overall template of
this document. Each partner agency was given the option to use the exact

document or customize for their audience (i.e. translate to Spanish).

Billing Process and Payments: detail of the invoicing process between

each media vendor, partner agency, DraftFCB and Census.

Prior to issuance to the pariner agencies, Census Acquisitions and 2010

Publicity Offices approved this document.

Media Plans and Buys: DraftFCB worked closely with the partner
agencies prior to the development of the media plans in prioritizing local
markets for additional emphasis, identifying budget gaps that led to
incremental funding from ARRA, start dates of advertising and ensuring

that the overall strategy met the three key Campaign objectives.

DraftFCB also instituted a weekly media-only status call that included all

partner agencies to ensure all were following the same process.

All media plans and buys were submitted to DraftFCB where they were

integrated prior to presenting to Census. This allowed for a seamless

integration of the presentation and insurance that the overall plans and buys

laddered up to the media objectives.

Specific recommendations made by the partner agencies such as the media

mix, magazine list, or television station, reflected their expertise in reaching
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their respective audiences. DraftFCB relied on this expertise to develop the

best plan and buy to deliver against the objectives.

In 2009, additional small and small disadvantaged businesses were selected
in competitive process to purchase selected media types by DraftFCB, Global
Hue and Global Hue Latino. These include Penn, Good & Associates, Valpos

Media and Voices, Inc.

Penn, Good & Associates, a small minority-owned firm in Washington, DC,
was awarded the contract to purchase and place the $30M Diverse Mass
national television buy. They were successfully mentored in the buying
process and conducted the negotiations and purchase of media, securing rates
that were competitive in the marketplace. They will be able to leverage their

experience from the 2010 Census to acquire additional business.

DraftFCB closely managed the buying team at Penn, Good & Associates and
was involved in all aspects of the buy including multi-media negotiations and

providing authorization to purchase (upon approval from Census Bureau).

Census Bureau Oversight on Paid Media Campaign

The combined audiences media plans and buys were presented to the Census
Bureau in several meetings over the course of 2009. The Census Bureau had
several opportunities to review, question, modify and approve/disapprove
any aspect of the plan or buy. As specified contractually, DraftFCB and its
partner agencies could not move forward without a written acceptance of the

media plans and buys from the Census Publicity Office.

Each agency presented its respective audience plans and buys to Census
(Publicity Office, Public Information Office, Acquisitions, Operations and
Regional Directors) at DraftFCB’s offices. The Publicity and Acquisitions

Offices were provided with (2) hard copies of the presentations where they
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had the opportunity to review and provide feedback beyond the day of the
presentations. The standard timeline for review and approvals was two

weeks after the presentation date.

DraftFCB received feedback from Census Publicity Office across audiencé
plans or buys. Each partner agency provided that feedback directly to
DraftFCB who coordinated providing one response to Census. If that
feedback consisted of a change to a plan or buy, the agency responsible
would make that change or provide additional rationale. Once the Census
Bureau received and was satisfied with the response to their questions or
concerns, DraftFCB would receive written approval to move forward with

executing the plan or buy.

Detailed Information for the 2010 Census Media Buys

A number of detailed spreadsheets are provided to enable detailed answers to

the questions concerning media spending on a local geographic basis and

minority ownership of media properties.

o A detailed excel spreadsheet is provided for activity across all

audiences, across all media types, in all states.

. A spreadsheet of currently planned expenditures by media market
is also provided. Note that incremental Paid Media Activity will likely
occur as the Census Bureau deploys funds from Rapid Response and

Management Reserves. These investments will be made based upon

tracking data and stakeholder observations indicating that remedial action

is needed to facilitate participation.
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. A spreadsheet of planned advertising via minority owned media is
also provided. Please note that not all media are currently classified as
“minority owned” as this was not a requirement in the identification
process. We have developed a list based on media outlets that have “self
certified” as minority owned. It is likely more media in the Campaign may

be minority-owned than indicated.

Regarding Golden Globes and Event Media

The Campaign launched on Sunday night, January 17t across 15 different TV
networks including CBS, MTV and ESPN. The Diverse Mass Campaign will
ultimately air over 5,000 TV spots across 32 networks during January through
April, 2010. TV currently represents 56% of this effort that also includes radio,

online media, newspaper, magazines and outdoor media.

While Diverse Mass plan is charged with reaching all individuals who consumer
English language media (approximately 85% U.S.), media decisions also skewed
toward HTC audiences. This approach has led to TV Programming that
includes:
- A multi-million dollar partnership with Turner Broadcasting that
includes an association with Tyler Perry’s House of Payne (a top rated show
among the black audience) and the new George Lopez talk show that has
broad appeal to the Hispanic community. Talent from both these
programs will promote the 2010 Census and will air creative developed by
Global Hue and Global Hue Latino for the Black and Hispanic market but

is funded out of the Diverse Mass buy.
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- A presence in many diverse programs including American ldol, CSI:
Miami, Sporiscenter, Heroes, The Biggest Loser and America’s Funniest Home
Videos.
In addition, creative developed for other audiences such as Black and Hispanic
will be rotated within the Diverse Mass media buy (in English). While Diverse
Mass creative was tested among Blacks, English-speaking Hispanics and English-
speaking Asians and found to be effective, the additional rotation of creative
specifically developed by in-culture experts will add increased relevance to the

messaging.

Almost half (44%) of the dollars will be allocated to non-television media,
including many initiatives to reach all individuals and emphasizing HTC
audiences:
- Outdoor advertising inside buses and trains, posters in bus
shelters, video messages in grocery store and gas station TVs.
- Sunday magazines, American Profile, USA Weekend and Parade, with
an effort this past Sunday which reached over 60 million homes.
- Magazines including Oprah and People that will extend our message
with “advertorials” on bi-racial couples/ persons.
- NASCAR Sprint Cup Series Sponsorship - co-branded car (with
3M) of the #16 race car driven by Greg Biffle. The car will race in (3) races
in the key Motivation timeframe: Atlanta (3/7), Bristol (3/21) and
Martinsville (3/28).

The one :30 TV spot on the Golden Globes is part of bigger and broader ranging
$10.1MM package with NBC. Additionally, the show over delivered its projected
audience by 10% vs. 2009. It is also heavily viewed by two of our more
challenging HTC clusters, All Around Average II (a lower income cluster) and

Single Unattached Mobiles (a younger skewing cluster).
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In terms of other large scale events, our plan will include:
- The Winter Olympics, an incredibly patriotic environment to
promote the 2010 Census. We have secured three athletes to do PSAs
including Jennifer Rodriguez, Julie Chu and Ben Agosto.
- March Madness will be the largest event during our Motivation
period that has tremendous appeal across cultures. We have secured the
announcers to promote the 2010 Census during the actual mailing weeks.
- The NAACP Image Awards which may include a 2010 Census
mention during the broadcast
- The Super Bowl which is the largest television event reaching
almost 40% of adults in an environment where the ads are as celebrated as
the game itself
- BET Honors
- Celebration of Gospel
- Hip Hop Awards
- Rip the Runway
- Soul Train Music Awards

- Stellar Awards
The goal of securing Specials is that they attract larger audiences relative to
regularly scheduled programs. In the fragmented TV landscape, it is more

challenging to reach a large audience with any one single program

Additional Media Information for Diverse Mass Plan




40

The Diverse Mass Audience Paid Media Plan was developed by a team of
advertising experts at Draftfcb in New York City. The media buy totals $60.8
million and is designed to reach everyone in the U.S who consumes media in
English, approximately 84 percent of the population. Significant research went
into the development of the plan and input was obtained from internal and

external stakeholders.

Allocates a $60.8 million media buy as follows (figures below are estimates and

in millions):

o TV (national and local):  $35.2
o Radio (national and local): $2.9

o) Magazines: $2.3
o Newspapers: $32
o Out-of-home: $5.8
o Digital: $6.0
o Non-response-follow-up: $5.4

The national advertising buys for the Diverse Mass audience will reach 97% + of
the population, covering every media market. Furthermore local media buys
will provide additional frequency of the same message, further bolstering the
impact of the national buy. Below is a list of local markets that will receive a
local overlay:

o 25 local TV markets

o 25 local radio markets
o 25 out-of-home (outdoor) markets
o 47 local print markets

Additional Information for Reference
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DraftFCB negotiated over $9 million in added value from vendors
DraftFCB issued 124 Request for Proposals (RFP) that represented thousands
of outlets as one RFP may encompass more than one outlet
DraftFCB secured 15+ high profile talent including Greg Biffle, Danny Pino
and James Brown to connect with a diverse mass audience. The goal is
twofold:
¢ Engage viewers with celebrities they consider a “trusted voice” in
their community
¢ Deliver message co-branded with a program as a reinforcement of
the commercial. Examples of talent include:
. James Brown will be doing (2) live reads in NFL Today, prior
to the Super Bowl
. George Lopez will do (2) custom segments in his talk show,
Lopez Tonight
o Talent from CBS programs have recorded 10-second
messages that will air on CBS. Examples of talent include Danny
Pino (Cold Case), Hamish Linklater (New Adventures of Old
Christine), Robert David Hall (CSI)
. Cast members from TBS" House of Payne will record a 30-
second message customized for the Census to appeal to the Black
Audience.
. NBC recorded three Winter Olympic Athletes in PSAs that
will air throughout NBC networks including NBC, USA, CNBC.
Athletes include Julie Chu, Ben Agosto and Jennifer Rodriguez.
. During the NCAA Men’s Basketball games in March, CBS
Sports Broadcasters will do live reads for Census
¢ MTV Networks is developing a 30-second PSA focused on

advocacy for the Census to engage the younger age groups
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. Secured Greg Biffle to do a PSA to appeal to the NASCAR
audience

. Nickelodeon will develop a PSA featuring beloved character,
Dora the Explorer, aimed at ensuring young children are counted

in the 2010 Census

Television
* 5,000+ spots airing in every local market

¢ Additional 1,600+ spots total airing across 25 HTC local markets

Radio
s 2,300 spots clearing on 740 stations across the U.S. Totality of schedule
will reach every local market.
¢ Additional 7,540 spots total clearing on 68 radio stations in the 25 local
HTC markets

Print
o Three ads each (9 total) in American Profile, Parade and USA Weekend that
will be distributed in 2,520 newspapers.
» A total of 27 ads across eight national magazines such as People, Oprah,
Better Homes & Gardens and Parents that will run in every local market
s A total of 336 ads that will run across 112 local daily and community

newspapers in 47 markets

Outdoor
+ Total of 8,000 postings in the motivation phase that will be viewed on a
daily basis in 25 HTC local markets.

¢ Projected total impressions of more than 2 Billion
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Note: Specific Information on the Black and Hispanic Audience Plans will be
found in testimony from Ms. Robbyn Ennis of GlobalHue and Mr. Nelson

Garcia from GlobalHue Latino.

Asian Audience Media Plan Specifics and Key Activities

The Asian Audience Media Plan was developed by a team of advertising experts
at the IW Group, a leading Asian-owned firm. The media buy totals
approximately $13.5 million and is 35% above the Census 2000 levels for this
audience. Significant research went into the development of the plan and input

was obtained from internal and external stakeholders.

Targets the Asian audience in the following languages (and corresponding
audiences when noted): Chinese Mandarin, Chinese-Cantonese, Vietnamese, .
Khmer (Cambodian), Korean, Hmong, Hinglish (Asian Indian), Laotian, Tagalog
(Filipino), Thai, Japanese, Urdu (Pakistani) and Bengali (Bangladeshi)

The Asian audience is the most diverse and multicultural of populations in the
U.S. Almost every audience is composed predominantly of foreign-born

immigrants, speaking different languages, practicing diverse religions, have
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widely different immigration patterns and different issues with respect tot the

government,

Allocates a $13.5 million paid media buy as follows (figures are estimates and in

millions):*

TV (National/regional and Local) $3.9
Radio (National/regional and Local) $1.7

Digital $1.2
Print $5.2
Out-of-Home (outdoor) $1.5

*Figures include projected media buys for the “non-response-follow-up”

phase

The extensive, multi-media advertising buys for the Asian audience will reach all
of the top markets where these audiences reside. In additional to significant
regional and national media coverage, there is incremental local advertising to

extend reach. Below is a list indicating coverage for each media type:

s TV:National/regional and between 4 and 9 local markets depending on
audience

s Print: National/regional and between 1 and 19 local markets depending on
audience

» Radio: National/regional and between 2 and 8 local markets depending on
audience

* Out-of-Home: Between 3 and 9 local markets depending on audience
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Given the complexity of the audience and an extremely diverse media landscape,
effective communications for the 2010 Census has to be an integrated media and
outreach plan executed in-culture and in-language for each of the individual

audiences.

An integrated multi-platform media strategy is essential because a high
percentage of immigrants in the Asian community require a longer period of
education to understand the purpose and benefits of participating in the U.S.

Census.

Additional Information for Reference

¢ Estimated added value (bonus, mentions, editorial coverage, public

service announcement, etc) of the media buy is $2 million.

¢ For the Asian media plan, more than 750 RFPs were issued.
o Television Stats
o 7,200+ spots airing in every local market

o Additional 13,900+ spots total airing on 100+

stations/ programming across 15 local markets
¢ Radio Stats

o 19,721 spots total clearing on 80+ radio stations/ programming in

16 local markets
e Print Stats

o A total of 4,217 insertions that will run across 350+ local daily and

community newspapers in 35 local markets
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¢ Qutdoor Stats

o Total of 2,693 bulletins/ posters/ transit shelters/lighting panels

that will be viewed daily by the Asian audience in 18 local markets

AY/AN Audience Paid Media Plan Specifics and Key Activities

The American Indian/ Alaska Naive Media Plan was developed by the media
team at G&G Advertising. The media buy totals $3.7 million. Significant
research went into the development of the plan and input was obtained from

internal and external citizens and stakeholders.

Targets the American Indian/ Alaska Native populations across the U.S. and
Alaska.

Allocates a $3.7 million paid media buy as follows (figures are estimates and in

millions):

o TV (local) $1.4
o Radio (national and local) $0.5
o Print (newspapers and magazines) $1.0
o Out-of-home $0.6
o Digital $0.2

The local advertising buys for the AI/ AN audience will reach the top markets

with these populations. Below is a list of additional, local market coverage:

o 21 local TV markets- with 4,500 plus spots airing.
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e 17 local radio markets, as well as utilizing online radio stations with over
15,000 spots airing.
¢ 18 out-of-home markets with 284 billboards

¢ 24 local print markets with over 600 print ads

Approximately 300 REPs were issued representing various media outlets.

Key significant voices lending their support to the 2010 Census are:

o) Dr. Jim Davis
o Gloria O'Neil
o Carmen Taylor

There will be advertising in nearly 86 audience newspapers and magazines
across the country. As an added value, they will offer editorial coverage on the

2010 Census.

NHPI Audience Paid Media Plan Specifics and Key Activities ~

The Native Hawaiian/Other Pacific Islander Media Plan was developed by the
media team at G&G Advertising. The media buy totals $1.1 million. Significant
research went into the development of the Native Hawaiian/Other Pacific
Islander plan and input was obtained from internal and external citizens and

stakeholders. Specifics of the audience media plan include:

Targets the Native Hawalian/ Pacific Islander populations across the U.S. and

Hawaii.

Allocates a $1.1 million paid media buy as follows (figures are estimates and in

millions):
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o TV (local) $0.4
o Radio {(national and local) $0.2
o Print (newspapers and magazines) $0.3
) Out-of-home $0.1
o Digital $0.1

The local advertising buys for the NHPI audience will reach the top markets with

these populations. Below is a list of additional, local market coverage:

¢ - 4 Jocal TV markets- with over 1,000 spots airing.

o 5 local radio markets, as well as utilizing online radio
stations - with over 5,000 spots airing.

s 2 out-of-home markets- 60 plus biliboards

s 8 local print markets- 200 plus insertions
Approximately 150 RFPs were issued to various media outlets.
Key significant voices lending their support to the 2010 Census include Stanaton

Enumato

There will be advertising in nearly 25 audience newspapers and magazines
across the country. As an added value, they will offer editorial coverage on the

2010 Census.
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2010 U.S. CENSUS
TOTAL COUNT OF MINORITY-OWNED* VENDORS ONLY

Vendor Name

20 De Mayo

7 Dias

AAT Television

ABCON MEDIA PR, INC.
ABS-CBN International, Inc.
Absentee Shawnee News
A-Chau Thoi Bao Newspaper
Achei Usa

Ad Mirable

ADELANTE FORWARD{magazine)
Adelante Hispanic Gay Magazine
Africa Channel

Africa Watch

African - American News & Issues - Texas
African American Observer
African Star

African Sun Times

African Trumpet

African Weekender

Afro American

AIMTV

Ak-Chin O'odham Runner

Akhon Samoy

Al Dia en America

Al Meezan

Al Mizaane

ALFA ROCK/WCAD RADIO
Alianza Metropolitan News

Ame Dori- American Dream Publishing
Amedori.net

America Hoy (Formerly Argentina Hoy)
American Chinese Times
American Legacy

Armerican Urban Radio
Amsterdam News

Angkor Borei News
Anishinaabeg Today

Apsaalooke Nations

Arab Horizon

Arizona Bilingual Magazine
Arizona Informant

Arizona Native Scene
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Arriba Art & Business

Asia Today

Asian American Peoples Journal (AAPJ)
Asian Journal - LA

Asian Pacific News

Asian Real Estate

Asian Weekly

asianjournal.com

Atlanta Daily World

Atlanta Latino

Atlanta Times

ATV USA

Au-Authm Action News

Audrey Magazine

Austin Chinese News

Auto World Weekly/Auto World Magazine
Avance Hispano

Ayllu Times

Azteca

Azteca News

Backchina.com

Baltimore Times

Bangle Patrika

Basta Pinoy News

Bate Papo Magazine

Bay Mills News

Bay Mommy Magazine

Bay Weekly News
B-BILLBOARD CORP

Beauty Times

Beirut Times

BILLBOARD MEDIA GROUP
Binh Minh Radio/ KVVN 1430 AM
Black Enterprise

Black Star News

Blogue Latino Americano De Prensa - ElExito
Bohemio News

Bois Forte News

Boston Chinese News

Boston Korea

Bostonkorea.com

Brazil Today

Bridge Magazine

Bridge USA (KALI FM 106.3)
bridgeusa.com .

Brite Media Group

Buena Suerte (10 zones)
Buenos Dias Nebraska

But Viet

CABLE ACCESS MEDIA
CADENA ESTEREOTEMPO / SBS
Cafe - Latino Lifestyle Magazine
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Cal Marketing & Promotion Group {Outdoor, In Store)
Cali Today

California Examiner - LA

California Journal

California Nevada

California Voice/Sun Reporter

Call and Post (Cincinnati)

Cam- News

Cambio

Cambodian International TV- Khmer Media
Cape Verdean News

Capital Outlook

Caracol TV

Carib Life Central

CARIBBEAN INTL.NEW CO.(EL VOCERO)
Caribbean Life Newspaper

Caribbean Star News Magazine
Caribbean Sun

Caribbean Today

Carolina Peacemaker

Carolina Times

Catholic Times

CCYP.com

Central City Productions

Central Florida's Spotlight

Centro Mi Diario

Char-Koosta News

Charleston Chornicle

Chas | Podii

Chdaily.com (Christianitydaily.com)
Cheyenne Arapaho Bulletin

Chicago China News & Digest (CCND)
Chicago Chinese News

Chicago Citizen - Southeast

Chicago Defender

Chicago Deportivo

Chicago Radio Korea/ WKTA 1330 AM
Chicago Shimpo

Chickasaw Times

China Journal Chicago

China Press - LA

Chinese American Voice

Chinese Daily News - Pearl Sea Inc.
Chinese Info Net/ KXYZ 1320 AM
Chinese LA Daily News/ Zong Guo Daily News
Chinese Radio Network WCBS/WGBB
Chinese Seattle News

Chosun Daily - Atlanta

Christian Herald USA

Christian Newsweek

Christianherald Radio / KFOX 1650 AM
Christianherald.com



52

Christianity Daily

City News

Club Deportes

CNY Latino

Colorado Chinese News
Colorado Times

Colorado Tre Magazine
Columbus Times

Compton Bulletin

Conexion Hispana

Contacto Magazine
Continental News

COOP PRENSA UNIDA DBA PUERTO RICO DAILY SUN
Crusader News Group

CTI Zhong Tian- Boston

Daily Sports Seoul New York
Daily Sun New York

Dallas Chinese News

Dallas Post Tribune

Dallas Weekly

Dan Quyen Newspaper
Darpan

DE TODO CAROLINA
Defining Trends (formerly Dominican Times News)
Denver Weekly News

DEP Weekly Magazine

Diario de Mexico

DIMENSION 103.3

Doi Nay Newspaper

Doral News (Formerly Ciudad Doral)
Dos Mundos

DUENO SHOWTIME PR INC
Dunya Radio/ WUST 1120 AM
Duo Wei Times - PA

East Entertainment Magazine — SF
East Side Daily News

East St. Louis Monitor

East Texas Review

Eastern Group Publications (11 publications)
ebc radio

Ebony

Ecuavisa

EDI-TSTV

EDI City Magazine

ED! Radio - AM1370

El Aguila

El Amanecer

El Aviso

Ei Barrio News

El Bilingue

E! Canillita

El Central
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El Clarin

El Clasificado

El Colombiano

El Colusa News

El Comercio

El Conquistador

El Correo de Queens

El Dia

El Diario de El Paso / El Diario de Juarez (Combo)
El Eco De Virginia

El Editor (Lubbock)

El Especial

El Especialitc (13 Zones)
EL EXPRESO DE PR
El Extra

El Gigante Hispano

El Gram

El Heraldo Hispano

El Heraldo News

El Hispanic News

El Hispano

El Hispano News

El Hispano Para Todos
EL HORIZONTE

El Imparcial

El Informador

El Informador Del Valle
El informador Hispano
El Latino

El Latino American

El Latino Semanal

El Lider USA

El Manana

El Mensajero

El Mexicano

El Migrante Ecuatoriano
El Mundo

El Mundo Latino

El Nacional

El Norte de Austin

El Nuevo Coqui

El Nuevo Georgia (Formerly - Georgia Latino News - La Voz de! Pueblo)
El Observador

El Panamericano

El Paracaidista

EL PERIODICO INC

El Popular - Bakersfield Edition
E! Progreso Hispano (newspaper)
El Puente

Ef REGIONAL

El Reportero

El Salvador Dia a Dia
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El Semanario

El Semanario Accion

El Semanario-The Weekly issue

El Sol

El Tecolote

El Tiempo

EL TODO

E! Venezolano - Orlando

EL VISITANTE INC

El Vocero De Puerto Rico (NY Edition)
El Vocero Hispano

ENCUENTRO CHRISTIAN NET ( Encuentrovision)
Enjoy Magazine

Enlace

Enlace Latino

Estadio

Estrella TV

Everybody's

EXPRESION

Extra - Two languages Una Voz
Family Radio / WDCT 1310 AM
FIDELITY RADIO / WFID-FM

Fil-Am Courier

FilAm Star

Filipinas Magazine

Filipino American Bulletin

Filipino American Herald

Filipino American Radio/ KLFE 1590 AM
Filipino Reporter

Filipino Style

Filipino Times

Florida Courier-Central Florida Edition
Florida Sentinel Bulliten

Florida Star News

Florida Sun Magazine

Florida's Caribbean Sun Newspaper
Fort Belknap News

fujisan.com ]
Fujisankei Communications Int'l (WRNN)
Futbol De Primera

Gente Latina Magazine

Georgia Informer

Gila River News

Global Chinese Times

Globe - COMBO

GLR/Focus 360

Golf Champion Korea

Golf Guide USA

Google Ad Network Korean .
Gospel Music Channel

Grand Traverse Band News
Greater Diversity News
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Haiti Liberte

Haiti Progress

Han Mi Cable

Hanin News

Hawaii Chinese News

Hawaii Filipino Chronicle
Hawaii Herald

Hawaii Hochi

Hawaii Pacific Press

Hays Newsletter

HBCU Connect

Hispania News(newspaper)
Hispanic Business

Hispanic MPM

Hispanic News Service (HNS)
HispanicAd.com

Hispano De Tulsa (newspaper)
Hmong American Broadcasting - KQEQ 1210 AM
Hmong Minnesota Radio
Hmong Times

Hmong Today

Hmong Wisconsin Radio

Hoa Thinh Don Viet Bao

Hoi Nguoi Viet Cao Nien

Hola America Newspaper

Hola Amigos

Hola Networks

Hola Noticia (Formerly Hola News)
Home Real Estate

Hon Viet - Direct TV (sister company with Little Saigon Radio)
Horizontes News

Houston Defender

Houston Forward Times
Houston Style

Humdesi Radio

IAVC-Seattle

Idaho Unido

ldentidad Latina

IEM Magazine

IGLESIA CATOLICA ROMANA (Teleoro)
iKahan Media

IMPACT MEDIA CORP
Impacto Latin News

Impre Media

Impulso de Oaxaca

In Language Radio / KVTO 1400 AM
India Bulletin

India Currents

India Journal- SF/ LA

India Tribune

India West

Indian Time Newspaper
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Indianapolis Recorder
InfoKorean

Inquirer.net

Inquiring News

Insight News

International Daily News - LA
Iroha (Japanese Community Newspaper)
IS Plus

ITV - KTBU 55.5 (24hrs)
Jackson Advocate

Jackson Free Press
Jacksonville Free Press
Jamaicans.com

Jambalaya News

Japan Up Magazine

Japanese Daily Sun (Nikkan San)-Hawaii
JBC Radio Atlanta / WBBC 1310 AM
Jet

Jhankar 1550am

Jicarilla Chieftain

Joliet Times Weekly
Joyseattie.com

JSTV (Christian Broadcasting Co.)
Ka Leo Hawaii

KAATFM

Kairali Magazine

Kalamalama

KALI FM

Kalihwishaks

Kansas City Call

Kansas City Chinese Journal
Kansas City Hispanic News
Kaput Media Inc (ENDI.COM,PRIMERA HORA.COM)
KAZATV

KBBUFM

KBC TV Ch.41

KBFB-FM

KBFD TV

KBLX-FM

KBMGFM

KBOCFM

KBS America

KBTT-FM
KBUEFM/KBUA-FM/KEBN-FM
KCIE

KCMTFM

KCNS Ch. 38 (Sino Network TV)
KCVRFM/KCVRAM

KDDKFM

KDKS-FM

KDLDFM/KDLE-FM

KDUTFM



57

KDYKAM/KDYMAM
Ke Alaka'l
KEDAAM

KEMS TV
KEVTAM

KEYA

KEYHAM
KGDDAM
KGLAAM

Khao Sod USA Newspaper
Khemara Times
KHIZ - Ch 64/ 64.1
KHJ AM

Kidok News USA
KIGS AM

KILI

KINTFM

KIRV 1510
KIWIFM
KJBZFM
KJLH-FM
KJMNFM
KKDA-FM
KKNSFM
KKPSFM
KKRGFM
Klamath News
KLAXFM

KLBS AM
KLESFM
KLMGFM

KLND

KLNZFM
KLOKFM
KLVLAM
KMIQFM
KMIXFM
KMJQ-FM
KMMGFM
KMNAFM
KMPXTV
KMQAAM/KMENFM
KMXXFM

KNDI! Radio - 1270 AM
KNDN-AM
KNORFM
KNRVAM
KNUVAM
KNVOFM
KO-AM TV
Kohniac
KOKA-AM



58

Korea Cultural Journal

Korea Daily - Atlanta

Korea Herald Business
Korea NewsToday

Korea Times - Atlanta

Korea World - Houston
KoreaAM Journal
Koreadaily.com

Korean American Radio/ KVTO 1400 AM
Korean Broadcasting Network (KBN)
Korean Daily News (Korea Daily Tribune)
Korean Journal

Korean Monitor

Korean New York Daily (The New York libo)
Korean Newsweek

Korean Sunday News of LA
Korean Today

Koreana News USA
Koreatimes.com

KPSLFM

KQQKFM/KXGLFM
KQRTFM

KRAYFM

KRCATV

KRCXFM

KRNB-FM

KRNVFM

KROI-FM

KRRNFM
KRZYFM/KRZYAM

KRZZFM

KSEHFM

KSESFM

KSOC-FM

KSQQ FM

KSSBFM
KSSEFM/KSSCFM/KSSDFM
KSTL 690 AM

KTCYFM

KTDOTV

KTEK AM1110
KTIMFM/KJOJFM

KTKTAM

KTLMTV

KTN

KTNN-AM

Ktownlove.com

KTSD

KTSEFM

KTSF - Fuji TV & Japanese Journal
KTTAFM/KBBAFM

KVTO 1400 AM
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KVVAFM/KVDAFM
KWIDFM

KWIPAM

KWIZFM
KWKWAM/KWKUAM
KWRK-FM

KXHT-FM

KXOLFM

KXPA AM 1540
KXPKFM

KXSEFM

KXSMFM

Kyocharo Chicago
KYSEFM

KZJLTV

KZMPAM

KZOO Radio - 1210 AM
KZTAFM/KZMLFM
KZTBFM

KZZAFM

L.A. Watts Times

La Campana

La Cascarita

La Comunidad News

La Conexion

LA CORDILLERA

La Estrella de Nicaragua
La Gaceta

La Guia Familiar

La Informacion

La Isla Magazine

LA MEGA ESTACION / SBS
La Nacion Hispana (La Opinion Hispana)
La Noticia

La Oferta Review

La Ola Latino Americana
La Opinion

LAPERLA

La Prensa

La Semana

La Semana Del Sur (newspaper)
La Subasta Dallas (Forced Combo Central Editions)
La Tribuna Hispana USA
L.a Ultima Hora

La Vision

La Voz

La Voz Hispana

La Voz Latina

La Voz Libre

LA X T WXYX-FM

Lady Central 21 - LA Edition
Lahaina News
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Lang Magazine

LareDos

Latin Opinion

Latino

Latino Broadcasting Radio

Latino Midwest News

Latino News

Latino Perspective

Latino Press

Latino Times

Latino Transit Services

Latino Usa

Latinos Unidos

LATV

Lawndale Group News

Lighthouse Magazine

Little Saigon Radio - Houston/ KYND AM 1520 & KJOJ AM 880
Little Saigon TV Network Inc (UHF44.4)
Los Andes '
Los Angeles Sentinel

Los Angeles Wave Pub

Los Tiempos USA

LTML

Mach Song Monthly

Mach Song Radio Atlanta FMSCA 90.1
MAGIC / WIDI

Manila Mail - NY/NJ

Manila US Times

Mas New Mexico

Mas Que TV

MBC America

Media Korea, Inc. MKTV

MEDIA POWER GROUP ( Radio Isla-WSKN)
Meest Ukrainian

MEGA TV

Memphis Silver-Star News
Menominee Nation News

Mercado de Dinero

Mercado Latino

Metro Chinese HD Broadcasting (aka: Chung Wah Commercial Broadcasting)
Metro Chinese Weekly
MetropagesJdapan.com

Mexicanal

Mi Gente

Mi Raza

Michigan Arab Times

Michigan Chronicle

Michigan Citizen

Michigan Front Page

Midweek Balita

MidWest Viet Bao

Milwaukee Community Joumnal
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Ming Pao (NY) Free Daily
Miniondas / Farandula USA Combo
Mirada Magazine

MissyUSA.com

Mo Magazine

Mobile Beacon

Mobile Media USA

Mohican News

Moiokai Dispatch

Molokai Advertiser News
Momento Brasileiro

Momentos 60

Montgomery's Westside Weekly
MSG RADIO INC- DBA TOCA DE TO
Mshale

Multicultural Radio KEST AM 1450
Multicultural Radio/KSJX AM 1500
Multicultural Radio/KXPA AM 1540
Mundo Hispano

Mundo Latino

M-Weekly Magazine - NY

NATTV

National Geographic Korean
Native American Journal

Native Montana

Native Sun

Native Voice One

Navajo Hopi Observer.com
Navajo Times

Navajo-Hopi Observer

Naver.com

Networks Asia - KAZN / KAHZ
Nevada Examiner

New Asian Weekly

New Journal & Guide

NEW LIFE BROADCASTING INC ( NUEVA VIDA)
New Orleans Data News Weekly
New Pittsburgh Courier

New York Awam

New York Beacon

New York Daily Challenge

New York Journal

New York Radio Korea/WWRU 1660 AM
New York Seikatsu Press
New/Nueva Opinion

News for Chinese

News From Indian Country

News From Indian Country.com
News Gram

News Korea Texas

Next Weekly

Ngay Nay
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NGC/KBNC TV

Nguoi Viet

Nguoiviet.com

Nichi Bei Weekly

Nikkei US Edition

North American Post (Hokubei Hochi)
North Lawndale Community News
NOTIUNO

Noticia Hispanoamericana

Noticias Libres

Noticiero Colombiano Hispano
Novedades News

NTB on KXLA

NTD TV-LA

NTN 24

Nuestro Detroit

Nuevas Raices

Nuevo Siglo

Nuevos Ecos

NVR/ AM 1180

NY Al Dia

NY Carib News

NY Thai Newspaper

Ohio Chinese American News/ Ohio Taiwanese American News
Ojibwe News

Oneida Dispatch

Opinion Bilingual Kansas Newspapers
Oportunidades

Orale Que Chisme

Orlando Advocate/Central Florida Courier
Osage Tribal News

Osceola Star

Our Weekly LA

Pacific Times

Paisano News

Pakistan Chronicle

Pakistan Journal

Pakistan Link (PL Publications LLC)
Pakistan News

Pakistan Times

Pakistan Today

Pakistan Voice Weekly

Pakistani Post

Panorama

Para Todos

Payam-E-Ashena

PERIODICO EL NORTE
PERIODICO EL ORIENTAL
PERIODICO OPINION
PERIODICO VISION INC

Pezhvak of Persia .
Phitadelphia Asian News- Tuan Bao
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Philadelphia Observer
Philakorea.com

Philippine Headlines

Philippine Mabuhay News

Philippine News

Philippine Times

Philippines Today-SD

Phoenix TV- LA

Phu Nu Magazine

Pinoy News Magazine

Pittsburgh Patrika

Planet Philippines

Portland Chinese Times

Post News Group COMBO
PostlLatino

Pow wows.com

POWER ADS CORP

PR OUTDOOR MEDIA

Precinct Reporter Group

Prensa Hispana

PRIMERA HORA

Providence En Espanol

Que Hong Television (QHTV KAXT 22.2)
Que Huong Radio/ KZSJ AM 1500 & AM 1120
Que Pasa Latino Communications-Raleigh/Durham (formerly Extended Triangle Area Edition)
Que Pasa Vegas

Radiant News

Radio Bolsa/ KALI 106.3FM

Radio Hankook Seattle/ KSUH 1450 AM
Radio Humsatar

Radio Korea Atlanta / WPBS 1040 AM
Radio Korea LA / KMPC 1540 AM
Radio Manila

Radio One

Radio Pinoy

Radio Saigon Dallas/ KTVX AM 830
Radio San Jose/ KVVN 1430 AM
Radio Seoul Hawaii / KREA 1540 AM
Radio- Sound of hope

Radio TNT

Radiokorea.com

Rafu Shimpo

rafu.com

Rang Dong Magazine
RC-CP/Ludacris

Reach Media Inc.

Red Latina

REGGAETON 94/SBS

Related Media Inc.

Reporte Hispano

Revista De Victoria

Richmond Free Press
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Roling Out Philadelphia

Rollo Latino Magazine

RUMBO

Rumores

Russian Bazaar

Saavn.com

Sada-e-Pakistan NY

Saigon News Weekly/ Saigon Houston Directory
Saigon Radio Hai Ngoai - LA/ FM 106.3
Saigon Times, Inc.

Saigon TV - SF (KTSF 26)

SALSOUL / WPRM-FM RADIO

Sampan

San Antonio Observer

San Diego Chinese Tribune

San Diego Korean Community Magazine
San Diego Radio Korea / KSCF 103.7 FM
San Diego Radio Seoul / Sub Carrier 98.1 FM
San Diego Voice & Viewpoint

San Diego Yuyu Magazine

San Francisco Bay View
Sandiegoradiokorea.com

Sault Tribe News

Savannah Herald

Savoir-Faire Magazine

8BS International

SBTN - Direct TV

SC Black News

Seattle Chinese Journal

Seattle Chinese Post/ Northwest Asian Weekly
Seattle Chinese Times

Seattle Medium

Secret China

Seereechai Newspaper

Semana

Semanario Argentino (formerly Diario Sur)
Serey Pheap

Serie del Caribe MiamiTV

SET (UHF Ch 57.4)

Shawnee News-Star

Sho-Ban News

Sho-Pai News

SIAM Media Newspaper

Siete Dias

Siglo 21

Siliconeer

Sina.com

Sing Tao Chinese Radio - KSQQ/ KVTO
Sing Tao Daily News - Eastern

Sino TV

SinoVision - Ch, 18, 63,73

Sisseton Courier



Sister 2 Sister

Smoke Signals

Somos Colombia

Song Moi Magazine

Soplon Deportivo

Source

South Asian in USA network
South Carolina Black News
South Florida Caribbean News
South Florida Times

South Suburban Standard
Southern Chinese Daily News
Southside Voice/Richmond Voice
Soy Source

Spanish Journal

Spilyay Tymoo

Splendid Living Magazine
Sports J

St. Louis Chinese American News
St. Louis Chinese Journal
Su Voz Vineland

Suab Hmong Sheboygan
Suc Song

Super Express

Tahaastu

Tai Seng Broadcasting
Taiwan Daily

TANTV

Taos News

Team J Station

TeleGuia De Chicago
Teleritmo de Arizona
Tempo News

Tennessee Tribune

Teton Times

Texas Capital News

Thai L.A News

Thai Oversea Newspaper
Thai Town USA Newspaper
Thang Long News

The Atlanta Inquirer
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The Atlanta Voice {(Atlanta, Stone Mountain)

The Baton Rouge Weekly Press
The Bay State Banner

The Bilingual News

The Bodhipriks News

The Carolinian

The Charlotte Post

The Chiense American Post
The Cincinnati Herald

The Circle

The Columbus Post
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The Dallas Examiner

The Daytona Times

The Drum

The Eopoch Times - Dallas
The Filipino Press

The Goi Moi Magazine

The Green Magazine

The Haitian Times

The Hispano

The Hmong Tribune

The Kenya Monitor

The Korean Channel (TKC)
The Little Saigon News Saigon NHO
The Louisiana Weekly

The Metro Courier

The Miami Times

The Minority Communicator (Columbus Only)
The Minority Voice

The Mississippi Link

The Montgomery-Tuskegee Times
The Nashville Pride

The New American Press
The New Orleans Tribune
The Orlando Times

The Pensacola Times

The Philadelphia Tribune
The Real Views

The Reporter Newspaper
The Sacramento Observer
The Savannah Tribune

The Shreveport Sun

The St. Louis American

The St. Louis Argus

The Times Upstate

The Triangle Tribune

Thoi Bao San Jose

Thoi Luan

Thoi Moi - Phu Nu Moi
Thuong Mai Viet Nam/Viet Nam Post
Tidewater Hispanic

Tiempos

Timber Lake Topic

TNT Houston Radio FM SCA
Tokyo TV on KTSF
Transporte Latino

Tre Magazine

Tribal College Journal

Tribal Fusion Ad Network
Tribuna Connecticut

Tribune USA ~ LA

Trieu Thanh Weekly Magazine inc.
Tu Decides
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Tuan Bao Thoi Bao

Turtle Mt. Times

TV Colombia

TV Fan Magazine

TV Japan

TV Japan TV Guide

TV Korea / Arirang TV

TV Magazine/ Yes Marketing:
TVB-SF

TVJapan.net

TVK 24

TVOne

U.S Nippon Communications Network - WNYE CH 25
Ukopia.com

Un Buen Doctor Magazine

Universal Latin News

Upscale

Urban Latino

Urdu Times

US Chinese Channel / KCHN 1050 AM
US Front Line News

US Media Consultanting

usfl.com

UTB on KSCICH18.2

V Times Inc.

VABI (Vietnam Hai Ngoai) SCA FM 88.9
Van Hoa Magazine

VAN-TV (Ch 18.7)

VATV on MHz Networks UHF Ch 30.1
VBS - Galaxy 19

Venezuela Al Dia

VHN (Viet Hai Ngoai) - Direct TV

Via Times

Viamedia Washington DC Local Cable
Vida Latina

Vida Newspaper

Vida y Sabor

Vien Dong Daily News

Vien Thao Media - Saigon Radio AM 1500
Vien Thao Media - TV (San Jose )
Viendongdaily.com

Viento del tropico(newspaper)

Viet Bao - Houston

Viet Herald

Viet Nam Daily Newspaper

Viet News Television

Viet Tide

Viet Tribune Media, Inc.

Viet Weekly

Vietbao.com

VietBeauty

Vietnam Moi Weekly
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Vietnam Post
Vietnamdaily.com
Vietnews
Vietshowbiz.com
Vision Hispana
ViviD Magazine
vivinavi.com

VNCR/ FM 106.3
VNFM/ KSQQ 96.1 FM
VNITV.com {Internet TV)
Vocero Hispano
Voces de la Frontera
Vox Koreana

Voz Latina

WABA

WABT-AM 1420
WACAAM
WAEC-AM 860
WAEL Radio
WAMJ-FM
Washington Hispanic
Washington Informer
WATB-AM 1420
WAVS-AM 1170
WBLS-FM
WBONFM
WCETV.com
WCGOAM
WCHB-FM
WCHUTV

WCMN RADIO (107.3 Mi EMISORA)
WCMQFM
WCTNAM

wDJz

WDMK-FM
Weekend Balita
Weekly Bangalee
Weekly Bangladesh
Weekly Bay Spo
Weekly Bornomala
Weekly Dunya International
Weekly Focus
Weekly Gleaner
Weekly LalLala
Weekly NY Japion
Weekly Star

Weekly Thikana
WEMGAM
Wenxuecity.com
WENZ-FM
WERQ-FM

Westside Gazette
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WFMV-FM
WFNOAM
WFUN-FM
WFXC-FM
WFXM-FM
WGENTV
WGFS-AM 1430
WGPR-FM
WGSPFM
WHBX-FM
Whispering Wind
WHSR-AM
WHTA-FM

WHTB AM
WHTD-FM
WHXT-FM

WILCAM

Winds of Change
Windy City World
Winnebago Indian News
WIANTV
WJCC-AM

WJDM AM
WKAT-AM

WKDM AM 1380
WKXI-FM
WKYS-FM
WLAAAM

WLCCAM

WLEYFM
WLKQFM/WNSYFM
WLQY-AM 1320
WMBC Ch 63
WMBM-FM
WMGAAM { WAOSAM/ WXEMAM/ WMGAAM)
WMMJ-FM
WMPR-FM
WNNL-FM
WNOL-CW
WNOWFM
WNSWAM (RPIA Programming)
WNUEFM

WNZK 690 AM
WOKB 1600 AM
WOL-AM

WOLSFM

World Journal - Chicago
Worldjournal.com
WORO FM 92.5
WPAT/Carib World News
WPATFM
WPBR-AM
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WPHEAM
WPHI-FM
WPLOAM
WPPZ-FM
WPRS-FM
WPWAAM
WPWCAM
WPWX-FM
WPZS-FM
WQNC-FM
WQOK-FM
WRAZFM
WRBJ-FM
WRHCAM
WRKS-FM
WRMAFM
WRNB-FM
WRXD /RED 96/ SBS
WSBSTV
WSKQFM
WSRB-FM
WSRF-AM 1580
WSUAAM
WTIKAM
WTMP-AM/FM
WURD-AM
WVIP-FM 93.5
WWDM-FM
WWFEAM
WWGBAM
WWIN-FM
WWLD-FM
WWRL-FM 1600
WXDJFM
WXNCAM
WYBE Channel 35
WZAB-AM 880
WZAK-FM
WZDCTV
WZNT RADIO/SBS
WZRC AM 1480
XAVOFM
XEEWFM
XEGHAM/XCAO
XERVTV
XEWTTV
XEWWAM
XGLXFM
XHEMFM
XHFGFM
XHGTSFM

XHH FM
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XHIMFM

XHLPSFM

XHNLOFM

XHNOEFM

XHNZFM

XHPXFM
XHRRFMKESOFM
KHTYFM

Xin Ming Evening News
XLTNFM

XOCLFM

Yahoo.cokr

Yakima Nation Review
Yomi Time Weekly

You Maga - JEN - Japanese Media Co
Youth Crosswalk
YUNQUE 93

*Minority-owned vendors are self reporied
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Mr. CrAY. Thank you very much, Mr. Tarakajian.
Mr. Garcia, you may proceed.

STATEMENT OF NELSON GARCIA

Mr. GARCIA. Thank you, Mr. Chairman and the committee, for
inviting me.

As with all of the other ethnic and racial segments, the goal of
the Hispanic audience plan was as follows: to improve mail re-
sponse, to improve overall accuracy, to reduce the differential
undercount, and to improve cooperation with enumerators.

To meet all of these goals required more than just hard-working
media dollars in relevant environments. It required a fully inte-
grated campaign and a coordination of multiple efforts by partner
agencies that included paid media, partnerships, public relations,
Census in schools, and earned media outreach.

The goal of paid media is to educate all Hispanic Americans in
all 50 States, regardless of their residency status, as to the benefits
of civic participation and to drive mass participation through the
most relevant and influential forms of communication.

The plan used research from a wide variety of sources. Quali-
tative and quantitative learning came from focus groups. Demo-
graphic, psychographic, and life-style learning taken from two Cen-
sus-sponsored research studies. The first was a base segmentation
study of the Hispanic population, and the second was a mind-set
study of Hispanics as it pertains to their perceptions of the Census.

From the first study, we were able to segment the Hispanic pop-
ulation to eight distinct target clusters. From the second study, we
were able to understand media and messaging needs. This research
was based and complemented with extensive use of authoritative
secondary sources, which ranged from industry studies to the ACS
to information from census.gov.

In the discovery process, it was determined that 42.5 percent of
the Hispanic community fell into hard-to-count clusters known as
Ethnic Enclaves I and II and Economically Disadvantaged II. An-
other key finding found that 20 percent of the Ethnic Enclave clus-
ters were Hispanic. Therefore, these three clusters’ media habits
were further examined and led to our recommendation.

So our recommendation was first based on knowing that almost
half the marketplace was hard to count and their media habits. We
used syndicated research sponsored by the Census Bureau. These
findings, plus the Census mail response rate, guided our develop-
ment of a hybrid plan, one that put a greater emphasis on local
media. Sixty percent of paid media investment will be spent on
local, radio, newspaper, out of home, and really hyper local media,
such as public transit, lunch trucks, retail post bills, wire transfer,
check cashier locations, ethnic restaurant menus, and also prepaid
calling cards. There is a lot of media which is media used by immi-
grant communities, Spanish-dominant communities, and recently
arrived communities.

To reach the most recently arrived and linguistically isolated, the
plan is weighed toward trusted in-language medium. We have 99
newspaper markets. We have 38 radio markets. We have 11 out-
of-home markets and 18 local news markets.
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A special effort was made to be in media consumed by migrant
workers and rural Hispanics. In fact, a special purchase was made
with the United Farm Workers Radio Network, one of the group’s
most influential and trusted news sources. Ninety-seven percent of
all DMAs have paid Census Spanish TV advertising and PSAs from
trusted personalities, since 80 percent of Univision, Telemundo,
EeleFutura, and Tedesteca’s programming is common to all mar-

ets.

In 18 local markets, an extra layer of support came by way of
paid purchases on local news and local programings. These mar-
kets were selected based on the fact that they had critical mass,
at least 100,000 people; the fact that at least 10 percent of the pop-
ulation was Hispanic; that their hard-to-count scores were above
the national average; and that the mail return rate was below the
national average.

We looked at an 8-year growth rate above the national average,
and we also looked to hyper-growth markets in the Pacific North-
west, the Midwest, and the Southwest; and this resulted in a media
plan that was very locally oriented.

It was the most democratic RFP process possible. We sent out
RFPs to 1,053 individual media companies, which yielded close to
21,000 points of contact with the individual Hispanic media. We
have placed $25.4 million in media so far and have yielded $7.5
million back in added value return where 30 percent were in-
creased because of the generosity of our partners. And we involved
America’s top Hispanic talent, everyone from Maria Marin, Piolin,
Cristina, Don Francisco, all of the key names, all of the people that
matter and influence this community.

Thank you.

[The prepared statement of Mr. Garcia follows:]
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Media Buy to the Hispanic Audience

Overview and Background

As with all other ethnic and racial segments, the goals for the Hispanic Audience

Plan were as follows:

a) Increase mail response
b) Improve overall accuracy and reduce the differential undercount

¢) Improve cooperation with enumerators

To meet all these goals required more than hard-working media dollars in
relevant environments. It required a fully integrated campaign and a
coordination of multiple efforts by partner agencies that included Paid Media,

Partnerships, Public Relations including Earned Media, and Census in Schools.
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The goal of Paid Media is to educate all Hispanic Americans in all 50 States and
the District of Columbia (regardless of their residency status) as to the benefits of
civic participation and to drive mass participation through the most relevant and
influential forms of communication. (Note: a separate Campaign effort exists for
Puerto Rico that is not covered here but is included in the overall Paid Media

expenditures.)

Research Based

The plan used research from a wide variety of sources. Qualitative and
quantitative learnings came from focus groups. Demographic, psychographic
and lifestyle learnings taken from two Census-sponsored research studies: 1) a
base segmentation study of the Hispanic population and 2) a study of the
mindset of Hispanics as it pertains to civic participation via CBAMS (Census
Barriers Attitudes Motivators Study). From the first study, we were able to
segment the Hispanic population into eight distinct target clusters. From the
second study, we were able to understand media and messaging needs. This
research base was complemented with extensive use of authoritative secondary
sources, which ranged from media industry usage studies to ACS 2006, as well as

a wealth of information garnered from Census.gov.

In this discovery process it was determined that 42.5% of the Hispanic
community fell into the HTC clusters of Ethnic Enclaves I & II and Economically
Disadvantaged Il. Another key finding was that 60% of Ethnic Enclaves were
Hispanics. These 3 clusters’ media habits were further examined which led to the

recommendation of a multiple media mix.
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Design of Plan
These research findings guided the development of a plan that placed a greater

emphasis on local media. They will receive 60% of the paid media investment.
While trusted sources within television, radio and newspaper will carry the
message, non-traditional, grassroots media that is effective in penetrating HTC

communities will also be utilized. Examples include:

a) Messages on road signs, public transit and lunch trucks to incite
action )
b) Advertising on retail post bills, in-wire transfer, check cashier

locations, ethnic restaurant menus to spark conversations within
communities
) Reminder messages via voice prompt on pre-paid calling cards as

individuals call abroad

Markets that receive this extra level of funding needed to meet four of the

following six criteria:

Top Metro with at least 100,000 Hispanic Households
Hispanic Household incidence above national average (11.1%)
HTC scores above national average of (31.9%)

Mail Return Rate below national average (67.3)

8 year growth rate above national average (146 Index)

S L i e e

Hyper-growth Markets 25% above national average index

As the Hispanic audience is diverse and efforts need to be made to reach the
recently arrived and linguistically isolated, the plan is weighed towards trusted
local and in-language media (99 newspaper markets, 38 radio markets, 11

outdoor markets, and 18 local television markets).
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A special effort was made to include media consumed by migrant workers and
rural Hispanics. In fact, a special purchase was made with the United Farmer
Worker’s Radio network, one of this group’s most trusted source of news and

information.

The remaining 40% of the paid advertising budget was used to buy an efficient
and broad-reaching national base of media support that will seen throughout all
local media markets. The rationale for this decision is:
1. National media is the most cost-efficient use of appropriated
taxpayer dollars to encourage mass participation (97% reach via national
television)
2. Positioning of Census advertising in prime programming is
secured to supplement broadcast partnership programs
3. National media’s broad reach allows Census to access HTC
Hispanic communities that otherwise are underserved by in-language
media. This is particularly critical to emerging HTC communities in hyper

growth geographies of the Pacific Northwest, Midwest and the Southeast.

Execution of the Buy

The most democratic open call for submissions yielded 1,053 Request for
Proposals, representing 21,000 media properties. The resulting media placement
of $25.4 million dollars yielded $7.5 million in added value (a 30% return on
investment) including PSAs from Hispanic-America’s trusted-voices (for
example, Maria Marin, Piolin, Charytin, Cristina, Don Francisco and additional

key news anchors).
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In summary, the Hispanic Audience ICC plan was designed based on Census-
backed research and factored in Census 2000 HTC scoring and mail return rates.
We took stakeholder recommendations into consideration to further refine our
plan. To this, we applied GlobalHue Latino and d’expositio & partners’
extensive Hispanic market resources and knowledge that is contemporary to the
media marketplace and demographic realities of today’s Hispanic 2010

marketing environment.

Hispanic Audience Paid Media Plan Specifics and Key Activities

The Hispanic Audience Media Plan was developed by a team of advertising
experts at Global Hue Latino and d expésito & partners, leading agencies in their
field of work. The media buy totals $25.5 million. Significant research went into
the development of the plan and input was obtained from internal and external

stakeholders.

Targets the diverse Hispanic community across the country. Consists of

promotional and media materials in Spanish and English.

Allocates a $25.5 million paid media buy as follows (figures below are estimates

and in millions):

) TV (national and local)  $10.1

o Radio (national and local) $5.1

o Magazines $0.8
o Newspapers $3.9
o Out-of-home (outdoor)  $2.2
o Digital $0.8

o Non-response-follow-up  $2.6
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The national advertising buys (covering every media market in the country) for
the Hispanic audience will reach 95% + of this population. Furthermore, local,

incremental media buys will provide additional exposure and impact in specific
markets. Below is a list of local markets that will receive a local overlay and the

incremental percentage of the Hispanic population covered:

o 18 local TV markets

o 38 local radio markets
o 11 out-of-home markets
o 99 local print markets

Additional Information for Reference

¢ Negotiated over $7.5 million in added value from vendors

¢ Issued 1,053 Request for Proposals (RFP) that represented 21,000 outlets as

one RFP may encompass more than one outlet

* Secured 140+ high profile talent to connect with a diverse mass audience.

The goal is twofold:

. Engage viewers with celebrities they consider a “trusted voice” in

their community

. Deliver message co-branded with a program as a reinforcement of

the commercial
¢ Examples of talent include:

. UCI Networks is using their top talent to help deliver the Census
message through vignettes. Examples of talent include Don Francisco
(Sabado Gigante and Don Francisco Presenta) , Cristina Saralegui (Cristina),

Charytin Goyco {Escandalo TV), Fernando Fiore (Republica Deportiva)
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. MTVTres is developing a 30-second PSA focusing on the simplicity
of filling out US Census forms. Examples of talent include Eva Longoria-
Parker (Desperate Housewives), George Lopez (George Lopez Show), Anna

Ortiz (Ugly Betty), Paul Rodriguez (Deported), Mario Lopez (ABDC)

. Telemundo is also utilizing their top talent to help educate and
motivate their audience. Examples of talent include Pedro Sevcec

(Univision Radio), Maria Celeste Arraras (Al Rojo Vivo)

. Television and Radio PSAs will be developed on a local level using
high profile talent to deliver the Census message. Examples of talent
include Rafael Pineda, Piolin, Javier Salas, Damaris Diaz, Stephanie
Bradford, Gloria Lynette Flores, Nayeli Escamilla, Jorge Ramos, Ulises

Rayas, Herman Chavez

Television Stats

J 8,070+ spots airing in every local market

. Additional 14,491+ spots total airing across 18 HTC local markets

Radio Stats

. 1,199 (represents the combined number of units in 5 networks)
spots clearing on 307 (# of stations that will carry 1 or more of the
programs purchased) stations across the U.S. Totality of schedule will

reach every local market.

. Additional 76,771 spots total clearing on 222 radio stations in the 38
local HTC markets

Print Stats

A total of 77 ads (counting the actual insertions) across 25 national

magazines such as dual audience lifestyle magazine People en Espariol,



142

women'’s service magazine Lating, empowerment publication Latino Leaders

and Hispanic trucker magazine Transporte Latino

¢ A total of 3,998 ads that will run across 393 local daily and community

newspapers in 99 markets
Outdoor Stats

o Total of 4,585 bulletins/ posters that will be viewed daily by the Hispanic

audience plan in 11 HTC local markets
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Mr. CraY. Thank you, Mr. Garcia.
Ms. Ennis, you are recognized for 5 minutes.

STATEMENT OF ROBBYN ENNIS

Ms. ENNIS. Mr. Chairman, Members of Congress and Team Cen-
sus 2010, I would like to thank you for the opportunity to talk
about the 2010 census Integrated Communications Campaign spe-
cifically as it relates to the paid media and the Black audience seg-
ment.

The three key objectives for the Integrated Communications
Campaign for the Black audience are to increase mail response, im-
prove accuracy and reduce the differential undercount, and, last,
improve cooperation with enumerators. All of these goals were tar-
geted to the Black audience segment, which is inclusive of African
Americans, Caribbean Americans, Haitian Americans, and Black
Africans. In order to assist in meeting these goals, an integrated
paid media plan has been developed based on the media habits and
behaviors of these particular audiences.

During our media planning process, as well as buying, we uti-
lized proprietary research, third-party research as well as propri-
etary research, CBAMS and cluster data, to develop media plans.
Utilizing Census and industry research, quantitative and quali-
tative data allowed us to develop the most efficient and effective
media mix against the Black audience segment and specifically the
hard-to-count audiences within the segment.

Part of unearthing the data included analysis of what clusters
and categories the Black audience represented or skewed heaviest.
We found that one-third of Black households fell into Economically
Disadvantaged I and II, and they comprise nearly half of the
households in each of those two clusters, 44 percent and 48 percent
respectively.

The third hardest to count cluster was single unmatched mobiles,
which were 11 percent of Blacks and 16 percent of Blacks within
that particular cluster.

After reviewing the media consumption of these three clusters,
special consideration was made to skew strategies and media ef-
forts to those audiences which are typically unlikely to respond.
The CBAMS research was utilized to provide additional media
strategy enhancement, particularly with our hard-to-count seg-
ments.

One of the key takeaways from the research was that, although
there was somewhat of an awareness of the Census, the belief that
it will make a difference in our own communities is relatively low.
In this case, GlobalHue’s recommendation across all segments was
to skew choices not only toward trusted targeted media but to hone
in on trusted voices that the audience is familiar with, believes,
and that will create awareness and more willingness to participate.

Some of the talent secured to reach hard-to-count audiences in-
clude but are not limited to R&B artist Monica, national syndicated
radio host Steve Harvey, Michael Baisden, gospel artist Yolanda
Adams, April Ryan, Marvin Sapp, Ludacris, Ce-Ce Winans, Rico
DuPont, Joan Savoury, Dikembe Mutombo, and Terrence and Rocsi
of 106 and Park.
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Research guided all media choices down to the time tactical level
of the specific media outlets that were used. What resulted was a
plan that had a greater emphasis on local media. Fifty-five percent
of the total allocated budget went to local media.

National media support provides the most efficient way to reach
the masses of Black adults. Targeted efforts were also utilized and
partners such as BET, TV One, Radio One, and AURN provided
significant added value in the form of free PSAs, mentions, use of
talent, media integrations, vignettes, and multiple no-charge spots.
This coverage has been essential to the overall media plan.

Utilizing local media is a key strategy of the Black audience plan
and is equally as important as national media. We utilized the fol-
lowing information to prioritize local markets: population size, his-
torical response data, prevalence of hard-to-count households with-
in the market, availability of media in each market, as well as local
media studies and regional director and advisory committee feed-
back. A matrix was created and markets were prioritized, which re-
sulted in a total of 31 markets where we would focus our local dol-
lars and effort. We have since extended the market list based on
the same criteria to support additional markets, now a total of 60
plus, with targeted Black media efforts.

Over 500 RFPs were distributed, representing 22,000 media
properties. Two minority subcontractors were secured, Voices, Inc.
and NNPA, to negotiate and place the local targeted media buys.

Once RFPs were distributed, proposals were reviewed based on
the specific criteria and media selections were made. Some criteria
included vehicles effectiveness in reaching the target audience,
reach of the media vehicle, content environments that are condu-
cive to the Census message, cost efficiency, minority ownership,
and added value programs that would enhance the campaign’s mes-
sage.

Overall, this plan was designed to effectively and efficiently
reach the Black audience segment and specifically deliver the hard
to count. The messaging will reach 95 percent plus Blacks covering
every market in the country.

[The prepared statement of Ms. Ennis follows:]



145

Testimony
of
Robbyn Ennis

GlobalHue

Information Policy, Census, and National Archives Subcommittee
Oversight and Government Reform Committee
Wednesday, February 24, 2010
2154 Rayburn HOB
10:00 AM.

“The 2010 Census Communications Contract:
The Media Plan in Hard To Count Areas”

Media Scheduling to the Black Audience

The three key objectives for the Integrated Communications Plan to the Black
Audience are to increase mail response, improve accuracy and reduce the
differential undercount and lastly, improve cooperation with enumerators. All
of these goals must be specifically targeted to the Black audience segment which
encompasses African Americans, Caribbean Americans, Haitian Americans and
Black Africans (Americans). In order to meet these goals, an integrated paid
media plan has been planned and developed based on the media habits and

behaviors of the audiences we are responsible for covering.

In order to effectively reach our objectives, communication goals were set at high

levels, 95%+ Reach and at least a 20+ frequency. The only way to achieve these
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levels was to develop an effective and efficient media mix. The daily and weekly

communication levels must be high enough to “peak”.

During the media planning process, we utilized proprietary research
(CBAMS/Clusters), as well syndicated /3t party research to begin to develop
plans. Market and Media research utilized included (but not limited to):
Simmons, MRI, Geoscape, Scarborough, SRDS Media Solutions, Nielsen Media
Research, Arbitron, E-Telmar, IMS and Iconoculture. Utilizing these tools, in
conjunction with the CBAMS/Cluster data (quantifiable and qualitative) allowed
us to develop the most efficient and effective media mix against the Black

audience segment.

Part of unearthing the data included an analysis of what clusters/ categories the
Black audience represented or skewed heaviest. We found that one-third of
Black households fell into Economically Disadvantaged I and II and they
comprise nearly half of all the households in each those two clusters (44% and
48% respectively). The third hardest to count cluster was Single Unattached
Mobiles (11% of Blacks, 16% of Blacks within the cluster). After reviewing the
media consumption of the three clusters, special consideration was made to skew
strategies and media efforts to those audiences which are typically unlikely to
respond. The CBAMS research was utilized to provide additional media strategy
enhancement particularly with our hard to count segments. The key takeaway
from the research was that although there was somewhat of an awareness of the
Census, the belief that it will make a difference in their own communities is
relatively low. In this case, our recommendation, which crosses all clusters is to
skew choices not only towards trusted targeted media, but to hone in on “trusted
voices” that the audience is familiar with and believe, creating awareness and

more willingness to participate.
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Research guided all media choices, down to the tactical level of the specific
media outlets utilized. We looked at several options of media mix and specific
media outlets that took into account factors such as cost, CPM,

Reach/ Circulation, influence, impact, ratings, engagement factor, etc.

Utilizing local media is a key strategy in the Black audience plan. We utilized the
following information to prioritize local markets - Population size, historical
response data, Prevalence of Hard-to-Count (HTC) households in market,
availability of in-market media, Scarborough local media studies, as well as
Regional Director and Advisory Committee feedback. A matrix was created
based on priorities of the above criteria, gave them a value based on importance
of each factor and narrowed the list to the top 31 Black Census 2010 media
markets. We have since extended the market list (based on the same criteria) ~ to

support additional markets (a total of 60) with targeted communication.

In the case of the Black audience, we focused efforts in targeted Black media
(inclusive of Caribbean, Haitian, African, African American), this includes local
TV (16 media markets), local Radio (31 markets), Out of Home (Billboards)
(31markets) and newspaper (60 markets). Utilizing local radio and its home DJ's
is a key strategy to reach our HTC audiences. They are serving as ambassadors
to the Census and are providing tremendous added value to the overall buy by
voicing PSA’s, spreading the word on their programs, promoting Census at
events and interviewing key Census representatives and/or partners to

disseminate proper Census messaging.

National media support provides the most efficient way to reach the masses of
Black Adults. Targeted efforts were utilized and partners such as BET, Radio
One and AURN provided significant added value in the form of free PSA’s,
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mentions, use of talent, vignettes and multiple no-charge spots. This coverage is

essential to the overall media plan.

Once RFPs were distributed, proposals were reviewed based on the specific

criteria and media selections were made.

The criteria included a vehicle’s effectiveness in reaching the target audience,
content environments that were conducive to the Census message, cost
efficiency, minority ownership and added value programs that would enhance

the campaign message.

Over 500 RFPs were distributed, representing over 22,000 media properties.
Two minority sub-contractors were secured, Voices, Inc. and NNPA, to negotiate

and place the locally targeted media buys.

In summary, this plan was designed and created based on Census and Industry
research, factoring in Census data such as HTC scoring and mail return rates,
regional and key stakeholder (REAC) recommendations; that coupled with
GlobalHue's extensive knowledge of the Black audience and black media

marketplace produced the 2010 Census Black audience media plan.

Black Audience Paid Media Plan Specifics and Key Activities

The Black Audience Media Plan was developed by a team of advertising experts
at Global Hue, a leading, African American-owned firm. The media buy totals
approximately $23 million. Significant research went into the development of

the plan and input was obtained from internal and external stakeholders.
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Targets the African American, African, Caribbean and Haitian audiences.

Consists of promotional and media materials in English and Haitian Creole.

Allocates a $23 million paid media buy as follows (figures below are estimates and in

millions):
TV (National and Local) $10.2
Radio (National and Local) $6.7
Digital $1.6
Magazine $0.8
Newspapers $2.5
Out-of-Home (outdoor) $1.2

Figures include projected media buys for the “non-response-follow-up” phase.

The national advertising buys (covering every media market in the country) for
the Black audience will reach over 95% + of this population. Furthermore local
media buys will provide an additional exposure and impact in specific markets.

Below is a list of additional market coverage:

o 16 local TV markets

o) 31 local radio markets
o 31 out-of-home markets
o 60 local newspaper markets

Additional Information for Reference

» Negotiated over $6.6 Million in added value from vendors

o Qut of the 443 Media Outlets on the Black Audience Media plan, 254 are

minority-owned media outlets (equates to 57.3% minority owned outlets).



150

Issued 500+ Request for Proposals (RFP) that represented thousands of

outlets as one RFP may encompass more than one outlet.

Secured 20+ high profile talents to connect with the black audience. The goal

is twofold:

e]

Engage viewers with celebrities they consider a “trusted voice” in

their community

Deliver message co-branded with a program as a reinforcement of

the commercial

Examples of talent include:

[e]

Terrance and Rosci, hosts of the #1 Music Video program on TV,

106 & Park

Popular Ré&B artist Monica has recorded 3x :30PSAs, one for
awareness and one for motivation, and a showmercial to air

throughout the life of the campaign.

Grammy award winning hip-hop artist Ludacris will be filming
“webisodes” and visiting homes of the hard to count audience, as
well as radio appearances and call in interviews - serving as an
ambassador to the Census 2010 in HTC markets such as New
Orleans, Washington DC, Houston and Atlanta. Although thisisa
locally executed promotion ~ it will air online on Ludacris’ website,
on Facebook and on MySpace reaching the single unattached

mobile (and particularly the Young Black Male).

Famed and loved comedian Steve Harvey will perform a 5 market
road tour and live show featuring Census 2010, interviews, live
reads and mentions and on-site participation. Steve has also filmed

a :30 PSA to air live on BET throughout the campaign.
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o The Gospel community has been represented as well with key
PSA’s done by popular, well-respected artists in the Gospel
community, including, Marvin Sapp, Dottie Peoples and Byron
Cage - this PSA aired on one of the highest rated Gospel Award
programs — The Stellar Awards

o Ce-Ce Winans and Donald Lawrence have also agreed to do a PSA
for the motivation time frame and it will air on Gospel Music

Channel.

o Roland Martin will be airing a special :30 minute program on TV
One that focuses on the Census 2010 and what it means to the Black

community.

o Rico Dupont, Joan Savoury, David Annakie, Don Daly and Marlon
Hill are all Caribbean DJ’s and well known in the Caribbean
community have all agreed to do PSA’s at no charge to promote the
2010 Census on their radio programs in markets like Miami and

New York.

o Dikembe Mutombo will be a special guest on the Africa Channel’s
free :30 Minute produced special to inform their viewers about the

2010 Census.
s Television Stats
o 3,900+ spots airing in every local market
o Additional 3,000+ spots total airing across 16 HTC local markets
» Radio Stats

o 1,000 spots clearing on 300+ stations across the U.S. Totality of

schedule will reach every local market.
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o Additional 28,000 spots total clearing on 142 radio stations in the 31
local HTC markets this includes Caribbean, Haitian, African

American and African Radio stations.
e DPrint Stats

o A total of 20+ ads across 20 national magazines such as Ebony,
Essence, Black Enterprise, Vibe, Upscale and Heart and Soul that

will run in every local market

o Atotal of 936 ads that will run across 156 local Black (includes
Caribbean, Haitian, African American and African) community

newspapers in 60 markets.
e Outdoor Stats

o Total of 800+ bulletins/ posters that will be viewed daily by the
black audience in 31 HTC local markets
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Mr. Cray. Thank you so much for all of your testimony.

We will digress from the normal questioning order, and I will
recognize Representative Waters to start us off.

Representative Waters, 5 minutes.

Ms. WATERS. Thank you very much.

There are a number of questions that I have, Mr. Chairman, but,
first of all, let me ask, in dealing with the Black media, Black
newspapers, and the references that you have made to public serv-
ice announcements and basically free media, has there been some
attempt to say to Black newspapers, for example, that we will
spend X amount of dollars with you based on how much free space
you give us? Has there been a demand to say you've got to run X
number of items for us in order for you to get us to pay you for
a certain amount of advertising? Did this or did this not happen?

Ms. Ennis, do you want to respond to that?

Ms. ENNIS. I can definitely respond to that.

Per the written recommendation of the NNPA——

Mr. CrAy. I will have to ask the audience to not interfere with
the testimony or the questioning. Please observe the decorum of
the committee. If you are a witness, you will have an opportunity
to respond. Thank you.

Ms. ENNIS. Let me start over.

Per the written recommendation of the NNPA, the papers were
asked to volunteer to include or write any positive articles or edi-
torial about the census 2010 as an added value submission. Any
papers that did not want to take part in submitting or writing arti-
cles or submitting editorials were asked to provide another alter-
native of added value to our agency.

Because of the importance of the Census to each of our commu-
nities, we were told that would potentially be an easy task. We
have received other added value requests from the papers that did
not agree to that particular term, and we are completely fine with
that.

Ms. WATERS. Was this asked of White papers? Were White pa-
pers asked for this added value as an exchange for getting paid ad-
vertisement?

Ms. ENNIS. The added value is not asked as an exchange for paid
advertising.

Ms. WATERS. Was it asked of the White newspapers at all?

Mr. TARAKAJIAN. May I answer that?

Ms. WATERS. Sure. She gave us a specific answer to how this
came about asking for free media, and I want to know what the
connection is to paid media and how was it presented. And it was
presented to Black newspapers, wherever the recommendation
came from. Was it presented to any other newspapers, White news-
papers, or just minority newspapers, Latino, Black, what have you?

Mr. TARAKAJIAN. The request for added value is a very standard
way of operating.

Ms. WATERS. But I didn’t ask about standard. I asked what did
you do. I want to know what the Census did, what the Census
project did. Of course, it may be a standard way of doing business,
but I want to know what did Team Census 2010 do? Did you do
this for all newspapers?

Mr. TARAKAJIAN. For the Census contract——
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Ms. WATERS. Don’t nuance it for me. You either did it or you
didn’t. Did you do it?

Mr. TARAKAJIAN. For the Census contract, we asked for addi-
tional added value for all of the media buys that we make. It is
not a condition of running media. It is, as I said

Ms.? WATERS. Was this done in writing or was this a verbal re-
quest?

Mr. TARAKAJIAN. Under oath, I can’t tell you 100 percent what
was done in writing and what was done verbally.

Ms. WATERS. Under oath, you probably can’t tell me whether it
was done at all.

ll\/Ir. TARAKAJIAN. No, I can tell you that the request for added
value——

Ms. WATERS. Who did the request and how was it done? Ask one
of your people with you. Somebody must know.

Mr. TARAKAJIAN. When we do our media buys and specifically as
it relates to newspapers, which is your question, we, like Ms. Ennis
is talking about, work with a rep firm who would represent a vari-
ety of different newspapers. Many of the rep firms will recommend
ideas for added value. Again, those are ideas that they put on the
table. We seek them. We encourage them. But we do not make the
requirement that somebody provide added value to literally qualify
for a media buy.

Ms. WATERS. OK, we are going to dispense with this because I
think you just told me what I wanted to know.

First of all, your reps are the ones who are the ones who are ne-
gotiating this added value, and you don’t really know what they
are saying. You don’t have any way of knowing whether or not they
are saying this is in exchange for paid media. You would hope that
they are not doing that, but you don’t know whether or not they
are doing it because you are not doing it yourself. Your reps are
doing it, correct?

Ms. ENNIs. If it is all right if I answer that question, what hap-
pens is we work directly with our subcontractors and reps. So we
approve all paperwork.

Ms. WATERS. This is in writing? You have this request in writing,
the added value?

Ms. ENNIS. Yes.

Ms. WATERS. Mr. Chairman, may I ask that it be submitted to
your subcommittee, to you, so we can examine exactly what was
placed in writing?

And, Mr. Chairman, will you have them indicate who all this re-
quest was made of? Was it made of only minority newspapers, all
newspapers, minority radio stations, minority television stations,
all radio stations, all television stations, etc? OK?

Mr. CLAY. You have heard the request, and I am sure you will
submit it to this committee with all due speed.

[The information referred to follows:]
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MAY 9
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%a $ Washington, DC 20233-0001
&
The Honorable Maxine Waters Srres v OFFICE OF THE DIRECTOR

U.8. House of Representatives
Washington, DC 20515-0535

This letter is in response to the letter of April 21, 2010, from the Information Policy, Census, and
National Archives Subcommittee requesting the clarification of the U.S. Census Bureau's
communications efforts to promote the 2010 Census. In our response of May 9, we failed to
submit these responses individually to each Member office as stipulated by the Chairman.
Herewith are the responses to your specific questions, as identified by the Subcommittee, along
with the original set of attachments some of which are referenced below. It is my hope that these
responses further clarify the responses the Census Burcau delivered to the Subcommittee on
March 9, 2010, in response to the February 24, 2010, hearing entitled, “The 2010 Census
Communications Contract: The Media Plan in Hard to Count Areas.”

Since we last supplied the Subcommittee with details on the advertising buys on March 9, much
has happened, including the mailing of the forms, the end of the mailback phase, the shift of
advertising messages from “Mail Tt Back” to “Cooperate with the Census Taker” and the start of
Non-Response Follow-Up. In our previous report and testimony we told you we had created a
media reserve fund of $7.4 million for unforeseen contingencies and additional advertising in
areas of low response. All of those funds were expended in various efforts to increase
cooperation and boost mailback response.

At the end of March, Census Bureau management met and reviewed census tract-level data and
ranked local media markets in terms of those showing the lowest rates of participation. We
made the judgment that with savings from other census operations that had essentially been
concluded, we had additional reserve funds available in the Decennial account which counld be
used to further increase targeted, national and local media buys to help boost participation.
Through a series of decisions we added $31.4 million to the media buys in the final two weeks of
the mail-back phase and for some additional spending during Non-Response Follow-Up.

The combined actions to expend our $7.4 million media reserve and to supplement the media
buys with and additional $31.4 million we believe helped the country achieve the 72 percent
participation rate that matched the performance of the Census 2000. We are particularly pleased
that our contractor and our census staff worked collaboratively using real time data - almost at
the last minute to still be able to be in market- in an effort to deploy the additional spending in
those markets and against those audiences showing evidence of lower participation rates.

I should stress that some of the data contained in this response was previously submitted to the
Subcommittee. In other instances, we have updated the data or charts to reflect spending and
events that have taken place since March 9 to provide you with the most current information in
each instance. Budget documents reflect more recent data, where more detailed accounting
reports may be current as of March 31, 2010.

USCENSUSBUREAU

Heiping rou Make informed Decisions WWW.Census.gov
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Question: Were majority newspapers required/suggested to provide editorial space prior to
receiving ads? k

Answer: All media vendors, regardless of their size or ownership or form of media, werc
asked to submit added value in their proposal submissions. During the media
selection process for the ad campaign, a request for proposal (RFP) was issued to
over 60,000 media vendors. Added value was one of the evaluation criteria in the
RFP process in addition to price, effectiveness of vehicle in reaching the target
audience and agreement to terms and condition. Requesting added value is
considered standard industry practice. Added value consists of, but is not limited
to, editorial mentions. Media vendors are asked to include their offer for added
value during their price proposal submission. While added value is one factor in
the evaluation process, it is by no means ever a mandate in exchange for business.

The Census Bureau provided an overview of the process for requesting added
vatue from all of our contractors in Tab 5 of the March 9, 2010, correspondence
to the Subcommittee.

Question: A flow chart of Census 2010 contractors and subcontractors of DraftFCB,
indicating ownership, holding company, value of contract for each and whether
there was an REP process.

Answer: Please review Attachment 3 — a flow chart that provides the requested
information.

The Census Bureau provided information regarding the description of the
contracting process, list of subcontractors, the money obligated to date, and a
description of their responsibilities’ in Tab 2 of the March 9, 2010,
correspondence to the Subcommittee.

Question: The specific amount of compensation that DraftFCB, solely, received from the
budget.

Answer: To date, $104.9 million has been obligated to DraftFCB under the
communications contract. Please see the “Subcontracting Summary” tab in
Attachment 3.

The Census Bureau previously provided information and a description of the
contracting process, list of subcontractors, the funds obligated to date, and a
description of their responsibilities in Tab 2 of the March 9, 2010, correspondence
to the Subcommittee.

Question: Compensation that DraftFCB’s contractors and/or subcontractors received from
the budget.
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Answer:

Question:

Answer:

To date, approximately $196 million has been obligated to DrafiFCB’s
subcontractors. The Census Bureau provided information regarding the
description of the contracting process, list of subcontractors, the money obligated
to date, and a description of their responsibilities’ in Tab 2 of the March 9, 2010,
correspondence to the Subcommittee.

Agency/Partner Total Obligated
DraftFCB Puerto Rico $8.5 million
Allied Media $8.2 million
D’Exposito & Partners $26.0 million

G&G

$12.1 million

GlobalHue $33 million
GlobalHue Latino $13.7 million
Initiative $818 thousand
IW Group $33.9 million
Jack Morton $27.3 million
Marcom Group $2.0 million
Pengood & Associates $31.7 million
Plum Agency $6.7 million
Scholastic $5.8 million
Weber Shandwick $16.2 million
Zona Design $188 thousand

Value and nature of the contracts received individually by Weber Shandwick,
Jack Morton, and IW Group.

DraftFCB brought on board a number of subcontractors to implement various
components of the integrated communications campaign. The following
information pertains to three specific subcontractors to DraftFCB:

*  Weber Shandwick was hired to conduct public relations and earned media
activities. To date, $16.2 million has been obligated to Weber Shandwick
to conduct this work.

» Jack Morton was hired to produce the road tour and special events. To
date, $27.3 million has been obligated to Jack Morton to conduct this
work.

¢ The IW Group conducts all advertising and public relations activities for
the Asian audience. To date, $33.9 million has been obligated to the IW
Group to conduct their work.

Please see the “Subcontracting Summary™ tab in Attachment 3 for further details.
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The Census Bureau provided information, a description of the contracting
process, list of subcontractors, the money obligated to date, and a description of
their responsibilities” in Tab 2 of the March 9, 2010, correspondence to the

Subcommittee.

Question: Criteria and analysis utilized to select newspapers and magazines in hard to count
conumunities.

Answer: The media vendor selection process for the 2010 Census advertising was thorough

and transparent. For the campaign, standardized media evaluation criteria were
used to select the more than 4,000 media vendors supporting the advertising
campaign. The criteria were used to select all media across the Nation, including
TV, radio, newspapers, magazines and outdoor and digital advertising in hard-to-
count areas. Listed below are the criteria used for media selection:

¢ Ability of the media property to reach Census target audiences

Effectiveness in delivering key scheduling objectives such as delivering

either national coverage or reaching Hard to Count geographic areas

Pricing efficiencies relative to other media properties

Pricing discounts relative to the media vendors general rate card

Pricing flexibility (by time or ethnic group)

Appropriate editorial environment that meets 2010 Census guidelines

Ability to provide meaningful added value including bonus media, PSA’s,

promotional items, content integration and/or even participation

s Recommendations from Census Regional Directors and Census Advisory
committees supporting the media properties relevance

o Small business qualifications

e Strong consideration for companies with cross cultural capabilities

* Employs good business practices and is respectful of diversity in the
workplace

¢ Proven financial stability; media vendor must be in business for 1+ years

o U.S, origin of business

¢ Delivery guarantees and/or ability to provide make-goods in flight

In addition, during the RFP process, all media vendors were required to agree to

mandatory, and standardized, requirements in order to be considered for a media
buy. The proposals were analyzed and evaluated based on how the media outlets
responded to the requirements:

1) Ability to deliver strong programs within campaign timelines AND during
key dates

2) Effectiveness in reaching the “hard to count” audience

3) Pricing - both efficiency and out of pocket costs will be weighted heavily

4) Strength of added-value
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5) Timeliness & quality of RFP submission
Please see Attachments 4a and 4b for examples of RFPs.
In the March 9, 2010, correspondence to the Subcommiittee, the Census Bureau
provided an overview of the process for requesting added value from all of our
contractors in Tab 5.
I hope that the above responses fully addressed your inquiries. Should you have additional
questions, please do not hesitate to call Ms. Angela M. Manso in the Congressional Affairs

Office at 301-763-6100.

Sincerely,

b M. Y.

Robert M. Groves
Director

cc: The Honorable William Lacy Clay, Chairman
The Honorable Patrick McHenry, Ranking Member
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Ms. WATERS. Thank you very much, Mr. Chairman. I yield back
the balance of my time.

Mr. CrAY. I yield to Mr. Chaffetz.

Mr. CHAFFETZ. Thank you all for your testimony. I do have a se-
ries of questions.

Let me understand the macro number, the overall advertising
budget is—what is the number for the advertising budget?

Mr. TARAKAJIAN. For paid media, $130 million.

Mr. CHAFFETZ. Diving into the specifics of how that is divvied up,
my understanding, based on something that I pulled off the Web
site, is that TV is roughly 52 percent of that budget. 'm looking
at this document that I have pulled off here, draft, and it has these
little pie charts, understanding of the types of media that was run.

Mr. TARAKAJIAN. Right.

Mr. CHAFFETZ. As a general number—I'm not going to hold you
to the exact percentage—but roughly half is television?

Mr. TARAKAJIAN. That’s correct.

Mr. CHAFFETZ. Are you happy with what has happened on tele-
vision? I mean, most of the articles that I saw pans what happened
on the Super Bowl ad. Are you happy with that and the Olympic
buy? My understanding is that for the Super Bowl, you spent $2.5
million buying that ad time, and Olympics is $5.1 million. Does
that sound accurate in terms of the dollars spent?

Mr. TARARAJIAN. The Super Bowl number of $2.5 million is accu-
rate. I don’t have the Olympics number in front of me, but that
sounds about accurate.

Mr. CHAFFETZ. Are you happy with the ad?

Mr. TARAKAJIAN. We are happy with the fact that we projected
an audience that would come out of the Super Bowl ad, the Super
Bowl advertising participation.

As I think you are aware, this was the most watched Super Bowl
ever. Those estimates were exceeded. We have now awareness of
the advertising that is, as I said in my testimony earlier, that is
extremely high for where we are at this stage of the campaign. It
is not just awareness, but the favorability, the willingness to par-
ticipate and intent to participate is also very high.

So we put the two things together, and our view is that aware-
ness and a favorable attitude toward the Census and high intent
to participate means that we are setting ourselves up to achieve a
strong motivation period.

Mr. CHAFFETZ. Who owns DRAFTFCB?

Mr. TARAKAJIAN. The interpublic group of companies.

Mr. CHAFFETZ. How do you do the actual media buying? Who is
doing the media buying and what percentage are they taking off
to actually execute the media buy?

Mr. TARAKAJIAN. The specific media buy that you are talking
about, which is for the diverse mass audience, was done by a com-
pany called Pengood, who is a subcontractor that we brought on
board who is a small, disadvantaged business that did the buying
on our behalf.

Mr. CHAFFETZ. What percentage did they take of the media buy?
You make a million dollar media buy. What percentage do they
take?
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Mr. TARAKAJIAN. In this contract, there is no pass through on
media. So there is no percentage.

Mr. CHAFFETZ. You just paid a flat fee?

Mr. TARAKAJIAN. There is a labor fee connected with all of the
labor buys, but there is not a percentage on the media buy.

Mr. CHAFFETZ. Moving forward, I would appreciate understand-
ing the details of that.

Specifically, I would like to understand the online campaign. One
of the more effective ways to communicate with the public is the
online communication. My understanding from what we were able
to pull off the Web site is that roughly 7 percent of your budget
was to be allocated in terms by media type online.

[The information referred to follows:]
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Summary of the 2010 Address Canvassing Cost Analysis
Based on Preliminary Data as of July 23, 2009

(3 in thousands)
Initial Plan Revised Plan | Estimated Costs
Stateside $351,000 $392,000 $436,000
Puerto Rico $ 5,000 $ 5,000 $ 8,000
Total $356,000 $397,000 $444,000
Accounting for Deficit:
Increased Initial Workload $41,000 $41,000
Underestimated QC Workload $34,000
Fingerprinting (funded separately) $ 6,000
Training Additional Staff $ 7,000
Total $41,000 $388,000
Financing the Operation:
Original Budget $356,000 $356,000 $356,000
Contingency 1/ $ 41,000 $ 41,000
Fingerprinting Budget $ 7,000
Large Block Savings $ 4,000
Savings from Other Activities $ 36,000
Total $356,000 $397,000 $444,000

In early March, the Census Bureau notified OMB of a potential $41million expected
increase to the cost of Address Canvassing. On March 17, OMB approved $20.5 million
for Address Canvassing. The remaining $20.5 million was approved by OMB on June

17.

e This is the first time the Census Bureau conducted a nationwide Address

Canvassing operation.

s The Local Update of Census Addresses (LUCA) participation resulted in a

significant increase to the initial Address Canvassing workload.

e This was the Census Bureau’s first experience at conducting an automated
operation of this nature and scale with a constrained end date.
¢ The state of the economy resulted in lower attrition rates than assumed.
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Mr. TARAKAJIAN. In the mass—diverse mass portion of the media
plan, it is roughly 10 percent of it, or $6 million is being spent on-
line.

For some of the other audiences——

Mr. CHAFFETZ. How is that going so far?

Mr. TARAKAJIAN. To the best of my knowledge, it is going very
well so far.

Mr. CHAFFETZ. Well, my understanding, looking at the numbers
here, if you go to Facebook, look how many followers they have.
There are roughly 8,500. You go to YouTube, 64 uploads. Most
views per video is less than 8,000. On Twitter, you have about
2,400 followers.

Now these are some of the biggest, most mainstream pieces of
media that are out there in terms of online. Facebook, YouTube,
and Twitter have pretty much become household names. All told,
you are getting a few thousand type of hits in response. How can
you spend millions and have 2,400 people on Twitter? I don’t spend
anything, and I have 8,000 to 9,000 people on Twitter, for goodness
sake. How do you justify millions of dollars going out the door and
so few people participating in the program?

Mr. TARAKAJIAN. First of all, what you are talking about and
what I am talking about in terms of the online media buy are two
different things. The 10 percent of the mass communications base
plan online media buy are all of the paid media banner ads that
are part of this campaign. Those are separate and apart from what
you're talking about, which are seeding commercials online and so-
cial media and so forth, which is a totally different piece of this.

Mr. CHAFFETZ. Mr. Chairman, I know my time is up. I do have
other questions for other panelists. I know we will have to do a
couple of rounds here.

It talks in the plan about the need to have a viral component and
to get this out there en masse. I see it as a complete and utter fail-
ure, but I would like to learn more information.

Mr. CrAY. Mr. Chaffetz, would you have any requests for docu-
mentation?

Mr. CHAFFETZ. Yes. Again, if there are more details about what
you are trying to execute, how you are trying to execute, and where
you think you are seeing success, it is a mystery to me. I am sin-
cerely wanting to understand it. If you think my numbers are
wrong or there is a big component that we are not seeing, share
it with me, please, sooner rather than later.

Mr. CLAY. Thank you.

Mr. Cuellar, you are recognized for 5 minutes.

Mr. CUELLAR. Mr. Chairman, sorry, I was doing some addition.

First of all, Dr. Groves, it is good seeing you again. Thank you
very much for going down to Laredo and visiting the colonias, the
hard to get, hard-to-count places. Thank you very much.

For the other folks, I want to ask you a little bit about the budg-
et. I have a contract budget that you all had prepared back in
March 26, 2009. Now I am looking at a revised budget of February
4, 2010. I want to look at a couple of numbers.

The total media buy at that time back in March of last year was
$145 million, and now it has been reduced to $133 million. When
you look at the local buys, at that time I believe you had $82 mil-
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lion, and now it has been reduced to $56 million. When you look
at the Hispanic buys back at that time, you had $27 million plus
for Hispanic buys, and now it is reduced down to $25.4 million.
When you look at the African Americans, the Black, at that time
you had $24.5 million. Now it is $22.9 million. So you have another
reduction.

When you look at production—and this is part of the paid media
total budget—media production went from production, which in-
cludes talent, dubbing, and GPO—I guess Government Printing Of-
fice—that one went up on production from $28 million to $36.6 mil-
lion. So production went up. When you look at production, labor,
and other—and other includes travel, research, and management
reserve, and I will talk about that—when you add all of those up,
I get about $118 million for production, labor, and other. And then
total advertising is about $133 million.

So you almost have—the money that we are spending for adver-
tising, it is almost what we are spending for production and costs
and all that, almost matches what we are spending for media. Why
are we spending so much money on production, on labor, on talent?
If you can’t get somebody to volunteer for talent, I think we have
a problem.

It is the same question that was asked by my colleague on Twit-
ter. You are spending millions of dollars on all this. I just don’t un-
derstand. Why are we spending so much on production and labor?

Mr. TARAKAJIAN. You have to look at this in terms of the total
budget of this campaign, all the activities support. Because the
paid media part of this campaign at $133 million is one piece of
it, but it is not the whole piece. There is the Census in Schools pro-
gram, and there is labor connected with that and production con-
nected with that. There is all of the partnership materials that
have been produced.

Mr. CUELLAR. OK, let’s go back on talent. How much money did
you pay for talent?

Mr. TARAKAJIAN. I don’t have a total.

Mr. CUELLAR. $5 million? $10 million? $20 million? I assume you
got an actor. How much did we pay for talent or dubbing? Dubbing
means you reproduce. You get a copy and you reproduce that. How
much did you spend for talent, dubbing, and shipping?

Mr. TARAKAJIAN. I would have to get back to you on exactly what
those figures are for each one.

[The information referred to follows:]
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The Honorable Henry Cuellar
Subcommittee on Information Policy, Census
and National Archives
Committee on Oversight and Government Reform
U.S. House of Representatives
Washington, DC 20515-6143

Dear Representative Cuellar:

This letter is in response to the April 21, 2010, letter from the Information Policy, Census, and
National Archives Subcommittee requesting the clarification of the U.S. Census Bureau’s
communications efforts to promote the 2010 Census. In our response of May 9, we failed to
submit these responses individually to each Member office as stipulated by the Chairman.
Herewith are the responses to your specific questions, as identified by the Subcommittee, along
with the original set of attachments some of which are referenced below. It is my hope that these
responses further clarify the responses the Census Bureau delivered to the Subcommittee on
March 9, 2010, in response to the February 24, 2010, hearing entitled, “The 2010 Census
Communications Contract: The Media Plan in Hard to Count Areas.”

Since we last supplied the Subcommittee with details on the advertising buys on March 9, much
has happened, including the mailing of the forms, the end of the mailback phase, the shift of
advertising messages from “Mail It Back” to “Cooperate with the Census Taker” and the start of
Non-Response Follow-Up. In our previous report and testimony we told you we had created a
media reserve fund of $7.4 million for unforeseen contingencies and additional advertising in
areas of low response. All of those funds were expended in various efforts to increase
cooperation and boost mailback response.

At the end of March, Census Bureau management met and reviewed census tract-level data and
ranked local media markets in terms of those showing the lowest rates of participation. We
made the judgment that with savings from other census operations that had essentially been
concluded, we had additional reserve funds available in the Decennial account which could be
used to further increase targeted, national and local media buys to help boost participation.
Through a series of decisions we added $31.4 million to the media buys in the final two weeks of
the mail-back phase and for some additional spending during Non-Response Follow-Up.

The combined actions to expend our $7.4 million media reserve and to supplement the media
buys with and additional $31.4 million we believe belped the country achieve the 72 percent
participation rate that matched the performance of the Census 2000. We are particularly pleased
that our contractor and our census staff worked collaboratively using real time data - almost at
the last minute to still be able to be in market- in an effort to deploy the additional spending in
those markets and against those audiences showing evidence of lower participation rates,

1 should stress that some of the data contained in this response was previously submitted to the
Subcommittee. In other instances, we have updated the data or charts to reflect spending and

USCENSUSBUREAU

Helping You Make Informed Decisions WWW.CEnsus.gov
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events that have taken place since March 9 to provide you with the most current information in
each instance. Budget documents reflect more recent data, where more detailed accounting
reports may be current as of March 31, 2010. .

Question:

Answer:

Question:

Answer:

How much of the overall communications campaign budget was spent on talent?
Please itemize expenditures.

The Census Bureau has itemized $4.8 million for talent residuals which are
payments made to talent appearing in advertisements. Of that amount,

$2.8 million was spent for creative purposes and an addition $2 million was spent
on media, creative, and research goals from the American Recovery and
Reinvestment Act of 2009. A residual is a payment made for subsequent
showings and screenings of a commercial for periods beyond the initial 13 weeks
covered by the initial session fee. Talent residuals are paid only to actors who are
members of the Screen Actors Guild. It should be noted that the costs of talent
residvals do not include the session fees and initial 13-week period that talent
receive for performing in a commercial. Such costs are calculated as part of the
production budget.

In a March 9, 2010, correspondence to the Subcommittee, the Census Bureau
provided the costs associated with the production, labor, and related activities for
the campaign (Tab 3).

Itemized budget spent on production, labor, and travel.

Please see Attachment 10 which provides the breakdown for the Integrated
Communications Campaign Contract Budget Itemization. The production of
2010 Census paid media campaign was planned at $32.3 million.

The labor cost for the entire 2010 Census Integrated Communications Campaign
is $109.1 million. Of that amount thirty-one percent has been allocated for human
activities needed to design and create the plans, the messaging and execution of
the media buys, and the production of the materials for all the integrated
communication activities. They include: Census in School, Road Tour,
Partnership Support, earned and paid media.

The travel budget for the 2010 Census communications campaign is $2.2 million.
Please review Attachment 10 for additional information.

In a March 9, 2010, correspondence to the Subcommittee, the Census Bureau
provided the costs associated with the production, labor, and related activities for
the campaign (Tab 3).
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Question:

Answer:

Question:

Answer:

Itemized budget and amount spent on talent and dubbing.

The Census Bureau has a budgeted $4.8 million for talent residuals which are
payments made to talent appearing in advertisements. A talent residual is a
payment made for subsequent showings and screenings of a commercial for
periods beyond the initial 13 weeks covered by the initial session fee.

The Census Burcau has spent $661,157 for dubbing and shipping costs associated
with the duplication and distribution of ready-to-air products. The dubbing and
shipping of 2010 Census materials reach out to 900 radio stations and over

400 television stations. Each station and network requires its own copy (or dub)
of every commercial that will air on that station or network.

In a March 9, 2010, correspondence to the Subcommittee, the Census Bureau
provided the costs associated with the production, labor, and related activities for
the campaign (Tab 3).

Specific reason why the total media buy was reduced, and the production budget
increased.

In the summer of 2009, the new Census Burean leadership recognized that there
were not enough funds allocated for rapid response efforts to be utilized during
the implementation of the paid advertising campaign. Subsequently, a $4 million
media buy contingency was created to address unforeseen circumstances, bringing
the total media reserves to $7.4 million at the start of Mail Out- Mail Back.

At this point in time, additional funding was provided for rapid response activities
plus the contingency funding was expanded. As a result, there has been a
significant increase in the media buy across all audiences to approximately

$171 miltion in comparison to $133 million at the start of the ad campaign.

The production budget increased largely due to the inclusion of additional
languages added to the advertising campaign as a result of the American
Recovery and Reinvestment Act. As a result of these added languages,
production costs increased in order to produce advertising in those languages.
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I hope that the above responses fully addressed your inquiries. Should you have additional
questions, please do not hesitate to call Ms. Angela M. Manso in the Congressional Affairs
Office at 301-763-6100.

Sincerely,

TN, fiase.

Robert M. Groves
Director

cc: The Honorable William Lacy Clay, Chairman
The Honorable Patrick McHenry, Ranking Member
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Mr. CUELLAR. You have all of those folks behind you. I am sure
somebody knows how much money was spent on talent, dubbing,
and shipping.

What I am trying to say, Dr. Groves, as I mentioned the last
time we met with the chairman, why can’t we use some of that
money and put it on the local buys? I have mentioned I have four
out of the top 50 counties that are hard to count. Why can’t we use
some of that and spend it on some of the advertising for hard-to-
count areas? Why reduce the Black purchases and why reduce the
Hispanic purchases? And I'm sure if I go down on the other ones
we probably would have reductions, but why increase production
which includes talent and dubbing?

Mr. TARAKAJIAN. Your question is a fair question. Every time a
commercial runs, there is a talent usage fee in connection to that
commercial. And so, therefore, that is one of the reasons why.

Mr. CUELLAR. What percentage is it? In other words, when I do
a campaign and I run something, it is usually 15 percent unless
you work out a better deal and it is less than 15, and we can do
that. Did we negotiate this to get a better deal instead of paying
millions of dollars on copying and talent?

Mr. TARAKAJIAN. It all depends on the commercial, and it de-
pelids on the number of on-camera talents who are in the commer-
cial.

Mr. CUELLAR. Give me some of your talent who you spend $36
million on, part of that.

Mr. TARAKAJIAN. For example, there is a commercial for Diverse
Mass that ran on the Olympics called Frank that has a number of
different on-camera talents in that commercial.

There is a commercial that my colleague at GlobalHue has called
Silent Chant which is about to begin running that also has mul-
tiple on-camera talents in that commercial.

And people you know get a fee to perform, and that’s all union-
ized.

Mr. CUELLAR. So they get a fee.

And I'm sorry, Mr. Chairman. My time is over. But if you can
give me a courtesy just to finish my thought.

So you’re saying that you pay somebody a talent fee, and that
every time they run, they get a royalty, if I can use that term.

Mr. TARAKAJIAN. Yes.

Mr. CUELLAR. Wow.

Mr. TARAKAJIAN. That is the way the union is set up, and that
is the way——

Mr. CUELLAR. Couldn’t you use some, excuse my language, ordi-
nary folks, you know, folks to do some of the commercials that can
reach out to them, and I see some shaking their heads, for exam-
ple, local buys? If you go and talk to somebody in south Texas, they
probably trust somebody who has been on their TV channel for 10
or 15 years than have somebody that you're paying a fee and a
commercial on that.

And again, I know my time is over but my thing is, Mr. Chair-
man, I want to maximize the dollars here. And if we can squeeze
that. It might be too late already. But I mean, I was hoping we
would spend a little bit more money, and we’ve talked about this.

What is the reserve management left over, Dr. Groves?
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Dr. GROVES. The shavings of the amounts that you went through
group by group assembled about $7.5 million, $8 million.

Mr. CUELLAR. So that hasn’t been reduced. So it’s still about $7.5
million.

Dr. GROVES. Yes.

Mr. CUELLAR. Thank you, Mr. Chairman. Thank you, Dr. Groves.

Mr. CrAY. Thank you, Mr. Cuellar.

And I now recognize the gentlewoman from Texas who has also
joined us. Welcome to the subcommittee.

Ms. JACKSON LEE. Mr. Chairman, let me thank you for your
courtesies. For you to have this hearing at this hour connotes,
equals, confirms the crucialness of where we are and the posture
that we find ourselves in. My name tag is not here, so he’s indi-
cated that I am from Texas and also from Harris County.

Let me have the backdrop of my colleague, Congressman Cuellar,
in terms of his inquiry of the cost, but let me offer this on the
record. My district, which lies in Harris County, is a county, Harris
County, ranked fourth of the 50 U.S. counties with the highest
number of people living in hard-to-count areas. In fact, 80.5 percent
of the population in Harris County live in hard-to-count areas.
Even more astonishing, Harris County, TX, is one of eight counties
estimated to lose over $100 million each in Federal funds from
undercounting the 2000 census. The undercount of 2000 caused
Harris County, TX, to lose a total, including State funds, of $234
million.

Now, we juxtapose that against of course the labor cost and pro-
duction cost on taxpayers dollars for trying to count people, and I'm
not sure what the impact would have. In addition, as it may have
occurred in a number of other communities, at the early point of
the Census coming out there was a big uproar over the utilization
of the word Negro. A simple courtesy, which I may have missed,
to Members of Congress that this was going to occur, since we had
not seen the early document might have been helpful, but I had to
encounter rallies and town hall meetings on the insult of the word
Negro.

I've obviously come to believe that the count is of crucial impor-
tance, and we work with our county and work with individuals in
the county and work with those who might have been offended
from the African American community to try to overcome the utili-
zation of that word, which I have reason to believe, there are many
very competent reasons for that word.

I lay all that forward to raise these questions, and I'll try to be
as quick as I can.

Dr. Groves, as you well know, I had a conversation with you and
I would like to invite you as you go into the valley to come to Hous-
ton as soon as possible, and I would like that to be within the next
10 days or so, and I would like to look at your schedule. And I say
that because you’re talking about a city that has a potential of a
great loss but also the potential to count down or count up to the
third largest city in the Nation. That’s a big vote for America.

And I would venture to say that this may be the poster child for
disorganization, not lack of good will people, but disorganization.
You have a circumstance where people have been enrolled and al-
legedly signed up and no word coming back on any status that they
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have. Second, you have the representation by those who are there
saying, we cannot get individuals from the minority community,
how can you help us, and then not seeking the help. Not going into
the mass numbers of churches who will open their doors, and they
can actually put their sites of sign-up right in the place of the doors
there in the physical plan of the church building or another build-
ing that’s a 501(c)(3). Many of these buildings, churches have com-
munity centers and others that are 501(c)(3). So that’s the first
thing. Let me go directly to this question.

Let me try to find out, Dr. Groves, you're newly appointed and
let me congratulate you, but let me try to find out, when were
these contracts let for Draft CBC, DraftFCB and GlobalHue? When
were these contracts rendered?

Mr. TARAKAJIAN. Yes. The contracts were awarded in September
2007.

Ms. JACKSON LEE. So they were awarded under the last adminis-
tration, which is unfortunate.

Mr. TARAKAJIAN. That’s correct.

Ms. JACKSON LEE. And then the GlobalHue is, what? Is that a
subcontractor?

Mr. TARAKAJIAN. GlobalHue is a subcontractor to DraftFCB.

Ms. JACKSON LEE. Is that the only subcontractor?

Mr. TARAKAJIAN. No, there are other subcontractors who are part
of the contract. The IW Group, GlobalHue Latino, D’Esposito Part-
ners, to name a few. Most of them are multicultural agencies spe-
cializing in

Ms. JACKSON LEE. And how were they chosen?

Mr. TARAKAJIAN. They were chosen by DraftFCB prior to award
and reviewed by the Census in making that award.

Ms. JACKSON LEE. Will the chairman indulge me? My red light
went on. I'm just trying to follow a line of questioning.

Mr. CrAY. Sure. You can finish up, Ms. Jackson Lee.

Ms. JACKSON LEE. Let me, first of all, make the official request.

Dr. Groves, can I have a confirmation that you’ll work with your
schedule?

Dr. GROVES. I would be happy to be with you in Houston as soon
as I can.

Ms. JACKSON LEE. Thank you.

And I know that we will work through that.

Mr. Tarakajian, is it?

Mr. TARAKAJIAN. Tarakajian.

Ms. JACKSON LEE. Excuse me, I'm sorry, Tarakajian, excuse me.
Let me make the request for the whole list of subcontractors that
you have. And I understand that was through the private sector.
So you were selected, and then you selected GlobalHue?

Mr. TARAKAJIAN. Actually what happened is we selected a team
that we went through the pitch process with, with all the various
stages.

Ms. JACKSON LEE. So you went in, and then you got selected.

Mr. TARAKAJIAN. Correct.

Ms. JACKSON LEE. Were there others that came on board after
the fact?

Mr. TARAKAJIAN. There’s a core group of subcontractors who have
been with us from the very beginning.
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Ms. JACKSON LEE. Right. That’s the team.

Mr. TARAKAJIAN. And then there are other subcontractors who,
for example, when I talked about Pengood a little while ago as the
media buyer, there were other awards of subcontractors that were
made along the way for various purposes.

Ms. JACKSON LEE. Well, maybe there will be a second round. Let
me just ask for the full complement of contractors, subcontractors
and subcontractors and by region please. I assume their address
will tell me by region.

[The information referred to follows:]
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The Honorable Sheila Jackson Lee
U.S. House of Representatives
Washington, DC 20515-4318

This letter is in response to the April 21, 2010, letter from the Information Policy, Census, and
National Archives Subcommittee requesting the clarification of the U.S. Census Bureau’s
communications efforts to promote the 2010 Census. In our response of May 9, we failed to
submit these responses individually to each Member office as stipulated by the Chairman.
Hercwith are the responses to your specific questions, as identified by the Subcommittee, along
with the original set of attachments some of which are referenced below. It is my hope that these
responses further clarify the responses the Census Bureau delivered to the Subcommittee on
March 9, 2010, in response to the February 24, 2010, hearing entitled, “The 2010 Census
Communications Contract: The Media Plan in Hard to Count Areas.”

Since we last supplied the Subcommittee with details on the advertising buys on March 9, much
has happened, including the mailing of the forms, the end of the mailback phase, the shift of
advertising messages from “Mail It Back” to “Cooperate with the Census Taker” and the start of
Non-Response Follow-Up. In our previous report and testimony we told you we had created a
media reserve fund of $7.4 million for unforeseen contingencies and additional advertising in
areas of low response. All of those funds were expended in various efforts to increase
cooperation and boost mailback response.

At the end of March, Census Bureau management met and reviewed census tract-level data and
ranked local media markets in terms of those showing the lowest rates of participation. We
made the judgment that with savings from other census operations that had essentially been
concluded, we had additional reserve funds available in the Decennial account which could be
used to further increase targeted, national and local media buys to help boost participation.
Through a series of decisions we added $31.4 million to the media buys in the final two weeks of
the mail-back phase and for some additional spending during Non-Response Follow-Up.

The combined actions to expend our $7.4 million media reserve and to supplement the media
buys with and additional $31.4 million we believe helped the country achieve the 72 percent
participation rate that matched the performance of the Census 2000. We are particularly pleased
that our contractor and our census staff worked collaboratively using real time data - almost at
the last minute to still be able to be in market- in an effort to deploy the additional spending in
those markets and against those audiences showing evidence of lower participation rates.

I should stress that some of the data contained in this response was previously submitted to the
Subcommittee. In other instances, we have updated the data or charts to reflect spending and
events that have taken place since March 9 to provide you with the most current information in
each instance. Budget documents reflect more recent data, where more detailed accounting
reports may be current as of March 31, 2010.

USCENSUSBUREAU

Helping You Make fnformed Decisions WWW.Census.gov
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Question:

Answer:

Question:

Answet:

Question:

Answer:

Question:

An accounting and itemizing of the entire budget utilized during the
communications phase.

Please review Attachment 5 which itemized the budget during the
communications phase.

The complement of contractors and subcontractors by region.

Please view Attachment 6 which is a compilation of the “Partner Agencies and
Region Location.” It provides a comprehensive list of all DraftFCB’s partner
agencies, their addresses and in which Census Bureau regions they reside.

A listing of all radio and print media utilized through GlobalHue and GlobalHue
Latino.

Please view Attachment 7 which is the list of media buys purchased by
GlobalHue. It includes a complete list of all radio and print media purchased for
the Black audience across the United States, both at the local and national level.

Please view Attachment 8 which is a list of media buys purchased by GlobalHue
Latino. It includes a list of all the radio and print media purchased for the
Hispanic audience at the national level only.

The complete media buy schedule can be viewed at
http://2010.census.gov/partners/pdf/media_buy_sched.pdf and has been available
on our website since January. It should be noted that this file does not contain
media buys for rapid response efforts after March 20, 2010, nor does it include
NRFU media buys. A revised media buy schedule will be available at the end of
May when media buys are completed, and reconciled with all vendors.

Specific locations and names of media outlets and amounts of individual contracts
reflected in Ms. Ennis’ testimony, where she specified the following expenditures:

Amount Media Type
$6 million national television
$4.2 million local television
$2.8 million national radio
$3.9 million local radio
$1.6 million online, digital
$800,000 magazines
$2.5 million local newspapers
$1.2 million out of home
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Answer: Please see Attachment 9, which consists of the entire media buy schedule for the
Black audience as of March 19, 2010,

I hope that the above responses fully addressed your inquiries. Should you have additional
questions, please do not hesitate to call Ms. Angela M. Manso in the Congressional Affairs
Office at 301-763-6100.

Sincerely,

[T M. e

Robert M. Groves
Director

cc: The Honorable William Lacy Clay, Chairman
The Honorable Patrick McHenry, Ranking Member
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Partner Agency

DraftFCB Puerto Rico

Allied Media

MarCom Group

Maya Group

G & G Advertising

G & G Advertising

Global Hue

Weber Shandwick

IW Group

A-Language Bank

Global Hue Latino

d’expbsito & Partners

Regional Office

Boston

Charlotte

Charlotte

Chicago

Denver

Denver

Detroit

Kansas City

Los Angeles

New York

New York

New York

Address

Metro Office Park Street #1
Building #8
Suite 201 Guaynabo, PR 00968

5252 Cherokee Avenue
Suite 200
Alexandria, VA 22312

10201 Main Street
Suite 300
Fairfax, VA 22030

595 Elm Place
Suite 208
Highland Park, iL 60035

811 Silver SW
Albuquerque, New Mexico 87102

2804 3" Avenue N
Billings, MT 59101

4800 Town Center
Suite 1600
Southfield, Mi 48075

8000 Norman Center Drive
Suite 400
Minneapolis, MN 55437

8687 Melrose Avenue., G540
West Hollywood, CA 90069

159 W 25" Street6th Floor
New York, NY 10001

123 Williams Street
Suite 1700
New York, NY 10038

875 Avenue
25" Floor
New York, NY 10001
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2010 Censys Integrated Communications Campaign

Partner Agency Location List by Census Bureau Region

Partner Agency

W Group

Initiative Media Worldwide

Jack Morton

PLUM Agency

Scholastic, Inc

Zona Design

W Group

Regional Office

New York

New York

New York

New York

New York

New York

Seattle

Address

622 Third Ave.
3" Floor
New York, NY 10017

One Dog Hammarskjold Plaza
New York, NY 10017

498 Seventh Avenue
7 Floor
New York, NY 10018

594 Broadway
Suite 407
New York, NY 10012

557 Broadway
New York, NY 10012

350 Fifth Avenue
Suite 321
New York, NY 10118

33 New Montgomery
Suite 990
San Francisco, CA 94105
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Ms. JACKSON LEE. Then let me also put on the record that you
all are very hard to reach, and no response comes back. I'm not
going to say that I tried to reach out to GlobalHue, Mr. Garcia, Ms.
Ennis, because I think I got frustrated early on.

But the selection process that you use for minority buys is unac-
ceptable. And I understand that the first amount of money was
$2.5 million, is that correct? I'm sorry for the Black print media,
$2.5 million? Or was it for a total of media, Hispanic and African
American, Ms. Ennis?

Ms. ENNIS. Are you asking what the total budget is now?

Ms. JACKSON LEE. No. What was it before?

Ms. ENNIS. It was $1.7 million.

Ms. JACKSON LEE. It was $1.7. What is it now?

Ms. ENNIS. And it’s $2.5 million now.

Ms. JACKSON LEE. So that’s unacceptable as well.

Mr. CLAY. Representative, we will have a second round. I'll allow
you to do that.

Ms. JACKSON LEE. All right. And I will finish on this. I want to
put on the record the Houston Sun that was a missing element
when all the other papers came out, and then I will yield back, Mr.
Chairman.

[The prepared statement of Hon. Sheila Jackson Lee follows:]
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Thank you, Mr. Chairman for holding this hearing today. Let

me also thank the Ranking Member. I would also like to welcome and
thank the distinguished panel of witnesses who have joined us here

today to discuss solutions to the very serious problem of census
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undercounting and the resulting substantial consequences from it
suffered by states, counties, cities, and individual Americans across
this nation: Dr: Robert Groves; Mr. Nelson Garcia; Mr. Tarkajian;
Ms. Robbyn Ennis; Ms. Karen Narasaki; Mr. Marc Morial; Ms. Helen
Hatab Samhan; Mr. Marcelo Gate-Tapia; Ms. Sandy Close; Mr.
Hulbert James; Mr. James L. Winston; Mr. Danny Bakewell; and ms.

Linda Smith.

Mr. Chairman, this Committee is here today to examine the
2010 Census Integrated Communication Campaign in Hard to Count
(“HTC) areas, as the Bureau prepares for the 2010 decennial census.
This hearing is important because it will assess the ethnic print and
broadcast media’s role in preve‘nting an undercount. I look forward to
hearing testimony about the media plans for impacting traditional
HTC populations in the various communities including, but not
limited to African-Americans, Latino, Asian, Arab. Native American
and Carribbean.

According to the PriceWaterHouse report on the 2000 Census,
the Census Bureau has estimated that the Census 2000 undercounted
the actual U.S. population by a net of over three million individuals.

Representing an undercount rate of 1.18 percent.
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I am particularly concerned about correcting undercounting
problems because Harris County, Texas, which is situated in my
district, ranked fourth of the fifty U.S. counties with the highest
number of people living in hard-to-count areas. In fact, 80.5 percent
of the population in Harris County live in hard-to-count areas. Even
more astonishing, Harris County, Texas is one of eight counties
estimated to lose over $100 million each in federal funds from
undercounting in the 2000 Census, according to the aforementioned
PriceWaterhouse report. According to the report, the net funding
effect, which includes federal and state funding, of the Census 2000
undercount on Harris County, Texas was $234 million .

In an effort to increase the likelihood of an accurate count in
2010, the Census Bureau developed a far reaching Communications
Plan. This plan includes partnerships with government, private
sector, social service, and other organizations; paid advertising and
Census in Schools. In ordér to spread the 2010 Census message as
broadly as possible and reach the traditionally hard to count
populations via advertising, the prime contractor, DraftFCB and their

partner agencies have developed a Paid Media Plan (“The Plan”).



184

The Plan, which incorporates the work of eight partner media
agencies, will encompass multiple languages, and reach into every
market across the U.S. and Puerto Rico. The Plan also encompasses
all media types and is skewed towards those who are les likely to
respond. The Plan will allow for paid media for television, radio,
outdoor billboards, transit and print media. Thanks to $1 billion
provide for the Census effort in the American Recovery and
Reinvestment Act of 2009 this Congress passed last year, there is a
much greater chance to get a more count of the U.S. population.

I look forward to the testimony of our witnesses and hope to
gain insight as to how we can ensure we use the best approaches at
our disposal to count and reach the population in this country.

Thank you, Mr. Chairman. I yield back the remainder of my

time



185

Mr. CLAY. Thank you so much, and you will get a second round.

Let me say that I'm very concerned about reports that I have re-
ceived from local elected officials who have conveyed to me that
they are not hearing the confidentiality message in the paid media
campaign. In other words, certain constituent groups are concerned
about information that they give to the Census on these forms on
the questionnaire.

In terms of special outreach to these groups, I see the Census ad-
vertising has failed to adequately address these concerns about
confidentiality among hard-to-count groups. Will you take steps to
correct this problem, and could supplemental media be created to
specifically close this confidentiality gap? I'll let anyone try to an-
swer that.

Mr. TARAKAJIAN. That is probably best answered by a number of
us because it varies by audience, quite honestly. The simple answer
to your question, though, is that there are different creative mes-
saging executions that we have that, to varying degrees, have the
confidentiality message in it. And it varies by audience where, for
example, we found that among the Hispanic audience it’s a very
important issue; a less important issue across the diverse mass au-
dience. And the messaging that we have reflects that difference de-
pending upon the specific audience.

Mr. CrAY. Well, but that may be where you might not have all
of the information you need about those audiences because I'm
hearing it in my district, and I'm hearing it from a predominantly
African American audience over maybe legal concerns, maybe the
number of people who live in a certain house that’s contrary to
codes, to building codes and occupation codes. I mean, so as these
things crop up, hopefully, you will have some type of strategy that
effectively addresses it.

Yes, Dr. Groves.

Dr. GROVES. We're tracking through sample surveys daily mul-
tiple methods of tracking the knowledge of the public about these
various components. Confidentiality is one. Another is, do people
know that this is a 10-minute questionnaire, and do they know, do
they link the Census to the return of taxpayer money, the $400 bil-
lion a year? We're tracking this by subgroup. And when we’re see-
ing groups reacting to a particular message inadequately, then
there’s a chance to intervene.

So let me give you an example of this. To our surprise, to my sur-
prise anyway, the message that’s getting out least well right now
is that this 1s a short questionnaire and it only takes 10 minutes.
And we have to do something about that because that’s a very good
story. So we're trying to measure it and then react to it as much
as we can.

Mr. CrAY. As far as tracking, how will the Census Bureau know
if the Integrated Communications Campaign increased the mail re-
sponse rate? And to what extent will the Bureau calculate the re-
turn on its investment in advertising?

Dr. GROVES. I love this question because, in my ideal world, we
wouldn’t advertise because everyone would know the Census is
coming. And so it was a question on my mind when I entered this
position. There is for the first time an experiment, an examination
of this built into the Census advertising where there are a set of
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media markets where the advertising levels are going to be system-
atically varied and will study the impact of that variability. So I
think, for the first time, at the end of this, we’ll have better data
for every dollar we spend on advertising what was the impact on
change between 2000 and 2010.

Mr. CrAY. How will the Bureau use the realtime information it
is collecting, such as Gallup data and early mail response data, to
respond to challenges, such as unexpected regional disparities in
mail response rates? And what are the targeted response rates that
trigger new advertising spending in geographic areas?

Dr. GROVES. This is something that I hope everyone watches. So
starting about the third week of March, the proportion of houses
that are returning the questionnaire will be published daily at a
track level. You’ll be able to go to our Web site, type in your zip
code and see how your zip code is doing, how tracks in your zip
code are doing. If you want to compare St. Louis to Kansas City
on the return rate, you’ll be able to do this.

We hope that local officials and our partners throughout the
country are watching this in addition to us, and we are proposing
to intervene both with the money we’ve held back on advertising
for those areas that are doing less well than we anticipated despite
everything we did. We're studying this process. We have a team of
people trying to predict what’s going to happen, and we’re forecast-
ing it and will do interventions both on paid media, and then also
we’ll get the word out to our partners to help us in this area, this
neighborhood isn’t doing as well as we—this is going to be a first
time for this. It will be very interesting. I'm very hopeful about it.

Mr. CLAY. I'm very curious about it, so thank you for that re-
sponse.

Mr. Chaffetz, you’re recognized.

Mr. CHAFFETZ. Thank you.

I want to followup, Director Groves, on something you talked
about. One of the concerns that you just mentioned in your testi-
mony was the idea that we are requiring the short form as opposed
to a long form. I think one of the reasons that we have that concern
so rampant in the marketplace is that these American community
surveys are being sent out which are very comprehensive. Don’t
you think this adds to the confusion? I mean, at the same time
we're running Super Bowl ads and doing those types of things, peo-
ple are getting these in the mail. Why—and then you expect some-
body, you know, the following month or two to go back and fill out
another form. Why are we doing this at the same time?

Dr. GROVES. The American Community Survey was passed by
Congress as a way to separate the long form from the short form.
So, in essence, the content of that questionnaire you just held up
is quite similar to the original long form. Every question in that
questionnaire——

Mr. CHAFFETZ. And on the envelope it says “U.S. Census Bu-
reau.”

Dr. GROVES [continuing]. Is specified by some law passed by Con-
gress that there must be information on that item in order to im-
plement a program that Congress has passed, so that’s the reason
for that questionnaire.
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The confusion you speak to is something I worry about. I was
concerned about that when I entered office. We have alerted the
folks who are falling in the sample of the American Community
Survey about the fact that this is not the decennial census and
they will get another Census form. We’re watching right now the
response rates on the American Community Survey to see if there
is confusion among—if they’re performing differently.

Mr. CHAFFETZ. Our time is short. I think naturally given that
these forms are arriving so similar in their time is terribly confus-
ing. I had a town hall meeting just in the last 2 weeks. A person
came up and handed this, didn’t understand. And again, for an-
other discussion, I think it’s a very invasive questionnaire. I mean,
one of the questions on the questionnaire is literally, “does this per-
son have difficulty dressing or bathing?” And I got to tell you, I—
again, separate hearing, Mr. Chairman, but I think we need to go
back and better understand the need of this. It’s 11 pages for the
first person just to get through. It says it’s coming from the Census
Bureau at the same time we’re trying to get people to fill out the
other forms.

And the other thing is we talk about groups that are difficult to
get to. One of the questions right here at the beginning after you
kind of get past your pages of housing is, literally, the third ques-
tion asked them if they are a citizen. And so we have people that
are afraid of filling out these forms because you’re going to be
asked detailed questions; is this person a citizen of the United
States?

I think this is terribly confusing in terms of its timing and what-
not, and we will have to continue to go back. I don’t understand
what constitutional role this plays or the authority that it meets,
but I understand that there are laws on the books, and we’ll have
to address those.

My understanding is that the Bureau has overspent its $356 mil-
lion address canvassing budget by $88 million, roughly a 25 per-
cent cost overrun. What is your best projection today as to where
you're going to be in terms of your overall budget, given everything
else that’s going on?

Dr. GROVES. I testified on that overrun twice in front of this com-
mittee, as you may recall, Congressman.

Mr. CHAFFETZ. Just hoping for an update, just a quick sentence
or two.

Dr. GROVES. I am optimistic, based on the rebudgeting of the op-
erations going forward that we just completed and that we have
sufficient money for the 2010 census, all the further operations.
Every operation we've done since that event has been on time and
either on budget or under budget.

Mr. CHAFFETZ. The Washington Post, it was cited in the Wash-
ington Post, the GAO warned that, in a Senate subcommittee hear-
ing recently, that the Bureau’s computer software that handles per-
sonnel and payroll systems as well as processes the proper paper
questionnaires, “has not yet demonstrated an ability to function at
the necessary capacity later this year.” Can you give us the most
recent update on that?

Dr. GROVES. That is a true statement. When I testified in front
of this committee last time, I noted that this was the highest-risk
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software development that we were involved in. It continues to be
a high-risk development. We have—I brought in a team that’s an
external and independent assessment group, and we are literally
meeting daily on this issue right now.

Mr. CHAFFETZ. When you say “risk,” can you give us some—you
say “high risk.” I mean, how worried should we be about this?

Dr. GROVES. If I could finish, I could address your concerns I
think. The software is being released in three components.

The first component is released and is in production. The produc-
tion performance of it is less than desirable but adequate for the
operations. We're ramping up operations, so right now, we’re hav-
ing low-level operations. It’s fitting production needs now.

The second release just occurred last Friday. It will start produc-
tion—well, it started production the last few days.

The big production component will be released at the end of
March for the nonresponse followup stage. That’s what we’re really
focusing on. We have a team together that is making the kind of
tradeoff decisions you need to make in a large software develop-
ment with a fixed deadline. And that is, some of the functions that
were desired for computer assistance will be, will have
workarounds that will be manual in nature.

When I do my visits around the country to our regional offices
it gives me some comfort that they’re ready to do those in a manual
mode because all past Censuses did those manually, that was a
step up and will pull off those things. So we’re focusing on the
identification of the core functions that allow us to do a successful
Census. That’s where we are right now.

Mr. CHAFFETZ. Thank you.

Thank you, Mr. Chairman.

Mr. CLAY. Thank you Mr. Chaffetz.

And now we will recognize Ms. Waters for a second round.

Ms. WATERS. Thank you very much, Mr. Chairman, for the op-
portunity to do this second round. I need to understand the organi-
zation of the media companies that are involved in this campaign.
Now, you are DraftFCB, is that right?

Mr. TARAKAJIAN. That’s correct.

Ms. WATERS. OK. And you are the media company that’s coordi-
nating all of the media buys and production, etc?

Mr. TARAKAJIAN. We are the prime contractor, meaning that we
have some specific responsibilities that are ours which are overall
coordination of the campaign elements. And then we have a whole
host of subcontractors who work for us who bring certain expertise
to the table, such as expertise on the Black audience or expertise
in the Hispanic audience.

Ms. WATERS. That’s OK. You don’t have to tell me what they do.
I just want the structure. You're the prime contractor.

Mr. TARAKAJIAN. Yes.

Ms. WATERS. How many subcontractors do you have?

Mr. TARAKAJIAN. There are, in addition to us, there are, I believe
it’s 12 additional subcontractors.

Ms. WATERS. Twelve additional subcontractors now?

Mr. TARAKAJIAN. Yes.

Ms. WATERS. Were these subcontractors hired through an RFP
process?
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Mr. TARAKAJIAN. These subcontractors were hired originally as
part of our team process for pitching the Census.

Ms. WATERS. Just tell me, were they RFP, or were they just se-
lected or appointed or however?

Mr. TARAKAJIAN. Well, we went through an RFP process.

Ms. WATERS. So you selected these 12 additional contractors
through an RFP process, is that correct?

Mr. TARAKAJIAN. The RFP process that we went through was
with the Census to get the contract, if that’s what you mean by an
RFP process.

Ms. WATERS. No. Let me tell you what I mean. You hired 12 ad-
ditional contractors, is that right?

Mr. TARAKAJIAN. We brought—we had a team of subcontractors
who have worked with us from the beginning. And they were all
part of the original contract and RFP process that we went through
with the Census Bureau.

Ms. WATERS. You have 12 contractors?

Mr. TARAKAJIAN. Correct.

Ms. WATERS. How were they hired? How did you get these 12
contractors? You said some were with you from the beginning. I
don’t know what that means.

Mr. TARAKAJIAN. OK. There are two processes that were at work
here. We selected partners to work with us as subcontractors.

Ms. WATERS. How many partners did you select as subcontrac-
tors that did not go through an RFP process?

Mr. TARAKAJIAN. There were no subcontractors that we selected
that were not part of an RFP process.

Ms. WATERS. OK. So, in the beginning, you selected contractors;
that’s what you said.

Mr. TARAKAJIAN. That’s correct.

M)s. WATERS. How did you select them? What process did you
use’

Mr. TARAKAJIAN. And we all together went through an RFP proc-
ess to be awarded this contract.

Ms. WATERS. So the 12—so, in the beginning, the contractors
that you selected went through an RFP process.

Mr. TARAKAJIAN. That’s correct.

Ms. WATERS. Why couldn’t you just say that? RFP process, OK.

Mr. TARAKAJIAN. Because I'm trying to make the distinction be-
tween what——

Ms. WATERS. How many were selected through the RFP process
in what you call the beginning?

Mr. TARAKAJIAN. They were all part of the RFP process that we
went through, along with our subcontractors.

Ms. WATERS. All 12?7

Mr. TARAKAJIAN. Yes, along with our subcontractors.

Ms. WATERS. OK. Are these independent contractors, or are these
contractors subcontractors to you or the company that you sub-
contract to?

Mr. TARAKAJIAN. No, they are subcontractors to us.

Ms. WATERS. To you.

Mr. TARAKAJIAN. Correct.

Ms. WATERS. So these are not independent contractors; these are
people who work for you.
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Mr. TARAKAJIAN. Yes.

Ms. WATERS. So you did an RFP process for people who work for
you.

Mr. TARAKAJIAN. We did an—we were, along with all of those
subcontractors that I'm just talking about, part of the RFP process
that we went through with the Census Bureau in selecting us and
also selecting those subcontractors.

Ms. WATERS. So, basically, your company controls all the sub-
contractors because they worked for you anyway?

Mr. TARARAJIAN. Well, there are now subcontracts that our sub-
contractors have for media buying and other activities.

Ms. WATERS. We'll get to that. But let’s make sure we under-
stand that, in the beginning, as you referred to it

Mr. TARAKAJIAN. Correct.

Ms. WATERS [continuing]. You selected 12 contractors, all of
whom were subcontractors to you already.

Mr. TARAKAJIAN. Well, they weren’t already subcontractors.

Ms. WATERS. Well, how did they get to be—they are your people
subcontractors.

Mr. TARAKAJIAN. Well, when you say that they are our
people——

Ms. WATERS. Well, you said in the beginning——

Mr. TARAKAJIAN [continuing]. They are not necessarily part of
our company. Some of them are; some of them are not.

Ms. WATERS. I don’t care how they are hired by you. The ques-
tion becomes are these subcontractors a part of your company,
whether they’re part time, full time, hired in the beginning or later
on, these are your subcontractors in your company, right?

Mr. TARAKAJIAN. GlobalHue is not part of our company. Allied
Media, who is a subcontractor, is not part of our company.

Ms. WATERS. How many are part of your company, 12, right?

Mr. TARAKAJIAN. No.

Ms. WATERS. How many of the 12?

Mr. TARAKAJIAN. I will tell you who is part of our company.

Ms. WATERS. Just tell me how many of the 12.

Mr. TARAKAJIAN. Weber Shandwick is one.

Ms. WATERS. You don’t have to name them. I just want to know
how many.

Mr. TARAKAJIAN. Well, I'm trying to go through in my head how
many are part of our company and how many are not.

Ms. WATERS. We only have so many minutes. How many? Can
you guess? Somebody tell him.

Mr. TARAKAJIAN. I believe there are two; Weber Shandwick and
Jack Morton—I'm sorry, three. The IW Group is also part of our
Interpublic Group of Companies.

Ms. WATERS. So 3 of the 12 are your own subcontractors that
were hired through some RFP process.

Mr. TARAKAJIAN. They are owned by the same holding company
as we are.

Ms. WATERS. Oh, well, what’s the holding company?

Mr. TARAKAJIAN. Interpublic Group of Companies.

Ms. WATERS. So you are owned by whom?

Mr. TARAKAJIAN. A company called the Interpublic Group of
Companies.
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Ms. WATERS. Interpublic Group of Companies. So they own you
and the subcontractors?

Mr. TARAKAJIAN. They own us and the three subcontractors that
I mentioned. They do not own the other subcontractors.

Ms. WATERS. Three of the 12, is that right?

Mr. TARAKAJIAN. Excuse me.

Ms. WATERS. Three of the 12.

Mr. TARAKAJIAN. I believe it’s three of the 12, yes.

Ms. WATERS. OK. Now, tell me about GlobalHue? You have
GlobalHue Black and GlobalHue Latino or something like that.

Mr. TARAKAJIAN. That’s correct.

Ms. WATERS. Is that one company, or is that two companies?

Mr. TARAKAJIAN. GlobalHue African American and GlobalHue
Latino is one company with two separate operations; one targeted
to the Black audience, and the other targeted to

Ms. WATERS. You don’t need to tell me all that. Who owns
GlobalHue?

Ms. ENN1S. Don Coleman.

Ms. WATERS. So he owns——

Ms. ENNis. GlobalHue and GlobalHue Latino.

Ms. WATERS. But he’s not owned by——

Ms. ENNIS. He’s not owned by Interpublic, no.

Ms. WATERS. OK. Did he have to go through an RFP process, or
was he appointed or selected to do the media buys for the Black
and Latino audiences? Did he go through an RFP process?

Ms. ENNiS. He went through the RFP process with DraftFCB.

Ms. WATERS. With whom?

Ms. ENNiS. DraftFCB.

Ms. WATERS. So you selected all of the other nine through an
RFP process, is that what you did?

Mr. TARAKAJIAN. We selected all of the other subcontractors to
be part of our team. Together, we went through this RFP process
with the Census Bureau to be awarded the contract in 2007.

Ms. WATERS. Thank you.

I'm not interested in how many people were involved in the RFP
process. I just wanted to know, was there an RFP process. I'm try-
ing to understand who owns what and how they were selected.

Mr. TARAKAJIAN. I’'m trying to help you understand it.

Ms. WATERS. OK. If you would just answer the question and not
editorialize, you would help me out, OK. So I think we’re at this
point.

Now, can you tell me how much each—the first three that are
owned by your company, how much are they contracted for? How
much, what is the value of each of those contracts?

Mr. TARAKAJIAN. Well, first of all, I don’t have that information
at my fingertips in terms of how much.

Ms. WATERS. Well, how much is your contract? What is the value
of your contract?

Mr. TARAKAJIAN. The total value of the contract is

Ms. WATERS. Of yours, just yours.

. Mr. TARARAJIAN. Well, the total value of the contract is $340 mil-
ion.

Ms. WATERS. So $340 million. Who gets paid out of that $340
million?
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Mr. TARAKAJIAN. All of the subcontractors, ourselves, all of the
media that’s purchased, all of the production that’s done, literally
every activity.

Ms. WATERS. So you have a $340 million contract; three of the
subcontractors are your people that work in the company that you
work for.

Mr. TARAKAJIAN. Correct.

Ms. WATERS. You don’t know how much they are paid, each of
them? You don’t know what those contracts are worth.

Mr. TARAKAJIAN. I do. I don’t have that information at my finger-
tips with me.

Ms. WATERS. Do you know how much the other nine contracts
are worth?

Mr. TARAKAJIAN. Again, they are not contracts where somebody
was awarded a specific amount to do the work.

Ms. WATERS. It’s an open-ended contract.

Mr. TARAKAJIAN. It is a contract where we have come together
to work on the $340 million contract and mutually, collaboratively
come up with how we are going to divide those roles and respon-
sibilities.

Ms. WATERS. I only want to know what you paid these people.
I don’t care how collaborative you are. I want to know, how much
does each one of them make? Are you telling me it’s an open-ended
contract; you don’t have an exact number that you contracted for;
is that what you're telling me?

Mr. TARAKAJIAN. No. I can provide that information for you. I
don’t have it at my fingertips right now.

Ms. WATERS. Mr. Chairman, I would like to request that infor-
mation be provided. As a matter of fact, if you're going to have any
more hearings, I would like to see a flow chart of how these compa-
nies are connected, how much money they are contracted for and
whether or not there was an RFP process in this collaborative ef-
fort that is being described to us.

Thank you, and I yield back the balance of my time.

[The information referred to follows:]
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This Request for Proposal is for the 2010 Census Campaign

PLEASE NOTE THAT THIS IS PAGE 1. CLICK ON NEXT TABs TO FILL-OQUT PAGES 2& 3

Directions:

1) Please fill in YELLOW BOXES only

2} Please RENAME this file to include the NAME OF YOUR COMPANY (i.e. Radio Central In.c
3) Do NOT ALTER the format

4) Include ALL associated costs; be sure to include your most aggressive rates the first time
5) Submission DUE DATE is Friday, August 21, 2009

6} Only EMAIL this EXCEL File to censushispanicprint@dex-p.com

Name of Publication

Vendor Name

Vendor Address

Sales Representative
Phone|

Email

Fax|

Administrative Assistant

Billing Point of Contact
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Mr. CUELLAR [presiding]. Thank you. And I thank the gentle-
woman from California.

For the record, sir, 10 days from now, submit to the committee
the information that Ms. Waters requested.

Ms. WATERS. Excuse me, if I can, thank you. There was one part
of the question that was not answered. While the gentleman may
not know how much the other subcontracts are worth, I asked him
how much was his worth, and that was not answered. He gave me
the big answer of $340 million. So let me, if I may, inquire of that.

Mr. CUELLAR. Yeah, why don’t we do this.

Sir, again, for the record, submit to the committee in writing
within 10 days from today the information that she requested spe-
cifically on the $340 million contract. If you can break that down
as to what your company and the subcontractors make.

Ms. WATERS. He doesn’t know how much he makes now.

Mr. CUELLAR. Well, apparently, he doesn’t, right; is that correct?

Ms. WATERS. You don’t know how much your contract is worth?

Mr. TARAKAJIAN. Our contract is worth $340 million. That is the
value of the contract.

Ms. WATERS. But you told me everybody gets paid out of that
contract.

Mr. TARAKAJIAN. That’s correct.

Ms. WATERS. How much do you get paid out of the $340 million
for your company?

Mr. TARAKAJIAN. Again, I would have to go and collect that infor-
mation.

Mr. CUELLAR. Why don’t we go ahead and provide that informa-
tion to the committee within 10 working days from today, sir.

Mr. TARARAJIAN. Will do.

Mr. CUELLAR. And also the information I requested on the pro-
duction, labor, breakdown on the tallying, the dubbing, the ship-
ping and all that, if I can have the breakdown, again, to be submit-
ted to the committee within 10 working days.

[The information referred to follows:]
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Mr. CUELLAR. At this time, I'll recognize the gentlewoman from
Texas, Ms. Jackson Lee, if you have any further questions. You're
recognized for 5 minutes.

Ms. JACKSON LEE. Thank you very much.

Dr. Groves, I want to pointedly speak to you because you rep-
resent the administration, and really say to you that we do want
to be your partner. We know that this is a collective challenge and
responsibility in this instance for at least two branches of govern-
ment, the executive and the Congress.

I want to, first of all, thank the chairman for this hearing and
just hope that you will leave here knowing that we are in fact part-
ners. As I ask my questions, and I'm asking them because I am on
the ground in our respective districts, and I see either the confu-
sion that I've acknowledged and/or the angst and anguish. For ex-
ample, you've indicated, and you might want to answer this, you
say if you had been in place, you would not have used I guess print
media or advertising. And I would be interested, I want to go
quickly, so I want to hear that question.

But what I also wanted to say to you is that, culturally speaking,
and I don’t pretend to be the expert, but living amongst very di-
verse cultures, there are some print newspapers, for example, that
are in essence the Bible in certain communities. Whether it’s
Asian, whether it’s in it’s in their own language, many language-
directed newspapers, whether it’s Latino, whether it’s immigrant,
vast immigrant, whether it is subsets of the African American pop-
ulation, that means African, Haitian and others, these newspapers
are valuable. And so when I made the comment about, I was not
being short the Arab American community. I was not being light
in my assessment of $1.7 million and then moving it to $2.5 mil-
lion, as if I was going to tumble over and feel so overwhelmed by
the increase.

And let me tell you what my concern is. You know, you wonder—
I enjoyed the Super Bowl. I went to about four or five Super Bowl
parties, and I enjoyed the diversity of the folk that I saw. Unfortu-
nately, I might have been like a lot of Americans. Maybe some peo-
ple were sitting down. But I can tell you this. In the homes that
I went in, people were so busy slapping five and having a good
time, I’'m not sure what advertisements they might have seen. And
so, even though you might have had a great audience, I can’t take
a poll. I'm sure there was a judgment made on that point, but I'm
not sure whether anybody came away and said, “do you know
what, besides the Saints going marching in, do you know that the
Census is here?”

Dr. Groves, I'm not sure that occurred. But I will tell you that
newspaper ads and electronic media in specific audiences, minority
radio, make a difference on drive time. Somebody picking up a
newspaper at a church or at a store, they take those papers home.
They open them. They may not be reading everything, but if they
get a front page slot or they see an ad, they will move forward on
that because it’s a piece of paper that they’re holding onto.

Let me just hear you very quickly. What did you say about print
advertising? I wasn’t sure whether you were saying you were for
it or you would have done something different.
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Dr. GROVES. What I tried to convey, first of all, 'm not an adver-
tiser.

Ms. JACKSON LEE. And I understand. This is just your pref-
erence. We've already gone over that.

Dr. GROVES. I've learned a lot over the past few months.

But what was done, I'm sure, because I've seen the approach,
was to examine for the hard-to-count groups their media consump-
tion by type of media.

Ms. JACKSON LEE. Right.

Dr. GROVES. That led to the targeting.

And so if you go across these different hard-to-count groups, the
role of radio in the community varies across the groups. The role
of print varies and so on. So that guided the national buys.

In the last few months, I've been traveling all over the place. I've
talked to local folks. I was in Minneapolis last, gee, just a few days
ago, with local newspapers talking about exactly what you're talk-
ing about, but this was the Somali community in Minneapolis.

Ms. JACKSON LEE. Right. I know them well.

Dr. GROVES. I get this point, and when I go back and look at the
national plan, I see the difficulty we have communicating the fact
that we have to have certain thresholds; we have to go off of audi-
ence figures for the outlooks that we’re using. That’s the——

Ms. JACKSON LEE. So you're buying into it now. You would have
had a different approach, but you understand what we’re saying.

Dr. GROVES. I understand. And we tried—when I asked how we
did this, we tried to get input from our regional offices, and they
did indeed enrich the media outlet list that was part of the——

Ms. JACKSON LEE. Let me, because my time is going.

Dr. GROVES. Sorry.

[The information referred to follows:]
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UNITED STATES DEPARTMENT OF COMMERCE
Economics and Statistics Administration

U.8. Census Bureau

Washingten, DG 20233-0001

MAR 09 2010 OFFICE OF THE DIRECTOR

The Honorable William Lacy Clay
Chairman
Subcommittee on Information Policy, Census,
and National Archives
Commitiee on Oversight and Government Reform
Washington, DC 20515-6143

Dear Mr. Chairman:

During last week’s hearing, members of Congress expressed special interest in the newspaper
buys for the Black audience. In order to ensure that members are fully informed regarding this
media buy, the U.S. Census Bureau has compiled a series of documents detailing what has taken
place to date.

One year ago, the communications subcontractor GlobalHue, a leading Black-owned advertising
agency, recommended that the Black audience newspaper buy be $1.1 million. Duec to
refinements by GlobalHue to the Black audience paid media plan and additional funding from
the American Recovery and Reinvestment Act, the Black newspaper buy has increased to $2.5
million. Of the $23 million total Black audience paid media plan, Black newspapers are
receiving 11 percent of the ad dollars for this andience. At this time, 173 African American,
African, Caribbean, and Haitian newspapers in 64 markets across the country are being engaged
in the buy. (See Exhibit 1.)

While GlobalHue leads the adwvertising effort for the Black audience, they have subcontracted the
actual media buying services. In 2009, following a competitive selection process, two
organizations were selected to conduct media buys for the Black audience. The first one was
Voices, Inc., a Black woman-owned smalf business based in Los Angeles, California, that is
responsible for broadcast media purchases. The second organization managing the Black
newspaper buy is the National Newspaper Publishers Association (NNPA), headed by

Mr. Danny Bakewell, publisher of the Los Angeles Sentinel. The NNPA was selected as a
media buyer because of their extensive expertise about the Black newspaper business. The
NNPA’s fee is approximately $195,000, and Mr. Bakewell is one of two NNPA contractors
actually conducting the work on behalf of the Census Burcan. {See Exhibit 2.)

In close consultation with GlobalHue, the media buyers conducted negotiations with media
properties for ad placements. The media buyers also made recommendations to GlobalHue on
what the terms of the agreements with the media vendors should be. One of the items in the
negotiations was the added value the media vendors would offer the Government. All of the
more than 3,800 media vendors participating in the 2010 Census advertising are asked to provide
added value. This is standard industry practice and very important due to the need to inform the
public about the 2010 Census. With regards to added value from Black newspapers, NNPA
recommended that participating newspapers promise “to run, during the paid advertising
campaign, at least 6 news articles and 2 editorials stressing the importance of completing the
2010 Censvus.” (See Exhibit 3.) This language was included in the insertion order, the document
stipulating the requirements of the media buy. {See Exhibit 4.)

USCENSUSBUREAU
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The Honorable William Lacy Clay

These requirements led to concerns in the Black newspaper community and to exchanges of
jetters by Mr. Bakewell and Mr. Don Coleman, president of GlobalHue. (See Exhibit 5.)
Subsequently, the Census Bureau requested GlobalHue to amend the requirements. As a result,
new insertion orders were submitted with the new langnage. (See Exhibit 6.)

The Black audience is reached not only through Black newspapers, but also by other media as
well, including TV, radio, magazines, outdoor advertising, and online. Research indicates that
the Black audience consumes media in the following ways:

50 percent by viewing TV

30 percent by listening to radio

8 percent on the Internet

6 percent by reading magazines

6 percent by reading newspapers

Source: 2008 U.S. Diversity Markets Report: Synovate

* & & o

You will note that 80 percent of media consumption takes place through broadcast media. As
mentioned previously, we are spending 11 percent of ad doliars for the Black audience when this
audience spends only six percent of their time reading newspapers. (See Exhibit 7 for the
complete media buy schedule for the Black andience.)

The 2010 Census Integrated Communications Campaign has been the most thorough and
researched communications effort ever undertaken by the Census Bureau. The process to get us
to where we are today is the result of years of work. Activities associated with the development
of the communications campaign have been collaborative and transparent, not only with our
internal and external stakeholders, but also with our contractors. We are confident that paid
advertising along with our robust partnership program and the other elements of the campaign
will help us in our goal to ensure everyone in the Black community is counted in the 2010
Census.

Sincerely,

[t M. e

Robert M. Groves
Director



221

ce:

The Honorable Patrick McHenry

Ranking Member, Subcommittee on Information Policy,
Census, and National Archives

Committee on Oversight and Government Reform

U.S, House of Representatives

Washington, DC 20515-6143
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Ms. JACKSON LEE. But let me get on record with you, Director
Groves, $2.5 million is not enough for print media. I haven’t gotten
the electronic media, and I'm going to do a series of questions. I
want to leave you now, because you have indicated that you will
reach out to me on the organization and the enrollment and no re-
sponse and a lot of other issues that we need to talk about on the
record.

I want to get that on the record acknowledging how important
these people are.

Can I just make these questions, Mr. Tarakajian, on the record,
Mr. Chairman, I need to get, as I indicated, a list of all the contrac-
tors, and Congresswoman Waters may have asked that. But to Mr.
Garcia and Ms. Ennis, I need all of the—you’re doing radio and
print?

Ms. ENNIS. Yes.

Ms. JACKSON LEE. Are you producing ads as well?

Ms. ENNiIS. GlobalHue and GlobalHue Latino are producing ads
as well.

Ms. JACKSON LEE. So you're getting persons to act. Are you doing
television?

Ms. ENNIs. TV, radio.

Ms. JACKSON LEE. OK. What’s the buy for television?

Ms. ENNIS. I'm not sure what your question is.

Ms. JACKSON LEE. How much are you spending on TV that’s di-
rected to the minority community?

Ms. ENNi1s. Local TV or national or both?

Ms. JACKSON LEE. Both.

Ms. ENNIS. OK, can I take 1 second?

Ms. JACKSON LEE. OK. Then let me—Mr. Garcia is answering
the same thing. This is combined.

The second thing is, I need from you the list of all print that
you’re utilizing.

And let me be on the record that I have no ownership in the
Houston Sun. I'm using it as an example, and I'm not precluding
anyone else. I would like to get a list of all of the newspapers. The
only reason I use them as an example is my understanding is that
they were part of the conversation and dialog by several groups,
and there may be others in Atlanta or others somewhere else, and
they were left out.

Ms. ENNIS. Houston Sun is on our media buy.

Ms. JACKSON LEE. We don’t have that information, but if you
would give me the whole list. And that is all the papers.

And then if you have an immigrant population paper list, I would
appreciate it.

Ms. ENNIS. Yes, we do.

Ms. WATERS. Will the gentlelady yield?

Ms. JACKSON LEE. I would be happy to yield.

Ms. WATERS. While you’re making that request, would you also
request, I guess, what would be termed as the coverage that par-
ticular newspaper has? Because as I've been looking at some of this
information, it seems so disproportionate. There are some news-
papers that, or magazines, that they give extraordinary amounts
to, and ones who have more coverage get less amounts. And I want
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to see how they make these decisions. So if you would include that
in your request, I would appreciate it.

Ms. JACKSON LEE. I think the gentlelady is correct. The analysis
of how you made the decisions and how you make decisions as to
the amount of advertising in the particular media magazines ver-
sus others.

I hear the gavel, and I'm just—was this submitted in the record,
this is the American survey.

Mr. CUELLAR. Without objection.

[The information referred to follows:]
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U.5. DEPARTMENT OF COMMERCE
O Econamics and Statistics Administration
. K U.§. CENSUS BUREAU

.#=; e American Community Survey

Fraras o

Pen,

This booklet shows the
content of the

American Community Survey
questionnaire.

Please complete this form and return
it as soon as possible after receiving
it in the mail.

This form asks for information about

L . o print the name and telaphone number of the person who is
the people who are living or staying at( illing out this form, We may contact you if there is a question.
the address on the mailing label ang~ Last Name
about the house, apartment, or m&hjf
home located at the address o{ B
mailing fabel.

First Name M1

Area Code + Number

If you naad help or have questions ] - i I
about completing this form, please call
1-800-354-7271. The telephone call is free. @) How many people are living or staying at this address?

« INCLUDE everyone who is living or staying hera for more than 2 months.
* INCLUDE yourself if you are living here for more than 2 months.
« INCLUDE anyone eise staying here who does not have another ptace to

Telephone Davice for the Deaf (TDD):
Call 1-800-582-8330. The telephone call is free.

" N stay, even if they are here for 2 months or less,
ﬁ‘;‘;ff:gﬁ d‘;‘;‘a’y‘:‘c‘gnf“ﬂif:"sL‘acf’"jsf‘fﬁg:z ¥ + DO NOT INCLUDE anyone who is living somewhere eise for more than
e B D o e 2 months, such as a college student living away o someone in the

Armed Forces on deployment.

Usted también puede pedir un cuestionaria en Number of people

espanol o completar su entrevista por teléfono
con un entrevistador que habla espanol.

For more information about the American e
Community Survey, visit our web site at:
htp:/Awww.census.gov/acsivww!

Fill out pages 2, 3, and 4 for everyone, including yourself, who is
living or staying at this address for more than 2 months. Then
complete the rest of the form.

USCENSUSBUREAU ra%n‘n:’f\wgSJ(lNFO)(sz)KFI OMB No. 0807-0810

I
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Person 1

{Person 1 is the person living or staying here in whose name this house
or apartment is ownad, being bought, or rented. if there is no such
person, start with the name of any adult living or staying here.)

@) whatis Person 1's name?

Last Name (Please print] First Name Mi

|

How is this person related to Person 17

Person 1
What is Person 1's sex? Mark (X) ONE box.
[3 wate O Femate

What is Person 1's age and what is Person 1’s data of birth?
Pleasa report babies as age 0 when the child is less than 1 year old,
Print numbers in boxes.

Age (in yearsh Month  Day  Yesrof binth

= NOTE: Please answor BOTH Question 5 about Hispanic origin and
Question 6 about race. For this survey, Hispanic origins are not races.

¥ 1= Person 1 of Hispanic, Latino, or Spanish origin?
Na, not of Hispanic, Latino, or Spanish erigin

] Yes, Mexican, Mexican Am., Chicano

[ Yes, Pusrto Rican

O ves, cuban

[T Yes, another Hispanic, Latino. or Spanish origin - Print o wx@}%ample,
and 5o on. 7 = e

|

13190020

Person 2

What is Person 2's name?

Last Name (Please print} First Name

N

Son-is-law or daughter-in-law

How is this person related to Person 17 Mark (X} ONE box.
Husband or wife

Biotogical son or daughter Other relative
Adopted son or daughter Roomer or boarder
Stepson or stepdaughter Housemate or roommate
Brother o sister Unmarried partner
Father or mother Foster child
Grandehild
Parent-in-law

What is Person 2's sex?xMark {X) ONE box.

ooooooo

Cther nonrafative

oonoooon

1 wmale Ferle
What Is Perso e and what is Person 2's date of birth?
Please repon ba\b\es s age 0 when the child is less than 1 year old.

Print numbers in boxes.
Month  Day __ Year of birth

- d@ S Piease answer BOTH Question § about Hispanic origin and
tion 6 about race. For this survey, Mispanic origins are not races.

\l‘kPerson 2 of Hispanic, Latino, or Spanish origin?
No, not of Hispanic, Latino, o Spanish origin

Yes, Mexican, Mexican Am., Chicano

Yes, Puerto Rican

Yes, Cuban

oooooy,

Yes, another Hispanic, Latino, or Spanish origin ~ £rint origin, for axample,
lombi; inican, . Spaniard,

and so on.

w\:'
@) hatis Person 175 race? Mark (X) one o&w

) whatis Person 2's race? Mask (X) one or more boxes

[ white £ white

[ Biack, African Am.. or Negro 1 stack, African Am., or Negro

D American Indian or Alaska Native - Print name of enrolled or principal !u'be.y E] American indian or Alaska Native — Frint name of enrofted or principal :ribe.;

{3 Asian tndian [ sapanese [} Native Hawaiian {1 Asian tndian {3 sapanese [ Native Hawaiian

{3 chinese [ Korean 1 Guamanian or Chamorra 1 chinese 1 Korean {3 Guamanian or Chamorro

{3 ritinino O vietnamese {1 Samoan O Fitipino [0 Vietnamese [ Samoan

[ Other Asian - Print race, £ Other Pacific Istander — [ Other Asian - Print race, {1 Other Pacific Istander -
for example, Hmoni Print race, for example, for examply, Hmong, Print race, for example,
Laotisn, Tha, Pakistani, Fijian, Tongan, and Laotian, Thai, Pakistani, Figian, Tongan. and
Cambodian, and so on. soon. Cambodian, and so on. 7 soon g

[ Some other rave - frint race, [} some other race - Print race. 3
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Person 3

What is Pergon 3's name?
Last Name (Please print)

First Name

b)) Whatis Person 4's name?

13190038

Person 4

Last Name (Please print) First Name

N

How is this person related to Person 12 Mark (X} ONE box.

{3 Husband or wife {J Son-in-taw or daughter-indaw
{3 siological son or daughter 1 Other retative

{1 Adopted son or danghter [ Roomer or boarder

{3 stepsan or stepdaughter {3 Housemate or roommate
03 Brother or sister 3 Unmarried partner

(3 eather or mother {3 Foster child

OO Grandenitd {3 Other nonretative

3 porentindaw

What is Person 3's sex? Mark (X} ONE box.

O wmale {3 remale

What is Person 3's age and what is Person 3's date of birth?

Please report babies as age 0 when the child is less than 1 year oid.
Print numbers in boxes.

Age {in years) Month  Day _ Year of birth

- NOTE: Pleass answer BOTH Question 5 about Hispanic origin and
Question 6 about race. For this survey, Hispanic origins are not races.

1s Person 3 of Hispanic, Latino, or Spanish origin?
£ Ne, not of Hispanic, Latino, or Spanish origin
Yes, Mexican, Mexicsn Am., Chicana

Yes, Puerta Rican

Yes, Cuban

Yes, anather Hispanic, Latino, or - Spanish origin - angﬁ

0
a
0
0

3 How is this person related to Person 12 Mark (X} ONE box.

{1 Husband or wife {3 son-indaw or daughter-in-law
{1 sictogicat son or daughter {1 Other retative

0 Adonted son or daughter {3 Roomer or boarder

{0 stepson or stepdaughter £1 Housemate or roommate
{3 Brother or sister [0 unmarried partner

{3 Father or mother {0 roster chita

O srandcnita {3 other nonretative

[ eerentintaw

What is Person 4's sex»‘a‘\ Mark (X) ONE box.

3 mate - Ferpate

Please report hiabiey as age 0 when the child is less than 1 year oid.
Print numbers in boxes.
Month

Whatis Persq@&ge and what is Parsan @'s date of birth?

Age lin yeatQ\J’ Day Year of birth

.

\\Q 5
S NUAE, Please answor BOTH Question § about Hispanic origin and
stion 6 about race. For this survey, Hispanic origins are not races.
s Person 4 of Hispanic, Latino, or $panish origin?
No, not of Hispanic, Latino, or Spanish origin
Yes, Mexican, Mexican Am., Chicano
Yes, Puerto Rican
Yes, Cuban

an
0
a
O
0

Yes, anather Hispanis, Latino, or Spanish origin - Print origin, for example,
< ic Latin !

andsoon. p

|

and so on.

Q) Whatis Person 3's race? Mark (X) one gfige
0O white
ftack, African Am., or Negro

Q) Whatis Porson 4 race? Mark (X} one or more boxes.

3 whie
Black, African Am_, or Negro

[} American indian or Alaska Native — Print name of enalied or principal tribegr (1 Americen Indisn or Alaska Native — Print name of enralled ar prinsipal tribegz

3 asian indian O epanese  [] Native Hawatian [ Asian indian [ Jevsnese [ Native Hawaiton

O chinese 0 xorsan 3 Guamanien or Chamorro O chinese {3 Korean ] Guamanian or Chamorro

3 Fitipino {3 vietnamese [J Samosn {1 Finipino O vietramese [ Samoan

{3 Other Asian - Print race, [0 Other Pacific tslander — {3 Other Asian - Print race, L1 Oher Pacific istander -
for example, ng, Print race, for example, for example, Hmong, Frint race, for example.
Laatian, Thai, Pakistani, Fijian, Tongan, and Laotian, Thai, Pakistani, Fijian, Tongan, and
Cambodian, and s6 on. soan Combodtian, and sa on. 000,

I3 some other race - Print race. 5 {3 soms other race - Frint race. 5
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Q) if there are more than five people living or staying here,
print their names in the spaces for Person 8 through Person 12,

What is Person 8's name?

Last Name {Please print] First Name

How is this person related to Person 17 Mark (X] ONE box.

We may call you for more information about them.

Hushand or wife
Biolagical son or daughter
Adopted son or daughier
Stepson or stepdaughter
Brother or sister

Father or mother
Grandchitd

Ooooooa

Parent-in-faw
What is Person 5°s sex? Mark (X} ONE box.

O mate 03 remate

What is Person 5's age and what is Person 5's date of birth?
Please report babies as age 0 when tha child is less than 1 year old.
Print numbers in boxes.

Month  Day

gooooooo

Age {in years} Year of birth

< NOTE: Please answer BOTH Question 5 about Hispanic origin and
Question 6 about race. For thig survey, Hispanic origins are not races.

’ {s Parson 5 of Hispanic, Latino, or Spanish origin?
[0 e, nat of Hispanic, Latino, or Spanish origin

[0 Yes, Mexican, Mexican Am., Chicano
T1 Yes, Pusrto Rican

[ ves, cuban
O

Ioggkample,

and 50 on. g

@) whatis Persan s race? Mark (X) one o;\@};g&xes.

1 white
Biack, African Am., or Negro
[ American Indian or Alaska Native — Print name of enrolled or principa! tribe.g

03 Asian indian {3 sapanese [0 Native Howaiian

{1 chinese [} korean 1 Guamanian or Chamorro
0 Fitipine 3 vietnamese [ samoan

3 Other Asian - Print racs, O Other Pacific Islander -

for exampte, Hmong,
Laotian, Thai, Pakistanj,
Cambodian, and so 0n. g

Print race, for example,
Fifian, Tongan, and
"7

\L¥st Name (Please print}

Mt
l Person 6
Last Name {Please print} First Name M
invfaw or daughter-in-i l -i
Other relative
Roomer or bearder Sex [ Mste [1 Female Age {in yaars)
Housemate or roommate Person 7
Unmarried partner Last Name {Please print} Eirst Name M
Foster chifd t
Other nonrelative
sex ] Mate Ago (in years)
Person 8
First Name Mi
Ags {in years}
Fitst Nome wi

Sox [J Mate [ Femate

Age lin yoars)

Person 10
Last Name (Please print}

sex [ Male

Last Name {Pioase print}

First Name i
O Femate Age {in years}
First Name L]

sex [ male [ remate

Age (in years)

Person 12
Last Name (Please print)

First Name

M

1 some other race - Print race.

sox [J Male [J Femate

Age {in yaars)

o TR




Please answer the following
guestions about the house,
apartment, or mobile home at the
addrass on the mailing label.

Which bost describes this building?
Include aii apartrnents, flats, etc., even if
vacand.

A mobite home

A one-family house detached from any
other house

A one-family house attached to one or
more houses

A building with 2 apartments

A buitding with 3 or 4 apartments

A buitding with 5 1o 9 apartments

A building with 10 to 19 apartments

A buitding with 20 to 49 apartments

A buitding with 50 or more apartments
Boat, RV, van, ete.

onooooo 0 oo

Abeut when was this building first built?

[0 2000 or tater - Spec;lfyy'

1990 to 1899
1880 to 1989
197¢ to 1979
1960 to 1969
1950 to 1958
1940 to 1949
1939 or earlier

cOooooon

€) When did PERSON 1 (listed on page 21
move inta this house, apartmaent, or
mobile home?

Month  Year

253
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A Answer questions 4 - £ if this is a HOUSE

e N THE PAST 12 MONTHS, what

OR A MOBILE HOME; otherwise, SKiF to
question 7a.

How many acres is this house or
mobile home on?

{1 tess than 1 acre = SKIP to question &
£1 1to99acres

0 10 or more acres

were the actual sates of all agriculturg!
products from this property? {1
Ve
None
$110 $998
$1,000 to $2,499
$2,500 to $4,999
$5,000 to $9,999
$10,000 or mofs
N
2 \\\\\‘/«
Y
Is there a méss {such as a store or
It ‘6F'a medical office on
7

aoooon

a. How many separate rooms are in this
house, apartmant, or mobile homa?
Rooms must be separated by built-in
archways or walls that extend out at ieast
& inches and go from floor to cefling.

* INCLUDE bedrooms, kitchans, etc.
* EXCLUDE bathrooms, porches, balconies,
foyers, halls, or unfinished basements.

Number of rooms

b. How many of thase rooms are bedrooms?
Count as bedrooms those rooms you would
list if this house, apartment, or mobile home
were for sale or rent. If this is an
efficiency/studio apartment, print "0”.

Number of bedrooms.

e Doss this house, apartment, or mobile

home have -

hot and cold running water?

a.
b. a flush toilet?

i

a bathtub or shower?
d. & sink with a faucet?

e.  stove or range?

00ooDoof
oooooog

. arefrigerator?

. telephone service from
which you can both make
and receive calls? Include
cell phones.

(]
m]

a How many automobiles, vans, and trucks

of one-ton capacity or less are kapt at
home for use by members of this
housshold?

@ Which FUEL is used MOST for heating this

house, apartment, or mobile home?

3 Gas: from underground pipes serving the
neighborhood

[} Ges: bottled, tank, or LP

[ Etectricity

[ Fuel oil, kerosene, ete.

{1 Coat or coke

J woos

{3 Ssolar enargy

7 Othar fuel

3 No fuel used




Housing {continued)

Q) 2 LAST MONTH, what was the cost
of electricity for this house,
apartment, or mobiie home?

Last month's cost - Dollars

]

OR
0 included in rent or condominium fee
[} No charge or electricity not used

b. LAST MONTH, what was the cost
of gas for this house, apartment,
or mohils home?

Last month's cost - Dollars

OR

1 included in rent or condominium fee

1 included in elactricity payment
entered above

0 No charge or gas not used

<. IN THE PAST 12 MONTHS, what was
the cost of water and sewer for this
houss, apartment, or mobile home? /f
you have lived here less than 12 months,
estimate the cost.

Past 12 months’ cost — Dollars

OR
O included in rent or condominium fee
{0 nNocharge

d. IN THE PAST 12 MONTHS, what wa:

for this house, apartment, or mobile
home? If you have lived here less than 12
months, estimate the cost.

Past 12 months’ cost ~ Dollars

OR

3 included in rent or condominium fee
3 No charge or these fusls not used

254
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cost of oil, coal, kerosene, wood, etc) \5

®

IN THE PAST 12 MONTHS, did anyone in
this household raceive Food Stamps or
a Food Stamp benefit card? include
government benefits from the Supplemental
Nutrition Assistance Program (SNAP).

Do NOT include WIC or the National School
Lunch Program.

O Yes
O no

Is this house, apartment, or mobile home
part of a condominium?

[ Yes» What is the manthiy
condominium fee? for renters,
answer only if you pay the
condominiurm fee in additien to
your rent; otherwise, mark the
"None" box.

Monthly amount ~ Dollars{

OR
1 None 4
00 N i~ 7
O]
o L
fs this house, as:v@un‘ ({, or mobile horne
@ Mark (X) ONE iy, %
N
>

3 Ownpd ¥nu or someone in this
rousl with a mortgage or
de home equity Ioans.
i b o
O by you or someone in this

ousehold free and clear (without 3

\.//\ rgage of loan)?
o B3 Rented?

Qb [ Occupied without payment of

rent? > SKiP to €
S

B Answer questions 15a and b if this house,
apartment, or mobile home Is RENTED.,
Otherwise, SKIP to question 16.

@ a. What is the monthly rent for this
house, apartment, or mobile home?

Monthly amount ~ Doilars

b. Does the monthly rent inciude any
maeals?

3 Yes

0 nNo

i
C Answer questions 16~ 20 if you or
someone else in this household OWNS
or IS BUYING this house, apartment, or

maobile horne. Otherwise, SKiPto § on
the next page.

@ About how much do you think this
house and lot, apartment, or mobhile
home (and tot, if owned) would sell for
if it were for sale?

Amount - Dollars

What are the annual real estate taxes on
THIS property?
Annusl amount - Dollars

1

OR
1 nNore

What is the annual payment for fire,
hazard, and flood insurance on THIS
property?

Annual amount - Dollars

oR
3 wNone
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Housing (continued)

kL) a. Do you or any member of this
housshold have a mortgage, dead of
trust, contract to purchase, or similar
debt on THIS property?

{1 Yes, mortgage, deed of trust, or simifar
debt

[} Yes, contract to purchase
[0 No - SKIP to question 20a

b. How much is the regular monthly
mortgage payment on THIS property?
include payment only on FIRST mortgage
or conitract to purchase.

Menthty amount - Dollars

OR

0 No regular payment required < SKIP to
question 20a

c. Does the ragular monthly mortgage
payment include payments for real
estate taxes on THIS property?

{3 ves, taxes included in mortgage
payment
1 No, taxes paid separately or taxes

not required

d. Does the regutar monthly mortgage
payment include payments for fire,
hazard, or flood insurance on THIS

D

D Answer guestion 21 S 154
HOME. Otherwise, kﬁy‘ove .
AN

a. Do you or any member of this
household have a second mortgage
ar a home equity loan on THIS
property?

O
|5
O

[}

Yes, home equity loan
Yes, second mortgage

Yes, second mortgage and home
equity foan

No - SKiPto D

b. How much is the regular monthly
payment on all second or jurnior
mortgages and all home equity loans
on THES property? .

Monthly amount ~ Doffars

OR

N
i

\
oy total annual costs for
Lyroperty taxes, site rent,

property? lo real estate taxes.
Tl Yes.i included in <P Whnual costs - Dollars
payment S
a 3 paid
insurance

Answer questions about PERSON 1 on the
next page if you listed at least ong person
on page 2. Otherwise, SKIP to page 28 for
the mailing instructions.
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Please copy the name of Person 1 from page 2,
then continue answering guestions below.
Last Name

First Name

Q Where was this person boen?
{3 inthe Urited States - Print name of state.

1 Qutside the United States - Print pame of
foreign country, or Puerto Rico, Guam, etc.

) 15 this person a citizen of the United States?
[ Yes, born in the United States = SKIP to 102

5, born in Puerto Rico, Guam, the
U (4 Viegin tslands, or Northern Marianas

v
] Yes, bom abroad of U.S. citizen parent

or p
3 vYes, u s citizen by naturatization - Print year
of paturalization

O

When did this person come to five in the
Unrited States? Print numbers in boxes.
Year

No, not a U.8. citizen

a. At any time IN THE LAST 3 MONTHS, has this

®

only nursery or preschool, kindsrgarten,

elementary school, home schaol, and schooll!

which leads to a high school dipioma or @ £a)

degree.

{1 No, has not attended in the fast 3
months % SKIP to question 11

{3 Yes, public schoal, public coflege

{3 Yes, pnvate schocl private coltege,
home schoot

What grade or lavel was this person attending?
Mark {X) ONE box.

7 Nursery schoo), preschool
{1 Kindergarten

T[] Grade 1 through 12 - Specify
grade 112

0 Cui!_eg’e undergraduate years {freshman to

1 Graduate or p!ofessxona f schoo! beyond 2
bachelor's degree (for exampie: M or PhD
program, or medical or {aw school)

persan attended school or college? fncluds  ({

®

(/Belielor’s degree or higher. Otherwise,

What is the highest degree or fevel of school
this person has COMPLETED? Mark (X} ONE box.
If currently enrofled, mark the previous grade or
‘highest degree received.

NG SCHOOLING COMPLETER

{3 No schooling completad

RUASERY OR PRESCNOOL THROUGH GRADE 1D
{1 Nursery school

] Kindergarten

0 Grade th;(’:ugh 11 - Specify

grade 1~

[ ]

O 12th grade - NO DIPLOMA
HIGH SCHOOL GRADUATE

1 Regular high schoot diploma
{1 GED or atternative credential
COLLEGE OR SOME COLLEGT

=]

Some college credit, but less than 1 year
cotlege credit

ER BACHELOR'S Dr(mfi \\f
Wastors degree ¥ MA, MS, MEng,
Sooree | {9» P i
Professmnai ¢ond a baghelor's degres
tfor examp| 5, DVM, LLB, JD)

Ooaorazgaeg>§/far example: PhD, £4D)

oo DiDDD

Revestion 12 if this person has a

SKkip

ta question 13.

This question focuses on this person’s.
BACHELOR'S DEGREE. Plaasa rint helow the
specific major{s} of any BACHELOR'S DEGREES
this person has received. (For example: chemical
engineering, elementary teacher education,
organizational psychelogy)

@ What is this person’s ancestry ot ethnic origin?

(For example halan, Jamaican, Afrcan Am.

F!ench Canadlan, Haman, Karean, Labanese, Polish,
Nigerian, Mexican, Taiwanese, Ukrainian, and so on}

a. Does this person speak a language other than
English at home?

0 Yes
1 No = SKIP to question 152

b. What is this language?

@
l\ For axample: Korean, italian, Spanish, Vietnamese
2 ) .

S How weil does this person speak English?

Very well
Well

Not well
Not at alt

a, Did this person live in this house or apartment
1 year ago?

{3 Person is under 1 year old =» 5KIP to
question 16

1 ves, this house = SKIP to question 16

{3 No, qutside the United States and

Puérto Rico - Print name of foreign country,

or US, Virgin Islands, Guam, etc., below;
then SKIP fo question 16

jm]

No, different house in the United States or
Puerto Rico

b. Where did this person five 1 year sgo?
Address {Number and street name}

Name of city, tawn, or post office

Name of U.

county or municipio in
Puerto Rico

Name of U.S. state or

Puerto Ris ZIP Cade

s I




Person 1 (continued)

Is this person CURRENTLY covered by any of the
foliowing types of health insurance or health
coverage plans? Mark "Yes™ or "No® for EACH type
of coverage in‘items a- .

a

o

o

o

-~ o

EE)

®

Insurance through a current or
former employer or union {of this [
person or another family member}
Insurance purchased directlxlfrom

an insurance company {by this =]
person or another family member}

Medicare, for people 65 and oider,
of peopis with cenan dissbiities LI

Medicaid, Medicat Assistance, or
any kind of government-assistance

plan for those with low incomes o
or a disability

. TRICARE or other military heaith care []
VA (jncluding those who have ever |
used or envolied for VA health care}

. indien Health Service ]

. Any other type of health insurance [

orhealth coverage pian - Spaciy -

Yes No

L. 00000
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H Answer guestion 19 if this person is
18 years old or over. Otherwise, SKIP to
the questions for Person 2 on page 12.

Because of a physical, mental, or emotional
i does this have difficut

doing ervands alone such as visiting a doctor's
[l office or shopping?

O Yes
O 0 %

] @ What is this person’s marital status?

3 Now martled

. Is this person deaf or does helshe have

@ How many times has thi{(n%}séls been married?

O ves
I nNe

b. Does this person have serigus difficulty

serious difficulty hearing? O once NN
LY
3 ves 1 wwo timeT/% N4
3 No I Three or fiove timits
b 1s this pursan bind ordoss hefshohave @By S?d\ﬂf ied?
serious difficulty seeing even when wearing In what yearifia This erson last get maried?
glasses? Year N
O ves
3 o ) -
. . . <p iewer question 24 if this pesson is
& Answer question 18a - ¢ if this person is N female and 15 - 50 years old. Otherwise,
5 years old or over. Otherwise, SKIP to SKIP to guestion 25a.
the questions for Person 2 on page 12. 2
%
Has this person given birth to any children in
B  a physical, mental, or emoti the past 12 months?
does b
dificulty concentrating, remembering, or Ol Yes
making decisions? oo

@ a. Doos this person have any of hisiher own
grandchildren under the age of 18 living in
this house or apartment?

walidng or climbing stairs? 03 Yes
O Yes 1 No= SKIP to question 26
0 xeo b. Is thi carrently for
most of the basi any i
<. Does this person have difficulty dressing or under the age of 18 who livels) in this house or
bathing? apartment?
I Yes {1 Yes
3 No {3 No- SKIP to question 26

1 widowed
[0 Diverced
[ Separated
{3 Never married = SKIPto 1
€3) 1 tho PAST 12 MONTHS did this person gg Y,
Yes No [ Ny
a. Married? 0o o (»’ >
b. Widowed? o o, -
¢. Divorced? 0 el
s

. How lang has this grandparent been

for the(se}

If the grandparent is financially responsibie for
more than ore grandchild, answar the question
for the grandchild for whom the grandgarent has
been responsible for the iongest pericd of time.
Less than 6 months

§to 11 months

10r2years

3or dyears

oooDoo

5 or more years

Has this person ever served on active duty in the
1.8, Armed Forces, military Reserves, or Nationai
Guard? Active duty doss not include training for the
Reserves or National Guard, but DOES include
activstion, for example, for the Persian Guif War.

Yes, now on active duty

Yes, on active duty during

the last 12 months, but not now

[ Yes, on active duty in the past, but not

during the last 12 months

0 No training for Reserves or National Guard
only 2 SKIP to question 28a

{3 No, never served in the military = SKIP to
question 292

€2) When did this persan serve on active duty in the

U.S. Armed Forces? Mark (X} a box for EACH period
in which this person served, even if just for part of the
period.

September 2001 or later

August 1990 to August 2001 {including
Persian Guif War}

September 1980 to July 1990

May 1975 to August 1980

Vietnam era {August 1964 to Aprif 1975}

March 1961 to July 1964

February 1955 to February 1961

Korean War {July 1950 to January 1955}
January 1947 to June 1950

World War i {December 1841 to December 1346}
November 1941 or earfier

ooooaooon oo

a. Does this person have a VA service-connected
disability rating?

{3 Yes (such as 0%, 10%, 20%, ..., 100%)
O No - SKIP to question 29a
b. What is this person’s service-connected
disabifity rating?
3 opercent
3 100r 20 pescent
T3 30 or 40 percent
I3 50 or 60 percent
{3 70 percent or higher
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Person 1 {continued)

ri) a. LAST WEEK, did this ;erson work for pay
at a job {or businass}
O Yes- SKIP to question 30
£1 No-Did ot work for retired)
b. LAST WEEK, did this person do ANY work
for pay, even for as littie as one hour?
O ves
{3 No- 5KiP to question 358

At what location did this person work LAST
WEEK? if this person worked at morve than one
location, print where he or she worked most
Jast waek.

a. Address {Number and street name}

I the exact address is aot knawn, give
destription of the location Such 4 he building
name or the nearest street or intersection.

b. Name of city, town, or post office

S

c. Is the work locatmn ingide the lmits of that
city or town?

[ ves
[ No, outside the cityitown limits

d. Name of county

I

. Name of LS. state or foreign country

f. ZiP Code

How did this person usuatly get to work LAST
WEEK? f this person usualiy used more than cne
method of transportation during the rip, mark (X}
the box of the one used for mast of the distance.

O Car, truck, or van I Motoreycle
{3 8usortrotley bus 1 Bicyce

[] Streetearor troliey car L1 Walked

O subwayorelevated [ Worked at
D Raioad S pvesion 538
O Ferryboat [T Other method
£ Taxicab

:

J Answer question 32 if you marked "Car,
truck, or van” in question 31, Otherwise,
SKIP to question 33.

How many peaple, including this person,
usually rode to work in the car, truck, or van
LAST WEEK?

Personis}

@

What timae did this person usually leave home
WEEK?

to go to work LAST
Hour Minute

) 0 am
L] o

How many minutes did it usuaily take
person to get from home to work LAST

Minutes

K Answer questions 35
did NOT work fast ws
SKIP t0 question 39
/- NS
ALY

N

a LAST W wns this person on layoft from
® o2, 'E\S

55“\ Y

e SKIP to question 35¢

LAST WEEK, was this person TEMPORARILY
absent from a job or husiness?

{7 Yes, on vacation, temporary illness,
maternity leave, ‘other fami llpersonal
reasons, bad weather, etc. KIP
question

{11 No = 5KiP 1o question 36

<. Has this person been informed that he or she
wilt be recalled to work within the next
€ m;l;ths ‘OR heen given a date to return to
worl

1 Yes SKIP to question 37
O

@&

During the LAST 4 WEEKS, has this person been
ACTIVELY looking for work?

O Yes
O No- 5KIP to question 38

9

LAST WEEK, could this person have startad a
job if offered ons, or returned to worlcif

recal)

{7 Yes, could have gone to work

{3 No, because of own temporary iiness

3 No, because of all other reasons {in school, etc.)

€D when did this persan last work, even for a few
days?

({0 Within the past 12 months

13 1to5yearsago+ SKPto L

0 overs Yests 8go or nevar worked 2 SKIP 1o
question 4,

During the PAST 12 MONTHS (52 weeks), did
this person work 50 or more weeks? Count
paid time off as work.

{3 Yes - SKIP o uestion 40

O e

b. How many weeks DID this person work, even

for a few hours, including paid vacation, paid
sick jeave, and military service?

3 501052 weeks
48 to 49 weeks
40 to 47 weeks
27 t0 38 weeks
14 10 26 weeks

13 weeks or less

0
jm]
O
O
]

During the PAST 12 MONTHS, in the WEEKS
WORKED, how many hours did this person
usually wark each WEEK?

Usual hours worked each WEEK

10 NTTHTWTTON
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Person 1 {continued)

L Answer questions 41 - 46 if this person
worked in the past § years. Otherwise,
SKIP to question 47,

41 - 46 CURRENT ORMOST RECENT JOB
ACTVITY. Describe clearly this person’s chief
Job activity or business last week. i this person
‘had more than one job, destribe the ane at
which this person wocked the most hours. If this
person had 0o job or business last week, give
information fof hisfher last job of businass.

Was this person -
Mark (X} ONE box.

an employee of a PRIVATE FOR-PROFIT
company or business, or of an individual, for
wages, salary, o commissions?

an employee of a PRIVATE NOT-FOR-PROFIT,
tax-exempt, or charitable organization?

& locat GOVERNMENT employee
{eity, county, ete.}?

3 state GOVERNMENT employee?
a Federal GOVERNMENT employes?

SELF-EMPLOYED in own NOT INCORPORATED
business, professional practice, or farm?

SELF-EMPLOYED in own INCORPORATED
business, professional practice, or farm?

O working WITHOUT PAY in family business
or farm?

O ooo oo o

D) For whom did this person work?

1 now on aetive duty in
the Armed Forces, mark (X) this box » [
and print the branch of the Armed Forces.

Name of company, business, or other employer

N
N
@ What kind of business or industry was this? ">
Describe the activity at the iocation where employed.
{For example: hospital, newspaper publishing, mait
ordsr house, aute engine manufacturing, bank}

@ Is this mainly ~ Mark (X) ONE box.
1 manufasturing?

[] whotesale trade?

1 retail trade?

3 other (agriculture, construction, service,
government, etc. i

v

&

What kind of work was this person doing?

{Far example: registered nurse, personnel manager,
supervisor of order department, secretary,
accountant}

What were this person’s most important
activities or duties? (For example: patient cars,
directing hiring policies, supsrvising order clerks,
typing and filing, reconciling financial records)

Q) iNCOME N THE PAST 12 MONTHS

Mark {X) the "Yes” box for each type of income this
person received, and give your best estimate of the
TOTAL AMQUNT during the PAST 12 MONTHS.

(NOTE: The "past 12 months” is the period from
today’s date one year ago up through mday)

Mark (X} the “No” box to show types of mcom&é
NOT received.

if niet income was  loss, mark the "Loss‘*%\e&(’o
the right of the dolfar amount,

For income received ;omr/y, I p éppmpnare
share for each person ~ of, MY, nor ‘possible,
report the whole amount ne person and
mark the "No" box /Or/ﬁée b“r person.
\

a. Wages, sal o.l‘a?/'c ! msz)sions, honuses,

or tips fr: oby: Aeport amount before

deductio

wfartaxes, bonds, dues, or other items.

TOTAL AMOUNT for past
12 months

. Self-emplovmem income from own! mmfarm

proprietorships and partnerships. Report
NET income after business expenses.

N
0 e TOTAL AMOUNT for past  LOSS
12 months

©. Interest, dividends, net rentai income,
royaity income, or income from estates
and trusts. Report even small amounts credited

to an account.

0 e TOTAL AMOUNT for past ~ LOSS
12 months

4. Social Security or Raiiroad Retirement.

O Yess

O Mo o rAl AMOUNT for past
12 months

&. Supplemental Security Income (SS1.

O Yes

B Mo S oTAL AMOUNT for past
12 months

{. Any public assistance or welfare payments
f#rom the state or local welfare office.

5 [ Mo L oTAL AVOUNT for past
12 months

g. Retirement, survivor, or disability pensions.
Do NOT include Social Security.

D Mo TorAL AMOUNT for past
12 months

h. Any other sources of income received
regularly such as Veterans' (VA} payments,
unemployment compensation, child support
oralimony. Do NOT include lump sum payments
such as maney from an inheritance or the sale of 8

ome.

{J Yes=

0w TOTAL AMOUNT for past
12 months

D) What wos this person's total income during the

PAST 12 MONTHS? Add entries in questions 472
o 47h; subtract any losses. If net income was a loss,
enter the amount and rmark {X) the "Loss” box next 1o
the doflar amount.

L
TOTAL AMOUNT for past  "0%°
12 months

) Continue with the questions for Persan 2 on the

next page. If only 1 person is listed on page 2,
SKIP to page 28 for mailing instructions.

T

11
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The balance of the questionnaire
has questions for Person 2,
Person 3, Person 4, and Person 5.
The questions are the same as
the questions for Person 1.
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Mailing

Instructions

Please make sure you have...

« listed all names and answered the questions on
pages 2, 3, and 4

» answered all Housing questions

« answered all Person questions for each person.

© Then...

s put the completed questionnaire into the postage-paid
return envelope. If the envelope has been misplaced,
please mail the questionnaire to:

U.S. Census Bureau
P.0. Box 5240
Jeffersonville, IN 47199-5240

« make sure the barcode above your address s/
in the window of the return envelope. &

Thank you for participating in
the American Community Survey.

For Census Bureau Use

POP. EDIT PHONE JICY JIC2

EOIT CLERK TELEPHONE CLERK Jica SC4

] ]

The Census Bureau estimates that, for the average
household, this form will take 38 minutes to complete,
inchuding the time for reviawing the instructions and
answers. Send commants regarding this burden estimate
or any other aspect of this collection of information,
inctuding suggestions for reducing this burden, to:
Paperwork Project 0807-0810, U.S. Census Bureau,
4500 Silver Hiff Road, AMSD - 3K138, Washington, D.C.
20233 You may e-mail comments to

Papsrwork @census.gav; use "Paperwork Project
0607-0810" as the subject. Piease DO NOT RETURN
your questionnaire to this address. Use the enciosed
freaddressed snvalope to return your completed
questionnaire.

Respandents are not requirad ta respond (o any
information caliection unless it displays a valid approvat
number from the Office of Managernent and Budget.
This 8-digit number appears in the bottom right on the
front cover of this form.

Form ACS-HINFON2010IKFI {05-14-2009)

25 (NTITITINTIN
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U.S. DEPARTMENT OF COMMERCE

o Economics and Statistics Adminisiation

ivé 4 % - - U.S. CENSUS BUREAU
.5, ie American Community Survey

This booklaet shows the
content of the

American Community Survey
questionnaire.

Please complete this form and return

it as soon as possible after receiving Start Here

it in the mail. e Spvint today’s date.
2N

ﬁ&n Day Year
{2

‘e Pieass print the name and telephone number of the person who is
filting out this form. We may contact you i there is a question.

This form asks for information about
the people who are living or staying at

the address on the mailing label angr) Last Name }
i
about the house, apartment, or rr'g?;fb\ o
home located at the address g@ﬁ?ﬁ/ First Nam A
%
mailing label. RN P
5 Area Code + Number
1 you need help or have questions I - { I
about completing this form, please call
1-800-354.7271. The telephone call is free. @ t1ow many peopie are living or staying at this address?

« INGLUDE everyone who is fiving or staying here for more than 2 months,
* INCLUDE yourself if you are living here for more than 2 months.
+ INCLUDE afnxone Elsﬁ S(a}'ingz here V;‘/ho df)es not have another place to

" 5 stay, even if they are here for 2 months or less.

3

NECESITA AYUDAY Si usted habla espanol y + DO NOT INCLUDE anyone who is living somewhere else for more than
necesita ayuda para completar su cuestionario, 2 months, such as a college student living away or someone in the
Hame sin cargo alguno af 1-877-833-5625. Armed Forces on deployment.
Usted también pugde pedit un cugstionaria n Number of peopls
espafiol 0 completar su entrevista por teléfono
con un entrevistador que habla espaiol,

Telephone Device for the Deaf (YDD):
Call 1-800-582-8330. The telephone call is free,

For more information about the American
Community Survey, visit our web site at:
httpAwwi.census.gov/acsiwww/

Fili out pagas 2, 3, and 4 for everyone, including yourself, who is
tiving or staying at this address for more than 2 months. Then
complete the rest of the form.

USCENSUSBUREAU rorv ACS-1{INFO) 2010MKFL OMB No. 0807-0810

A
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Person 1 Person 2

What is Person 2's name?
Last Name (Please print} First Name
{Person 1 is the person living or staying here in whose name this house

or apartment is owned, bsing bought, or rented. If there is no such
person, start with the name of apy adult fiving or staying here.)

]

How is this pargon related ta Person 17 Mark (X} ONE box.

{1 Husband or wite [ Son-in-taw or daughter-in-law
{3 Biotogicat son or daughter O oter retative
° What is Person 1's name? {1 Adopted son or daughter {3 Roomer or boarder
Last Name (Please print) First Name M 3 stepson or stepdaughter {3 Housemate or roommate
rother o sister nmartied partner
[ Broter or si 0 w
{3 Father or mother £3 Foster child
How is this person related to Person 17 0 Grandehild {7 Other nonrelative
Person } {3 Parentindaw
What is Person 1's sex? Mark (X) ONE box. What Is Person 2's se({"Mark {X) ONE box.
3 mae O remate 1 wmate Famale
What is Person 1's age and what is Person 1’s date of birth? Whatis Perso and what is Person 2's date of birth?
Please report babies as age O when the child is less than 1 year old. Please report ba@es 95 age O when the child is less than 1 year old.
Print numbers in boxes. 772 Print numbers in boxes.
Age fin years) Month Day _ Year of binth Age lin yearsi: Month Day  Year of birth

- NOTE; Please answer BOTH Question 5 shout Hispanic originand | % Please answer BOTH Question § about Hispanic origin and

Jition 6 ahout race. For this survey, Hispanic arigins are not races.

‘ s Person 1 of Hispanic, Latino, or Spanish origin? 'erson 2 of Hispanic, Latino, or Spanish origin?

{3 No, not of Hispanic, Latino, o Spanish origin No, not of Hispanic, Latino. or Spanish origin
3 Yes. Mexican, Mexican Am., Chicano I3 Yes. Mexican, Mexican Am., Chicano
I ves, Pusro Ricen \ > 3 Yes, Puerto Rican
O ves. Cuban PR RN £1 ves, cuban
T vYes. another Hispanic, Latino, or Spanish origin - Frint a;@)}&\@xample, {1 Yes, another Hispanic, Latino, or Spanish origin - Print origin, for exampe,
inean, Colombian, Dorminican, Ni \Saniard, i Jombian, Dorminizan, Ni Spaniard,
and'so on. and so on.

|

e Whatis Person 2°s race? Mark (X} one or more boxes.

é What is Person 1's race? Mark (X) one a\ »

0O whie 3 white
1 Black, Atrican Am, or Negro {0 stack, African Am., or Negro
American Indian or Alaska Native — Print name of enrolied or principal tr’ibey D American Indian or Alaska Native — Print name of enrofled or principal m'bevy

|

1 Asianindian {3 apanese [ Native Hawaiian {3 Asian tndian O Japarese [ Notive Hawaiian

3 chinese O Korean {1 Gusmanian or Chamorro {3 chinese 0 xorean 3 Guamanian or Charorro

{3 roipina {3 vietnamese [ Samoan [ ritipino [ vietnamese [J Samosn

3 Other Asian - Print race, {3 Other Pacific islandes ~ {1 Other Asian - Print race, 1 Other Pacific istander ~
for example, Hmong, Print race, for example, for example, Hmong, Print race, for example,
Laotian, Thai, Pakistani, Fijian, Tongan, and Laotian, Thai, Pakistani, Fijian, Tongan, and
Cambodian, and 56 on. 3 soom g Cambodian, and so on. soon. g

{1 some ather sace - Frint race. 3 some other race - Print rece. 7
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Person 3

What is Person 3's name?

Last Name {Please print} First Name

k) What is Person 4’s name?

13190038

Person 4

Last Name (Please print) First Name

N

How is this person retated to Person 17 Mark (X) ONE box.

{3 Husband or wife O Son-indaw or daughter-in-law
{1 Bgislogical son or daughter [0 Other refative

[J  Adopted son ar daughter [ Roomer o boarder

1 Stepson or stepdaughter [l Housemate or roommate
1 Brother or sister [0 unmarried partner

03 Father or mother 3 Foster child

{3 Grandchitd [J other nonretative

3 Parentindaw

What is Person 3's sex? Mark (X) ONE box.

O mae O remate

What is Person 3's age and what is Person 3's date of birth?

Please report babies as age 0 when the child is less than 1 year old.
Print numbers in boxes.

Age fin years) Month  Day Year of birth

-+ NOTE: Please answer BOTH Question 5 ahout Hispanic origin and
Question 6 about race. For this survey, Hispanic origins are not races.

"D s Porson 3 of Hispanic, Latino, or Spanish arigin?
{1 Mo, not of Hispanic, Latino, or Spanish arigin
Yes, Mexican, Mexican Am., Chicano

Yes, Puerto Rican

Yes, Cuban

0
]
0
]

k) How is this person related to Person 1? Mark (X} ONE box.

Husband or wife Son-in-taw or daughter-in-faw

Biological son or daughter Other rolative
Adopted son or daughter Roomer or boarder
Stepson or stepdaughter Housemate or roommate
Brother or sister Unmarried partner
Father or mother Foster child

Grandehild

ooooaon

Other nonretative

Do@poooon

Parent-in-taw
Whatis Persond’s seﬂ\ Mark (X} ONE box.
O e < Fonale
/
What is Persgi:3\ige and what is Person 4’s date of birth?
Please repon Qab»e as age 0 when the child is tess than 1 year old.
= Print numbers in boxes.
Month Day _ Year of birth

i

Age lin VEBRQ

REFE. Please answor BOTH Question § ahaut Hispanic origin and
stion § about race. For this survey, Hispanic origins are not races.

Yz Person 4 of Hispanic, Latino, or Spanish origin?
)
No, not of Hispanic, Latino, or Spanish origin

RN

Yes, Mexican, Mexican Am,, Chicana
Yes, Puerto Rican
Yes, Cuban

oooao

Yes, another Hispanic, Latino, or Spanish origis = Print origin, for example,
bian, Dominican, Ni Spaniard,

and so on. p

|

andsoon. gz

S
Q) whatis Porson 3's race? Mark (X) one @@ﬁms

Q) what is Parson 4's race? Mark (] one or more boxes.

0 white 3 white

1 siack, African Am., or Negro {3 Black, African Am., or Negro

D American indian or Alasks Native — Print name of enrofled or principal trfbe.y B Armerican Indian or Alaska Native — Print name of envolied or principal m'be.?

{1 Asian tndian [0 uspanese [ Native Hawaiion O asian indian [ sapanese [ Native Hawaiian

{1 Chinese [0 Korean {3 Guamanian or Chamorro 3 chinese 3 orean 3 Guamanian or Chamorro

O siipino O vietnamese [3 Samoan {3 rsipino 3 Viewamese [1 Samoan

{3 Other Asian - Print zace, [ other Pacific isiander ~ 1 other Asian - print. e 3 Other Pacific Istander -
for example, 3 Print race, for example, for example, Hmat Print race, for example,
Laotizn, Thal, Pakistar, Fijian, Tongan, and Laotian, Thai, Pokistan, Fifian, Tongan, and
Cambadian, and so on 50 on Cambodian, and so on. 7 soon

3 Some other race ~ Print race. {3 some other race - Print races.
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if there are more than five people living or staying here,

What is Person 8's name? We may call you for more information about them.

print their names in the spaces for Person 6 through Person 12,

Person 6

Mt
I _J Last Name (Please print) First Name
How is this person related to Person 17 Mark (X} ONE box. I l

Last Name (Please print} First Name

Please report babies as age 0 when the child is lass than 1 year oid.
Print numbers in boxes.
Age (in years) Month  Day _ Year of birth

« NOTE; Plesse answer BOTH Question 5 abaut Hisparic origin and Age lin yoars!

{1 Husband or wife 3 Sondindaw or daughter-in-law
3 Biotogical san or daughter O Other relative
[0 Adopted son or daughter {J Roomer or boarder Sex [] Maie [ Female Age (in years}
{1 Stepson or stepdaughter [ Housemate or roommate Person 7
{3 srother or sister 0 Unmarried pertner Last Name (Plsase print) First Name ™
[ Father or mother {1 Foster chita [
{3 Grandohitd 3 oter nonvelative
O Parentintaw
What is Parson 5';5“? Mark (X) ONE box. sex [1 wae [ Foloe Ago (in yoars)
3 wate Female ¥
Person 8
What is Person 5’s age and what is Person 5's date of birth? Lost Name (Ple First Name it

Question 6 about race. For this survey, Hispanic origins are aot races.
‘ (s Person 5 of Hispanic, Latino, or Spanish origin?
No, not of Hispanie, Latino, or Spanish origin

First Name

Yes, Mexican, Mexican Am., Chicano

Yes, Puerto Rican

»

\ist Name (Ploase print)
Yes, Cuban IS W
ample,

aooooo

nigrd, Person 10

and so on. gz
Last Name {Piease print} First Name

) wnatis Person 5°s race? Mark X) one o fieriipbies.
NS

3 Some other race - Print race.

Sad sex [J mate O Fomate Aga lin yaars} I:j
Yes, another Hispanic, Latino, or Spanish origin - Print Dﬁ“@?f}i
i y Dornini a

i sex [1 Mate [J Femate Age (in years)

0O white <
1 Biack, African A, or Negro sex [1 mate [ remaie Age (in yoars)
American indian or Alaska Native — Print name of enrolled or principal fffb97
} Lost Name (Piease print) First Name it
3 Asian mdian {3 Jspanese [ Native Hawaitan l _J
[0 cninese O korean £ Guamanian or Chamarro
 Fipino Vietnamese [ Samoan '
» ! sex OO mate [ remate Age fin yaars!
1 Other Asian - Print racs, [ Other Pacific istander -
for example, Hmong, Print race, for example,
Laotien, Thai, Pakistani, Fijian, Tangan, and
Cambodian, and sa on. 3 soon Last Name (Piease print) First Name m




Please answer the following
questions about the house,
apartment, or mobile home at the
address on the mailing label.

Which bast describes this building?
Include all apartments, fiats, etc., even if
vacant.

[l A mobite home

A one-family house detached from any
other house

A one-family house attached to one or
mare houses

A buitding with 2 apartments

A building with 3 or 4 apartments

A buitding with § to 9 apartments

A buitding with 10 to 19 apartments

A buitding with 20 to 4¢ apartments

A building with 50 or more apartments

goooooo a

Boat, R, van, ete.

About when was this building first buitt?
[0 2000 or later - Speb;ifyy}—

1980 to 1992
1980 to 1989
1970 to 1879
1960 to 1968
1950 to 1859
1940 to 1949
1939 or eartier

oooooos

When did PERSON 1 {listed on page 2)
move into this house, apartment, or
mobile home?

Month  Vear
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|
A

© v THE PAST 12 MONTHS, what

Answer questions 4 - & if this is a HOUSE
OR A MOBILE HOME; otherwise, SKIP to
question 7a.

How many acres is this house or
mobile home on?

3 Less than 1 acre = SKIP to question 6
3 110 99acres

3 10 or more acres

were the actual sales of all agricultur,

products from this property?

{3 none

{7 81108993

0 51,000 to $2,499

] $2,500 10 $4,999

1 $5,000 0 59,989 T

0 $10,0000rmofe 3
AN A

AN

G Is there a Bagi; oS {such as a store or

0 a. How many separate rooms are in this

house, apartment, or mobite home?

Rooms must be separated by built-in

archways or walls that extend out at feast

& inches and go from foor to ceiling.

» INCLUDE bedrooms, kitchens, etc.

+ EXCLUDE bathrooms, porches, balconies,
foyers, halis, or unfinished basements.

Number of rooms

Count as bedroors those rooms you would

tist if this house, apartment, or mpbile home

were for sale or rent. If this is an
efficiency/studio apartment, print "0",

Number of bedrooms

9 Does this house, apartment, or mobile
home have-

5
g

hot and cold running water?

oow

a flush toifet?

a bathtub or shower?

a o

a sink with 2 faucet?

. a stove or range?

oQoonDo
cooonog

. a refrigerator?

. telephone service from
which you can both make
and receive cafls? nclude
cetl phones.

0
]

e How many automobiles, vans, and trucks
of one-ton capacity or less are kept at
home for use by members of this
household?

m Which FUEL is used MOSTY for heating this
house, apartment, or mobile home?

{J Gas: from underground pipes serving the
neighborhood

[ Gas: bouled, tank, or LP

3 Etectricity

[ Fuel oit, kerosene, etc.

{3 Coalor coke

O wood

{3 Solar energy

1 Other fuel

. How many of these rooms are bedrooms? | {1 No fuel used




Housing (continued)

a. LAST MONTH, what was the cost
of electricity for this house,
apartment, or mobile home?

Last monthy’s cost ~ Dollars

oR
£] tneluded in rent or condominium fee
T} Ne charge or electricity not used

b. LAST MONTH, what was the cost
of gas for this house, apartment,
or mobite home?

Last month's cost - Dallars

OR
[ tncluded in rent or condominium fee
O included in electricity payment
entered above
3 No charge or gas not used

<. IN THE PAST 12 MONTHS, what was
the cost of water and sewer for this
house, apartment, or mobile home? If
you have lived here less than 12 months,
estimate the cost.

Past 12 months’ cost ~ Doliars

I

OR
{3 included in rent er condominium fee
] No charge

d. IN THE PAST 12 MONTHS, what wa:
cost of oil, coal, kerosane, wood, ete.
for this house, apartment, or mobile
hame? If you have lived here less than 12
months, estimate the cost.,

Past 12 months' cost ~ Dollars

OR

L3 Included in rent or condominium fee
7] No charge or these fuels not used

S\
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@) 1 THE PAST 12 MONTHS, did anyone in
this housahold receive Food Stamps or

a Food Stamp henefit card? Include

government benefits from the Supplemental

Nutrition Assistance Program (SNAF}.

Da NOT include WIC or the National Schoo!

Lunch Program.

3 Yes
0 nNe

€B) 15 this housa, apartment, or mobile home
part of a condominium?

O Yes - What is the manthly
condominium fee? For renters,
answer only if you pay the
condominium fee in addition to
yaur rent; otherwise, mark the
"Nane® box.

Monthly amount - Dollars/{«

O nNo

is this house.fﬁﬁ?umﬁ or mobile home -
Mark (X} ONE

3 own
hous
you or someona in this

ou ehoid fvee and clear (without a
rtgage or loan)?

\
“EL Rented?

§ {1 Occupied without payment of
rent? » 5KiPto G

or someone in this
(with a morigage or
de home equity loans.

N

B

Answer questions 15a and b if this house,
apartment, or mobile home is RENTED.
Otharwise, SKIP to question 16.

a. What is the monthiy rent for this
house, apartment, or mobile home?

Monthly amount - Dollars

b, Does the monthly rent include sny
msais?

[0 Yes
3 N

&

@ What are the annual real estate taxes on

i

£ Answer questions 16 - 20 if you or
someone else in this household OWNS
or IS BUYING this house, apartment, or
mobile home. Otherwise, SKIP to € on
the next page.

@ Abkout how much do you think this
house and lot, apartment, or mobile
home {and lot, if owned) would sell for
it it were for sale?

Amount - Dollars

THIS property?
Annual amount - Dollars

OR
{3 nNone

@ What is the annual payment for fire,
hazard, and flood insurance on THIS
property?

Annual amount - Dollars

oR
3 nNone
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Housing (continued)
kE:) 2. Do you or any member of this @ a. Do you or any member of this | .
household have a mortgage, deed of household have a second mortgage E Answer questions about PERSON 1 on the
trust, contract to purchase, or similar or & home equity loan on THIS next page if you listed at least one person
debt on THIS property? property? on page 2. Otherwise, SKIP to page 28 for
the mailing instructions.
[J Yes, mortgage, deed of trust, or similar 3 Yes, home equity loan
o :em tract 6 purch [ Yes. second mortgage
©5, GONiTact 1o purchase [ Yes, second mortgage and home

1 No» SKiF to question 203 equity loan
0 No-»SKiPto D

b. How much is the regutar monthly

mortgage payment on THIS proparty? b. How much is the regular monthly
include payment only on FIRST mortgage payment on all second or junior
or contract to purchase, mortgages and alt home equity loans

on THIS property?
Manthiy amount ~ Dollars

Monthly amount - Doflars

OR
O
O No reguiar payment required = SKIP to R "
question 202 [0 No regular payment required "=

¢, Does the reguiar monthly mortgage
payment include payments for real
estate taxes on THIS property? D Answer question 21 £

y ¥
{1 Yes, taxes included in mortgage HOME. Drhewwse(, “Klvo E.

payment )
T3 No, taxes paid separately or taxes

not required ‘\/\

@ What ariing total annual costs for
d. Does the regular monthly gag: perty taxes, site rent,
payment include payments for fire, b l\o on fees, and license 1;=es on
hazard, or flood insurance on THIS 3 hile home and its site?
property? (B3 /e real estate taxes.
AN

[T Yes, insurance included in mortgage Sl Arnual costs ~ Doflars

payment I
3 No, inswrance paid separately or gy
insurance W

T
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Please copy the name of Person 1 from page 2,
then cantinue answering questions below.
Last Name

First Name Mi

Where was this person born?
[ tn the United States - Print name of state.

[ Qutside the United States - Print name of
foreign country, or Puerto Rico, Guam, etc.

) 15 this person a citizen of the United States?
Ves, born In the United States » SKIP ta 103

Yas, born in Puerto Rico, Guam, the

.S, Virgin istands, or Northern' Mananas
Yes, bom abroad of U.S. citizen parent
oF pars

Yes, u s citizen by naturalization - Prinf year
of naturalization

oo

]
0

0

When did this person come te live in the
United States? Print numbers in boxes.
Year

No, not a U.5. citizen

®

& At any time IN THE LAST 3 MONTHS, has this
person attendes
only nursery or preschaol, kindergarten,
elementary schoof, home school, and schoolis
which leads to a high schoo! dipioma or 4 o
degree.

a

]
o

No, has not attended in the fast 3
maornths + SKIP to question 11

Yes, public school, public cotiege

Yes, private achool, private coflege,
home school

b. What grade or Iavel was this person attending?
Mark (X} ONE box.

O
0
=]

Nursery school, preschool
Kindergarten

Grade 1 through 12 - Specify
grade 1~ 185

L]

Collveg;a undergraduate years {freshman to

o
[m]

Graduaty or professional school beyond a
bachelor's degree (for example: MA ar PhD

T ex:
program, or medicai or law school)

®

d school or coltege? inciude K< S

What is the highast degree or fevel of school
this person has COMPLETER? Mark (X} ONE box.
if currently snrolled, mark the previous grade or
highest degree received.

NO SCHOOLING
{1 No schooling completed
RURSERY OR PREST:
a
]
a

COMPLETER

HOOL THROUSH GRADE 12
Nursery school

Kindergarten

Grade 1 through 11 - Specify

grade 111 J "

[]

3 12th grade - NO DIPLOMA
HHOH STHOOL GRADUATE

£ Regular high schoo! diploma
£ GED or atternative credentiat
COLLIGE OR SOME COLLFGE

@ What is this parson’s ancestry or ethnic origin?

{For axarnp/e’ ltalian, Jamaican, African Am

ape Verdean,
French Canadlan Haitian, Korean, Lebanese, Polish,
Nigetian, Mexican, Taiwsnese, Ukrainian, and so on.j

@ a. Does this person speak a language other than
English at home?

{0 ves
{1 No= 5KiF to question 15a
b. What is this langusge?

For example: Korean, ltalian, Spanish, Vietnamese
oxHow well does this person speak English?

[ Some sollege crodt, but less than1yeart 03 Very well
cotiege ore: 1 wen

T3 1 or more years of cotlege credit, no 9grge . I Notwell

[3 Associate's degree (for exampl A O Notatah

{3 Bachelors degree (for exa k}iﬂ@

mit

AFTER BACHILOK'S UT(;ﬂxE

O Masters degree (5 MA MS, MEng,
Ay s ol o 9
{71 protessional daliee z'ondabache!orsde res

ffor examp) w% ST
{3 Doctora

Q%e@(for axamplo: PO, EdD}
w\ ;

F An@e@aesuon 12 if this person has a

m 's degree or higher. Otherwise,
fo question 13.

This question focuses on this person’s
BACHELOR'S DEGREE, Pleasa print below the
specific majorls of any BACHELOR'S DEGREES
this person has received. (For example: chemical
engingering, siementary teacher education,
organizational psychology)

a. Did this person five in this house or apartment
1 year ago?

0 Personis ynder 1 year old ¥ SKIP 1o
guestion 16
O

]

Yes, this house ¥ SKIP to question 16

No, outside the United States and

Puerta Rico ~ Print name of foreign country,
or U.S, Virgin Islands, Guam, etc, below;

then SKIP fo question 16

m]

No, different house in the United States or
Puerta Rico

b. Where did this person five 1 year ago?
Address {Number and street name}

Name of city, towa, or post office

Name of U.S. county or municipio in
Puerta Rico

Name of U.5. state or

Puoerto Rico 219 Code

|

T
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Person 1 (continued) i

(L3 s this person CURRENTLY covered by unv nf the
following types of health insurance or heal
coverage plans? Mark *Yes" or "No” for EACH !Ype
of coverage in items a ~ h.

Answer question 18a - ¢ if this person is
5 years old or over. Otherwise, SKIP to
the questions for Person 2 on page 12. \\\

a, Because of a physical, mental, or emotional
condition, does this person have serious
difficulty concentrating, remembering, or
making decisions?

0 ves
0 o

b. Does this person have serious difficulty
walking or climbing stairs?

0 ves
O N

e Eouhs this person have difficuity dressing or
at!

[ Yes
1 ne

Answer question 19 if this person is
16 years old or aver. Otherwise, SKIP to
the questions for Person 2 on page 12.

Because of a physical, mental, or emotional

Yes No condmon, does this person have difficulty
. fnsurance (hrough 8 SUENt O ervands alone such as visiting a doctor's
peraon of noter farnlly memer cificeor shopping?
b Jnsurance purchased dirscty fom 0O ves
an insurance company {(by this
Berson of another amly membery 1 [ g N
&, Medicare, for people 65 and older, s thi 's mar
Medioore forpeople SSand 0der. 3 (1 €3D) Whatis shis person's marital status?
. Modgaig, Ml Assistance,or [ Now married
any xind of government-assistance "
Plan for those wih tow neomes [ [ [ widowed
or 8 disability O oiverced
. TRICARE or other military heatth care [ [} ] Separated
« VAlinsluding thosewho havs ever [ [ {3 Never married = SKiPto |
560 or enroile i eaith care;
used or enrolled To €D 1n the PAST 12MONTHS did this persong
g. Indian Health Service oo Yes  fo
. Any other type of health insurance a. Married? o
Pt Y ierage pran - Speary >, = O
4 b. Widowed? D (R
* <. Divorced? \\
@ a. Is this persan deaf or does he/she have €2) How many times has "“Q”i been married?
serious difficulty hearing? 07 onee
3 Yes {1 Twotimes
0 N [ Threeor @’@s
b, Is this person biind or does helshe have
sericus difficulty seeing even when wearing Q“h'“‘" persan fast gat martied?
glasses? 5 >
SR
O ves yaNg
O N

)
Hiswer question 24 if this person is
female and 15 - 50 years old. Otherwise,
SKIF to question 25a.

Has this person given birth to any chitdren in
the past 12 months?

0 Yes
0~

a. Doss this person have any of histher own
grandchildren under the age of 18 living in
this house or apartment?

{1 Yes
{3 No= SKIP to question 26

b. is this grandparent currently responsible for
mast of the basic needs of any gnndchw(d(mn)
under the age of 18 who live(s) in this house or
apartment?

0 ves
{1 No- SKIF to question 26

o How long has this grandparent bosn
b b

}
If the grandparent is financially responsible far

more than one grandchild, answer the question

for the grandohild for whom the grandparent has
been rasponsible for the longest period of time

Less than 6 months
§to 11 manths

1 or 2 years
3ordyears

goooQ

5 or more years

@ Has this person ever served on active duty in the
U.S. Armed

Forces, military Ressrves, or National
Guard? Active duty does not include training for the
Reserves or National Guard, but DOES include
activation, for example, for the Persian Gulf War,

« 0

\>D

Yes, now on active duty

Yes, on active duty during

the tast 12 months, but not now

Yes, on active duty in the past, but not
during the last 12 months

No, lramm(Lfor Reserves or National Guard
onfy = SKIP to question 28a

No, never served in the mifitary =+ SKIP to
question

[w]
[
0

‘When did this person serve on active duty in the
.S, Armed Fotces? Mark (X) a box for EACH period

in which this person served, even if just for part of the

periad.

September 2001 or later

August 1990 to August 2001 lincluding
Persian Guif War}

Septerber 1980 to July 193¢

May 1975 to August 1980

Vietnam era {August 1984 to April 1975}

March 1961 to July 1964

February 1955 to February 1961

Korean War {July 1950 to January 1955}
January 1847 to June 1950

World War §t {December 1941 to December 1946}
November 1941 or earlier

ooooaoooo 0o

€D a Doss this person ave a VA service connectad

disability rating?

O3 Yes (such as 0%, 10%, 20%, ...
T No = SKIP to question 29

< 100%}

b. What is this person’s service-connected
disability rating?

0 percent

10 or 20 percent

30 or 40 percent

50 or 60 percent

aooon

70 persent or higher

— T
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Person 1 (continued)

€X) = LAST WEEK, did this person work for pay
at a job (or business}?

L] Yes = SKiP to question 30

L No- Did not work {or retired)

b. LAST WEEK, did this person do ANY work
far pay, even for as little as one hour?

O ves
71 No=» SKIP to question 35a

At what location did this person work LAST
WEEK? Jf this person worked at more than one
location, print where he or she worked most
fast week.

a, Address {Number and street name}

If the exaet address is not known, give
description of the location such as the bulldmg
name or the nearest street or intersection.

b. Name of city, town, or post office

|

c. Is the work |ocatmn inside the limits of that
city or town?

[ Yes
7] No, sutside the cityitown limits

d. Name of county

e. Name of U.S. state or foreign country

-

1. ZiP Code N

>

€ How did this porson usualty get to work LAST
WEEK? /f this person usually used more than one

mgthod of transportation during the teip, mark {X)

the box of the one used for most of the distance.

{3 car, truck, or van {3 Motoreycte
[ Busor troltey bus 1 Bieyce

{1 Sweetcar ortrofley car  [] Walked

3 Subway or elevated 3 worked at

D fairosd 5 Roeston 532
0 Feryboat [3 Other method
0 vaxican

N

'
J Answer question 32 if you marked "Car,
truck, or van” in question 31, Otherwise,
SKIP to question 33.

How many people, including this parson,
usually rode to work in the car, truck, or van
LAST WEEKY

Persons}

What time did this person usually leave home

to go to work LAST WEEK?
Hour Minute
N 0 am
N 0 pm.

How many minutes did it usuaily take this
person to get from home to work LAST WE!

Minutes

K Answer questions 35~ 3&“:‘ ?ﬁ:}v ‘person
did NOT work last wﬁk\
SKIP 0 question 383

@ a LAST W

ajo?

S
K{(Vwas this person on {ayoff from

faapie %&a SKIP to question 35
AERNo

:\

3
5. LAST WEEK, was this person TEMPORARILY
Yy absent from a job or business?

\

3 Yes, on vacation, temporary iflness,
maternity leave, other family/personat
reasons, bad weather, etc. KiPto
question

[ No-» SKIF to question 36
<. Has this person been informed that he or she
will be recatied to work within the next

6 months OR been given a date to return to
‘worl

£ Yes-» SKiF to question 37
& N

During the LAST 4 WEEKS, hus this person been
ACTIVELY looking for work’

O Yes
1 No = SKIP to question 38

LAST WEEX, could this person have startod a
joh if offered one, or retumned to work if

recatled?

[ VYes, coutd have gone to work

3 No, because of own temporary iliness

{3 No, because of alf other reasons {in school, etc.}

@ ‘When did this person last work, even for a few
days?

{1 Witnin the past 12 months

T3 1to5yearsago SKiPto L

3 overs years ago of never worked > SKIP to
question 4.

a. During the PAST 12 MONTHS (52 waeks), did
this person work S0 or more weeks? Count
paid time off as work.

I Yes SKiPto question 40
O no
b. How many weeks DID this person work, even

for a few hours, including paid vacation, paid
sick leave, and military service?

50 to 52 weeks
48 10 43 weeks
40 10 47 weeks
27 10 39 weeks
14 10 26 weeks
13 weeks or less

oooooaa

During the PAST 12 MONTHS, in the WEEKS
WORKED, how many hours did this person
usually work each WEEK?

Usuat hours worked each WEEK

1o NI
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Person 1 (continued)

L. Answer questions 41 46 if this person
worked in the past § years. Otherwise,
SKIP to question 47.

41 - 46 CURRENT OR MOST RECENT JOB
ACTIVITY. Describe clearly this person’s chisf
job activity or business last week. Jf this person
had mare thar: one job, describe the one at
which this person worked the most hours. If this
person had no job or business 1ast week, give
information far his/har last job or business.

as this person
oo, i

an empioyee of a PRIVATE FOR-PROFIT
company or businass, or of an individual, for
wages, salary, or commissions?

an employee of a PRIVATE NOT-FOR-PROFIT,
tax-exempt, or charitable organization?

a local GOVERNMENT employee
{city, county, etc.)?

a state GOVERNMENT employee?
& Federal GOVERNMENT emplovee?

SELF-EMPLOYED in own NOT INCORPORATED
business, professional practice, or farm?

SELF-EMPLOYED in own INCORPORATED
business, professionat practice, or farm?

[0 working WITHOUT PAY in family business
or farm?

O ooo oo o

For whom did this person work?

If now on active duty in
the Armed Forces, mark {X) this box » (1
and print the branch of the Armed Forces.

Name of company, business, or other employer

\>
Wihat Kind of business or industry was this?
Describe the activity at the focation where employed.
{For example: hospital, newspaper publishing, mail

@

order house, auto engine manufectiring, bork)

@ Is this mainly - Mark {X) ONE box.
manufacturing?

wholesale trade?

retail trade?

ao0oo

other lagriculture, consiruction, service,
government, efe }?

@ INCOME IN THE PAST 12 MONTHS

What kind of work was this person doing?

{For example: registered nurse, personnel manages,
supervisor of order department, secretary,
accountant}

‘What were this person’s most important
activities or duties? (For example: patient care,
directing hiring policies, supervising order clerks,
typing and filing, recanciling financisl recards)

Mark (X} the "Yes® box for each type of income this

person received, and give your best estimate of the 2

TOTAL AMOUNT during the PAST 12 MONTHS.
{NOTE: The "past 12 manths” is the period from
today's date one year ago up through today.)

Mark (X) the *No” box to show types of ingostle )
NOT received. s

¥ et income was a loss, mark the "Loss>Wo
the right of the dollar ﬁmuunt N

For income received jointly, i zé{appropnare
stre fo each parson - or, KO possible,
report the whole amount ¥ ne person and

mark the "No" box or,ﬁﬁa;bar person.

2. Wages, salary, ¢
or tips fmﬂz/\

deduction

ons honuses,
Heporramoumbefore
for taxes, bonds, dues, or other items.

TOTAL AMOUNT for past
12 months

elf-employment income from own nonfarm
Fy Tt } 2 )

progrietorships and partnerships. Ssport
NET income after business expenses.

0 % TOTAL AMOUNT for past  LOSS
12 months

®

«©. Interest, dividends, net rental income,
royalty income, or income from estates
and trusts. Report even small amounts credited
10 an account.

N
L3 No TOTAL AMOUNT for past  Loss
12 months

d. Saocial Security or Railroad Retirement.

LI Mo Al AMOUNT for past
12 months

o. Supplemantat Security Income {SSH).

O Yes

B Mo oraL AMOUNT for past
12 months

f. Any public assistance or walfare payments
from the state or local welfare office.

O vess

HNo - 1 oTAL AMOUNT for past
12 months

g Retirement, survivor, or disability pensions.
Do NOT inclide Social Security.

O Yes»

O % TOTAL AMOUNT for past
12 months

h. Any other sources of income received
regutarly such as Ve!urans (VA) ayments,
unemployment col ﬁ.u support
arslimony. Do NDTmclude Iump sum payments
such as money from an inberitance or the sale of a
home.

{1 Yes»

N
0w TOTAL AMOUNT for past
12 menths.

What was this person’s fotai income during the
PAST 12 MONTHS? Add entries in questions 87a
10 47h; subtract any fosses, If net income was a loss,
enter the amount and mark {X] the "Loss" box next to
the doflar amount.

TOTAL AMOUNT for past -0
12 months

Continue with the questions for Person 2 on the
next page. if only 1 personis listed on page 2,
SKIP to page 28 for mailing instructions.

TN,

11
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13190129

The balance of the questionnaire
has questions for Person 2,
Person 3, Person 4, and Person 5.
The questions are the same as
the questions for Person 1.

12 T
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13190285

Mailing

Instructions

Please make sure you have...

o listed all names and answered the questions on
pages 2, 3, and 4

« answered all Housing questions

« answered all Person questions for each person.

& Then...

» put the completed questionnaire into the postage-paid
return envelope. If the envelope has been misplaced,
please mail the questionnaire to:

U.S. Census Bureau
P.O. Box 5240
Jeffersonville, IN 47199-5240

« make sure the barcode above your address shm

in the window of the return envelope. 2

Thank you for participating in
the American Community Survey.

The Census Buresy estimates that, for the average
househald, this form will take 38 minutes to complete,
including the time for reviewing the instructions and
answers. Send comments regarding this burden estimate
ar any other aspect of this coflection of information,
including suggestions for reducing this burden, 1o
Paperwork Project 0607-0810, U.S, Census Bureay,

POP EDIT PHONE Fiss) Sic2 4600 Siver Hill Road, AMSD ~ 3K138, Washington, D.C.
20233. You may e-mail commants to
Paperwork@census.gov; use *Paperwork Praject
0607-0810" a6 the subject. Please DO NOT RETURN
your questionnaire to this address. Use the enclosed

EDIT CLERK TELEPHONE CLERK JIC3 o] preaddressed envelope 1o return your completed

D D questionnaire.
Respondents are not requirad to respond to any

information collection unfess it displays @ vafid approval
number from the Office of Management and Budget.
This 8-digit number appears in the bottom right on the
tront cover of this form.

Form ACS-1(INFON2010)KFI {05-14-2009}

28
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Ms. JACKSON LEE. I would like to submit this in the record. I
guess we're not having another round.

But Director Groves, I think this is your document, this is the
American survey?

Dr. GROVES. The American Community Survey, yes.

Ms. JACKSON LEE. I will say to you that this is posing a lot of
confusion, and maybe we will get an answer on how we decipher
that and get people to know it’s 10 minutes and 10 questions. And
I know my colleague raised the same point. And how we separate
this out. Why couldn’t this be sent 2011 and get this information
or December 2010 to get this information? So I yield back.

And I thank the chairman.

Mr. CUELLAR. Thank you very much.

One question, before I pass it on to the ranking member, the
company D’Esposito, is that one of them also that’s owned by you?

Mr. TARAKAJIAN. Yes. D’ Esposito is a company that is one of our
core subcontractors, but we hired them after.

Mr. CUELLAR. Is that part of the three, or is that No. 4?

Mr. TARAKAJIAN. No, they are not owned by the Interpublic
Group. They are an independent company.

Mr. CUELLAR. OK. And I want to correct myself on something.
In Homeland, I usually give 10 days, but I understand this commit-
tee, it’s 5 days. So I will correct myself and ask that the informa-
tion be submitted 5 days, 5 working days from today.

At this time, I'll recognize the ranking member.

Mr. CHAFFETZ. Thank you. Thank you, Mr. Chairman.

Before I was talking about the American Community Survey and
some of the concerns about the timing, the questions and whatnot.
Let me also say publicly that the Republican National Committee,
I'm a Republican, sent out a so-called census across the country. I
think that was wrong. I don’t think we should necessarily mandate
or put in statute that you shouldn’t use the word “census.” But I
tﬁink it was deceiving at best. And I wish my party had not done
that.

I would encourage others to not try to piggyback and take advan-
tage of the word “census” at a time that we’re trying to encourage
participation. And I think it was used as an enticement to open an
envelope, and I wish they hadn’t have done it.

But I want to be fair on both sides and stand on principle, and
so I want to say that.

I have been somewhat frustrated, Director Groves, as you know,
about the question of hiring criminals to conduct the enumeration
parts of the Census. I would like to ask again, how many criminals
are we hiring to do the enumeration, and what crimes do you think
are acceptable to be hired to become an enumerator?

Dr. GROVES. I could—I briefed the chairman and the Ranking
Member McHenry on the changes in both the fingerprinting and
the adjudication process. And I think we were close to having a
meeting, but the snowfall did us in, of all the Members. I would
be happy to do that again. If you would like I could read through
all of the crime types that throw out an applicant immediately
from consideration.

Mr. CHAFFETZ. I guess for the benefit of the full committee, I
would like your commitment and understand the timing of when
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you're going to provide that information. I think those are two criti-
cal pieces of information. I think Congress is entitled to see that
information.

Dr. GROVES. I'm happy to do that right now if you would like
Congressman.

Mr. CHAFFETZ. And in the essence of time, I want to be careful
of my colleagues, if you can submit it right now that would be
great. I will look at it and read through it tomorrow. I understand
there’s going to be a lengthy list of maybe what’s not acceptable,
but I also want to see what’s acceptable. And I would like to know
how many people we are hiring that fall into this category.

So, again, if I have your commitment that you have this informa-
tion, that you will provide it. We’ll try this again. The hour is late,
and we’re coming up on 9 here. Do I have your assurance that you
are going to provide that information?

Dr. GROVES. Sure.

[The information referred to follows:]
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ADJUDICATION PROCESS

Background information on prospective Census employees is reviewed at headquarters by a staff
of federal employees thoroughly trained in conducting suitability evaluations. They have
considerable experience reading and interpreting FBI rapsheets. The staff is supplemented by
contractors who are former law enforcement professionals, lawyers and paralegals, and former
FBI and Secret Service professionals. They all thoroughly understand the suitability evaluation
process. In addition to required familiarity with Office of Personnel Management Suitability
Standards, all adjudicators are given extensive adjudication and system training, and they are
required to complete FBI training on criminal history record.

Adjudicatory evaluations fall into the following 4 categories:

1) Automatic Disqualifiers — Not Hired Under Any Circumstances

FELONY CONVICTIONS FOR THE FOLLOWING CRIMES:

Sexual Offenses Murder Child Abuse
Arson Aggravated Assault Robbery
Embezziement Forgery Grand Larceny

Anyone convicted of the above crimes will not be hired under any circumstances.

Census
2010

USCENSUSBUREA
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2) Disqualifiers — Subject to Review, but Rarely Hired

FELONY CONVICTIONS FOR THE FOLLOWING CRIMES:

Burglary Theft Fraud

Money Laundering Battery Assatult and Battery

Breaking and Entering Threat or Assault Upon a Public Crimes Against the Government
Official

Vandalism 1llegal Manufacture or Distribution Statutory Rape

of Controlled Substances

Possession of Prohibited Weapon Possession of Illegal Ammunition Possession of Loaded Firearm or
Explosives
Possession of Firearm by a Felon Carrying Concealed Weapon or Possession of Unregistered Firrearm
Firearm
Carrying a Deadly Weapon Brandishing Firearm Unlawful Discharge of Weapons

A felony conviction on any of the above arrests (or proof that the person engaged in the conduct
even if the outcome ultimately was dismissed) will disqualify the applicant. The only exception,
and this is very rare, is when the applicant can provide information that shows extenuating
circumstances indicating the applicant will not pose a risk to public safety or data integrity.
Decisions in these cases must be reviewed an concurred upon by two sets of adjudicators.

3) All Other Felonies Occurring Within the Last 10 Years

Any other felony arrest that occurred within the last 10 years resulting in either a conviction or
proof that the person engaged in such conduct will be closely reviewed. Adjudicators will
consider extenuating circumstances (e.g. age of offender, nature of offense, recidivism) before
disqualifying the applicant. The offenses are not automatically considered disqualifying if they
happened more than 10 years ago.

Census
USCENSUSBUREAU 201
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4) Misdemeanor Convictions

Convictions for single misdemeanor conviction during the past 3 years will be closely reviewed
for aggravating or extenuating circumstances (e.g. age of offender, recidivism) before it will be
determined unfavorable.

Census
USCENSUSBUREAU 201
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Mr. CHAFFETZ. OK. I appreciate it, because my time is real short,
one last thing, I would appreciate your explanation on, what is this
category called “Census in schools?” How much are we spending
there, and what does that really do? I mean, if you're a 12-year-
old kid, you're not going to be able to fill out the Census. And I
guess you want to encourage mom to do it, but what is this pro-
gram? And why are we spending so much? And how much are we
spending on it, and why are we spending so much on it?

Dr. GROVES. We're spending about $13 million on it. And let me
tell you the program to answer your question. This is a program
that has exercises for K-through-12 kids, year appropriate. The
focus of the exercise is to teach the constitutional basis of the Cen-
sus in those grades that can consume that. In grades that are
lower, it talks about what a Census is, the fact that this country,
since 1790, has done this. And they do exercises; accounting, map
reading. There’s a bit of civics, a bit of arithmetic, a bit of geog-
raphy that’s done.

What we found I think and what other countries have found re-
peatedly is that, for new immigrant families, the children are the
first to learn the language of the new country. And to the extent
they understand the message and they look forward to participat-
ing in their Census, their first Census for many of them, that aids
the participation rate of others. I've gone to several schools around
the country. We have enlisted the help of Sesame Street characters
to help get this message out, so the Count and Rosita sometimes
come with me. The kids get it.

Mr. CHAFFETZ. Maybe next time you could bring them along.

Dr. GrROVES. I have quizzed kids about things that my adult
friends don’t know. The lessons are working. They know why we
do a Census. They know—some of them know that Thomas Jeffer-
son was the first Director of the census. They get it. So I think this
is an area that we should all be proud that we’re teaching these
young Americans about how this country works and how the cen-
sus fits into it.

Mr. CHAFFETZ. It sounds like an admirable goal. You know, I
question $13 million, and how did it work. And, obviously, I think,
Mr. Chairman, it’s $13 million. How is that money passed out?

Dr. GROVES. This is actually done through schools. So with an al-
liance from scholastic.com, teachers can go to the Web site and
download the materials. This seems to be working. And then we
send out maps and other materials directly to the schools.

Mr. CHAFFETZ. If we could learn the details of how that is admin-
istered and how that money gets put out.

Dr. GROVES. Sure.

Mr. CHAFFETZ. On the one hand, it sounds like a very large num-
ber. When you think about the tens of millions of kids we have out
there and all the schools

Dr. GROVES. And do you know what’s fun? To go to a school in
your district and watch them do this exercise.

Mr. CHAFFETZ. If we could learn more about how that money is
administered and who has that contract. That’s sort of similar to
what we were talking about before. We would appreciate it.

Thank you, Mr. Chairman.
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Mr. CUELLAR. And Director Groves, again, within 5 days, if you
can submit that information from today. Director Groves.

We're about to close, but let me say, you and I have spoken about
the question that the ranking member asked, and of course, you're
going to do everything to make sure that the American public is
protected; is that correct?

Dr. GROVES. Absolutely. I've testified and I've given speeches
that the safety of both the American public and our enumerators
are key to the success of the Census. This has to be both true in
fact and true in perception. I care deeply about this. We're doing
everything we can to make sure that occurs.

[The information referred to follows:]



284

. R é\,wora% UNITED STATES DEPARTMENT OF COMMERCE
§ E ics and Statistics Administration
MAY 14 7010 9 W %“ U.S. Census Bﬁreau
g g Washington, DC 20233-0001
The Honorable Jason Chaffetz oo™ OFFICE OF THE DIRECTOR

Subcommittee on Information Policy, Census
and National Archives
Committee on Oversight and Government Reform
U.S. House of Representatives
Washington, DC 20515-6143

Dear Representative Chaffetz:

This letter is in response to the April 21, 2010, letter from the Information Policy, Census, and
National Archives Subcommittee requesting the clarification of the U.S. Census Burean’s
communications efforts to promote the 2010 Census. In our response of May 9, we failed to
submit these responses individually to each Member office as stipulated by the Chairman.
Herewith are the responses to your specific questions, as identified by the Subcommittee, along
with the original set of attachments some of which are referenced below. It is my hope that these
responses further clarify the responses the Census Bureau delivered to the Subcommittee on
March 9, 2010, in response to the February 24, 2010, hearing entitled, “The 2010 Census
Communications Contract: The Media Plan in Hard to Count Areas.”

Since we last supplied the Subcommittee with details on the advertising buys on March 9, much
has happened, including the mailing of the forms, the end of the mailback phase, the shift of
advertising messages from “Mail It Back” to “Cooperate with the Census Taker” and the start of
Non-Response Follow-Up. In our previous report and testimony we told you we had created a
media reserve fund of $7.4 million for unforeseen contingencies and additional advertising in
areas of Jow response. All of those funds were expended in various efforts to increase
cooperation and boost mailback response.

At the end of March, Census Bureau management met and reviewed census tract-level data and
ranked local media markets in terms of those showing the lowest rates of participation. We
made the judgment that with savings from other census operations that had essentially been
concluded, we had additional reserve funds available in the Decennial account which could be
used to further increase targeted, national and local media buys to help boost participation.
Through a series of decisions we added $31.4 million to the media buys in the final two weeks of
the mail-back phase and for some additional spending during Non-Response Follow-Up.

The combined actions to expend our $7.4 million media reserve and to supplement the media
buys with and additional $31.4 million we believe helped the country achieve the 72 percent
participation rate that matched the performance of the Census 2000. We are particularly pleased
that our contractor and our census staff worked collaboratively using real time data - almost at
the last minute to still be able to be in market- in an effort to deploy the additional spending in
those markets and against those audiences showing evidence of lower participation rates.

I should stress that some of the data contained in this response was previously submitted to the
Subcommittee. In other instances, we have updated the data or charts to reflect spending and
events that have taken place since March 9 to provide you with the most current information in

USCENSUSBUREAU

Helping You Make Informed Decisions WWW.Census.gov
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The Honorable Jason Chaffetz 2

each instance. Budget documents reflect more recent data, where more detailed accounting
reports may be current as of March 31, 2010.

Question:

Answer:

Question:

Answer:

Question:

Answer:

Question:

Answer:

A full accounting and itemization of the $13 million spent for “Census in School.”

Please review Attachment 11 which is an accounting and itemization of the

$13 million spent for the Census-in-Schools campaign. The Census-in-School
attachment shows the spending of funds by area (Stateside, Puerto Rico,
American Samoan, Guam, Northern Marianas and the U.S. Virgin Islands) and
their deliverables for Census-in-Schools program components. In addition, the
attachment provides an account of materials developed in support of the Census
Road Tour. The budget is broken down by the initial amount of $4.3 million that
was allocated to the Census-in-Schools program during early planning stages. An
additional $4.3million was given (still under the base amount) once Scholastics
was contracted to develop and expand the Census-in-Schools program.
Furthermore, the Field Division of the Census Bureau provided $10 million from
their surplus funds to help in the development of more printed Census-in-Schools
materials and promotional items. The American Recovery and Reinvestment Act
of 2009 provided to the Census Bureau an additional $3 million to the Census-in-
Schools budget for various activities. Altogether, the funds brought the overall
Census-in-Schools budget to $13.2 million.

Narries of interpublic group of companies that own DraftFCB.

Interpublic Group is the name of the company which owns DraftFCB, as well as
several other media companies.

The labor fee associated with Census ad buys.

The Census Bureau disbursed $109.1 million in labor cost for the entire

2010 Census Integrated Communications Campaign. Of that amount, thirty-one
percent has been allocated for human activities needed to design and create the
plans, the messaging and execution of the media buys, and the production of the
materials for all the integrated communication activities. They include: Census
in School, Road Tour, Partnership Support, Earned and paid Media.

In the March 9, 2010, correspondence to the Subcommittee, the Census Bureau
provided the costs associated with the production, labor, and related activities for
the campaign (Tab 3).

Itemized budget of the $6 million diverse mass media online campaign.

The costs for the digital component of the paid media campaign include
production at $1.5 million and media production at $7.9 million. Unfortunately,
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Question:

Answer:

Question:

Answer:

Question:

Answer:

286

the Census Bureau is not able to provide at this time a separate labor cost of
digital work because there were personnel working on digital and non-digital
components of the campaign. The reason for this cross work was to ensure
campaign integration and to maximize cost efficiencics.

In a March 9, 2010, correspondence to the Subcommittee, the Census Bureau
provided an overview of digital strategy and effectiveness to date (Tab 8).

Listing of crimes that are an impediment to Census hiring.

The Census Bureau considers the criminal history of our applicants through the
name check and fingerprinting reviews we conduct; however, we have not found
these reviews to be an impediment to our ability to hire qualified applicants from
the communities in which we require enumerators. Our hiring efforts have
received tremendous support nationally, and we expect to be able to meet our
hiring goals.

Amount of labor fee collected by subcontractor Pengood.

To date, the amount obligated to Pengood for labor is $275,987.

Total itemization of budget directed to address canvassing.

Please see Attachment 12 — “Address Canvassing Budget.”

1 hope that the above responses fully addressed your inquiries. Should you have additional
questions, please do not hesitate to call Ms. Angela M. Manso in the Congressional Affairs
Office at 301-763-6100.

Sincerely,

T M. fiopes

Robert M. Groves

Director

cc: The Honorable William Lacy Clay, Chairman
The Honorable Patrick McHenry, Ranking Member
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Mr. CUELLAR. And I know you well, so I appreciate your time.
Director Groves—one more? One more question, and then we're
going to move to the next panel.

Ms. JACKSON LEE. A record clarification if I could.

And, Dr. Groves, you didn’t answer my question on the American
survey, the timing. Is that now, or is it later?

Dr. GROVES. Since the early 2000’s, continuously we’ve been
doing that survey. Every month, a small sample of households get
that, and it just keeps going forever.

Ms. JACKSON LEE. You might think with your top leadership how
we can help people discern the two, particularly in the unaccounted
area.

Mr. Chairman, just a record clarification. Ms. Ennis, are you
going to submit what I asked you to submit in writing, or do you
have a number right here?

I asked a question, Mr. Chairman, and she was looking through
her papers.

Ms. ENNIS. I can give you the numbers right now and in writing
if you would like, if we have time.

Ms. JACKSON LEE. Mr. Chairman, I don’t know if—how do you
want it, Mr. Chairman?

Mr. CUELLAR. If we can do this quickly, because I do want to
move into the second panel.

Ms. JACKSON LEE. If you can just say it quickly.

Ms. ENNIS. I'm just going to read them off.

It’s $6 million in national television; $4.2 million in local tele-
vision; $2.8 million in national radio; $3.9 million in local radio;
$1.6 million online, that’s digital marketing; $800,000 in magazine;
$2.5 million in local newspapers; and $1.2 million in out of home.

Ms. JACKSON LEE. We're writing it down, and you can put that
in writing.

And TI'll just close on this point so that I will not be reflected neg-
atively in the record. I'm not asking about one newspaper. I used
them as an example of individuals who were left out. And Mr.
Bakewell is here, and he knows that I'm looking at the vast num-
ber of newspapers, not only in Houston but elsewhere, and I think
that number is not high enough.

And last, my good friend from Utah, I would like to clarify the
word “criminals,” because I have the greatest respect for the Cen-
sus, and I know that it’s a different term from criminals. These are
individuals who you’re not barring, who happen to be ex-felons or
maybe ex-felons or may have had and are through the process and
are employable.

So I know that they may have had a record, to my distinguished
gentleman.

And I know that you’re going to give him a report, Dr. Groves,
about what the criteria is, but I wouldn’t want to frighten the pub-
lic about criminals. I believe it is different from that. It is people
who are eligible to work who may have had a prior encounter with
the law, and you vetted them and making sure theyre able to
work. But I know you’ll give us a final report on that.

And I yield back to the chairman.

Mr. CUELLAR. Thank you.

Thank you very much to the witnesses.
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Dr. Groves, Mr. Tarakajian, Mr. Garcia and Ms. Ennis, we want
to thank you very much.

Again, this was a long day. As you can see we started out with
Toyota, and still got one last panel, I believe, or two more. All
right. So, again, I want to thank you.

To all of you all, thank you very much. We’ll move on to the sec-
ond panel at this time. Thank you very much. Good night.

Before we get started, I believe the U.S. Census Director’s staff
turned in a document to the ranking member, and you want to
make a motion.

Mr. CHAFFETZ. I just ask unanimous consent to submit it into the
record.

Mr. CUELLAR. Without objection.

All right. We now move to our second panel.

Our first witness is Ms. Karen Narasaki, the executive director
of the Asian American Justice Center, one of the Nation’s leading
voices that advocates for the rights and interests of Asian Ameri-
cans.

The second witness is Mr. Arturo Vargas, the executive director
of the National Association of Latino Elected Officials [NALEO],
the national organization of Latino policymakers and their support-
ers.

The next one will be Ms. Helen Hatab Samhan, the executive di-
rector of the Arab American Institute Foundation.

Thank you again for being here.

And then we have the final panelist is Ms. Linda Smith, execu-
tive director of the National Association of American Child Care
Resource and Referral Agencies.

I want to thank all of you all for appearing before this sub-
committee.

As you know, it is a policy of the Oversight and Government Re-
form Committee to swear in all the witnesses before they testify.
And I would like to ask each of the witnesses to please stand and
raise your right hands.

[Witnesses sworn.]

Mr. CUELLAR. Let the record reflect that the witnesses answered
in the affirmative.

Each of you all will have 5 minutes to make an opening state-
ment. Your complete written testimony will be included in the
hearing record. The yellow light will indicate that it is time to sum
up. The red light indicates that your time has expired.

And Members, we are going to stick to the 5 minutes. We're just
going to go one round for the courtesy of the witnesses. And of
course, I think we have another panel afterwards. It is 9:06, so
we're just going to go with—we’ll be very strict on the time and
just go with one line.

So, at this time, Ms. Narasaki, I would ask you to proceed with
your testimony.
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STATEMENT OF KAREN NARASAKI

Mr. NARASAKI. Thank you, Mr. Chairman. We appreciate the in-
vitation to the Asian American Justice Center to testify on this
very critical issue.

My name is Karen Narasaki, and I'm president of the Asian
American Justice Center. We are a member of the Census Bureau’s
Advisory Committee for the 2010 census. And as we did in 2000,
AJC is leading a national Census outreach campaign for Asian
Americans and Pacific Islanders.

We are working with partners such as our affiliates in LA, the
Asian Pacific American Legal Center of Southern California; and in
Chicago, the Asian American Institute in Illinois; and one of our
key partners in New York, the Asian American Federation. We
have directly funded in a coordinating effort by 29 local commu-
nity-based organizations in 21 States. And they include the Legal
Center in LA, which is subgranting a statewide campaign, as well
as three groups in Houston; OCA, BPSOS and one of the South
Asian organizations.

We have also developed educational PSAs, brochures and other
translated materials and have created a Web site that serves as a
national clearinghouse for census 2010 materials created for Asian
Americans and Pacific Islanders in various languages. And it’s part
of our campaign, “Fill in Your Future,” and you can find it at
fillinyourfuture.org.

We are also partnering with national civil rights organizations
such as the Leadership Conference on Civil Rights, the National
Conference of American Indians, the NAACP and the NALEO. Mr.
Vargas will be testifying after me.

As you know, Asian Americans have historically been under-
counted. And because the community is two-thirds foreign born and
comprised of more than several dozen distinct ethnic groups and a
multitude of cultures, speaking many different languages varying
generationally, many challenges exist in counting this population.

We are pleased that the Census Bureau has listened to our rec-
ommendations from the 2000 census effort in building their 2010
Census Integrated Communications Campaign. Ethnic media is a
very important tool in communicating to our community. In fact,
three in four Asian Americans are reached through ethnic media.

The Asian American media plan is significantly more inclusive
than in 2000, with more languages covered and over 750 media
outlets engaged. Media buys are being made nationally and in 53
additional local markets, covering 13 Asian languages and 17 Asian
ethnic groups.
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And most importantly, this campaign does not have a one-size-
fits-all generic Asian campaign, but it is one that is culturally sen-
sitive for each targeted ethnic group.

However, while there is improvement, there are still significant
gaps. Too many restrictions on the access to the agencies working
on the media campaign by community partners working with the
Bureau have created frustration for a lot of our partners and has,
unfortunately, bred some suspicion and animosity that we think
could be prevented. This has led to negative media coverage in
some ethnic newspapers of census 2010 at a time when the Bureau
needs to be building trust in our communities.

The national budgets allocated for communities do not appear to
be enough to cover several of the smaller but growing and harder-
to-count Asian communities, such as the Indonesians, the Sri
Lankans, Burmese, and isolated communities, such as the
Montagnards Vietnamese.

In addition, there’s no Pacific Islander media campaign for the
mainland; it is only focused on the island. Many Pacific Islanders
actually reside on the Continental United States, and we run a
high risk of missing them during the 2010 census.

Finally, key opinion leaders often read the English language
Asian media, and despite the increase in English language Asian
media outlets, no resources seem to have been allocated at all to
these media organizations.

Of great concern also is the regional office issues. There’s a lack
of coordination between the national and regional local outreach
and public relations efforts. The Bureau needs to ensure better co-
ordination. It is important for them to work with their regional of-
fices also to make sure that they are recruiting, hiring and training
the employees with the best language and cultural skills needed to
secure an accurate count.

Another concern is the need for adequate hiring and training.
Unfortunately, the AAPI partnership specialists qualities vary sig-
nificantly across the regions, and not enough specialists have been
hired to cover various communities. So, for example, in Chicago,
our affiliate there had to fight to get even one Asian-specific part-
nership specialist hired, despite the growth in the population. To
date, the regional office has only recruited one Chinese-speaking
partnership specialist, despite the huge diversity of the immigrant
community in Chicago.

We also believe that the Census Bureau needs to act quickly to
identify its Questionnaire Assistance Centers and Be Counted
Sites. In 2000, they did it only a week before census day. And they
must do a better job coordinating the advertising of where these
sites are going to be, including the organizations’ leading commu-
nity based outreach efforts.

Finally, the Census Bureau needs to make much more of a prior-
ity to ensure that deceptive mailings and Internet scams that pre-
tend to represent the Census Bureau and census 2010 are not used
to mislead, misinform, or otherwise swindle these particularly vul-
nerable communities.

In conclusion, I look very much forward to answering any ques-
tions you may have. Thank you very much.

[The prepared statement of Ms. Narasaki follows:]
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Introductory Statement

In 1990, the U.S. Census Bureau conducted its decennial count of individuals residing in
the United States. The count disproportionately missed ethnic minorities, children, and
immigrants. Asian Americans were among the disproportionately undercounted due to obstacles
including cultural and linguistic barriers. For Census 2000, with the hard work of the Census
Bureaun on outreach initiatives in collaboration with the national community education outreach
projects by many community based organizations, as well as a first-ever paid media campaign,
the Census Bureau was able to improve its count of the U.S. population. However, the
undercount persisted for many of the same communities.

As the 2010 Census fast approaches, it is clear that the undercount is again an issue that
must be addressed, with even more challenges facing the Census Bureau. The Census Bureau is
hoping to address many of these challenges through its Integrated Communications Campaign,
which it has implemented based on lessons learned from the first ever paid media campaign for
the 2000 Census. While we commend the Census Bureau for moving forward and learning from
past successes and failures, a review of the communications campaign shows areas where
improvements can be made to achieve an even more accurate count of our population. This
written testimony will discuss the history of the “Hard to Count” (HTC) Asian communities, the
ramifications of undercounting this population, barriers that exist for HTC Asian communities
and the importance of media as a tool in communicating with the HTC Asian communities. I will
also provide an assessment of the 2010 Census Integrated Communications Campaign, and its
potential for reducing on the Asian undercount, and provide suggestions about additional
methods that should be utilized to ensure the Census message is disseminated throughout the
Asian constituencies.



296

Organizational Background

The Asian American Justice Center (AAJC) is a national non-profit, non-partisan
organization that works to advance the human and civil rights of Asian Americans through
advocacy, public policy, public education, and litigation.

AAJC has three affiliates: The Asian American Institute (AAI) in Chicago; the Asian
Law Caucus (ALC) in San Francisco; and the Asian Pacific American Legal Center (APALC) in
Los Angeles, all of which have been engaged in working with their communities to ensure an
accurate count during past decennial census. APALC is a Census Information Center and
established a Demographic Research Unit to make Census 2000, and other relevant research,
more accessible to the growing Asian American and Pacific Islander community and the
organizations that serve it. APALC also led the California statewide collaborative effort on
census outreach and education in 2000. AAJC also has over 100 Community Partners serving
their communities in 24 states and the District of Columbia.

Together with our Affiliates and our Community Partners, AAJC has been extensively
involved in working to eliminate the problems that have historically resulted in undercounting
and underreporting of Asian Americans in federal data collection and analysis efforts, and in
particular the decennial census count. AAJC conducted an extremely successful national Census
2000 outreach and educational project focused on the Asian Ametican community. Through this
project, AAJC and its Affiliates distributed over 750,000 linguistically and culturally appropriate
community education materials and hosted or participated in over 865 community education
activities, including panel discussions, presentations and press conferences.

Since the 2000 Census, AAJC has not paused in its efforts to ensure accurate and
appropriate federal data collection and reporting on Asian Americans. AAJC has been a member
of the Decennial Census Advisory Committee since 2000. In 2005, AAJC became a member of
the reconstituted and downsized 2010 Census Advisory Committee. In its advisory role, AAJC
is able to assist the Census Bureau in understanding what research and programs would help the
Bureau to effectively address the cultural differences and intricacies in various hard-to-reach
communities, particularly in Asian American communities, in order to get the most accurate
count possible.

Additionally, AAJC currently co-chairs the Leadership Conference on Civil and Human
Rights’ (Leadership Conference) Census Task Force. The Leadership Conference is the nation’s
oldest, largest, and most diverse civil and human rights coalition, with nearly 200 member
organizations working to build an America as good as its ideals. In its leadership capacity on
Leadership Conference’s Census Task Force, AAJC has kept Leadership Conference’s members
informed of important census policy issues and has facilitated conversation among the groups to
build consensus recommendations for various census policy and outreach issues.

Finally, AAJC is currently engaged in education and outreach efforts around Census
2010. As a member of the Leadership Conference’s Census Collaborative, AAJC is partnering
with organizations such as the Leadership Conference Education Fund, the National Association
of Latino Elected Officials, the National Congress of American Indians and the NAACP to
develop and implement a comprehensive national census project.
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AAIJC is also leading efforts for the Asian American and Pacific Islander community
through its recently established nationwide “Fill in Our Future” campaign, along with four other
regional and local organizations, to encourage our communities’ participation in the 2010 Census
through a national network of community-based organizations. Through the Fill In Our Future
campaign, AAJC is re-granting significant funding to twenty-nine local community-based
organizations in twenty-one states' to ensure that outreach and educational efforts are conducted
at all levels to maximize the number of Asian Americans we can reach through materials
dissemination, workshops, and trainings and with technical assistance. AAJC has already created
the National AAPI Census Advisory Council to help ensure optimal coordination of census
efforts by Asian American, Pacific Islander and Native Hawaiian communities around the
country through the funding of eleven National Council of Asian Pacific Americans (NCAPA)
groups already engaged in educating and outreaching to constituents through their own local
affiliates/chapters and extensive networks. The National AAPI Census Advisory Council
members will provide their networks with resources available through the Fill In Our Future
campaign and serve as members of AAJC’s Speakers Bureau. To assist local and national
partners, AAJC, through the Fill In Our Future Campaign, has developed a resource center Web
site (www_fillinourfuture.org) that serves as a clearinghouse for Census 2010 materials,
particularly translated materials, created for Asian American and Pacific Islander communities,
The Web site also houses Public Service Announcements created across the country and in
various languages, including four created by AAJC. The purpose of the clearinghouse is to
organize all the information into a single central location so that communities across the country
can readily access, download and use the information for educational outreach on the census, and
to reduce duplication of efforts. Not only has AAJC been collecting materials created by the
Census Bureau and other organizations across the county, AAJC, through the Fill In Our Future
campaign, has developed materials and giveaways for our partners, including pens, magnets,
mint tins, antibacterial sprays, shirts, bags, and most importantly, translated posters and
brochures that provide the nuts and bolts information on how to participate in Census 2010.

AAIJC is pleased to provide comments on the 2010 Census communications campaign.
AAJC would like to request that this written statement be formally entered into the hearing
record.

History of undercount of the HTC Asian communities

Since 1940, the Census Bureau has attempted to measure its ability to accurately count
the people in America, first through Demographic Analysis and more recently with a separate
coverage measurement sarvey. Duplicate responses lead to overcounts, while omissions, or
missed persons, lead to undercount.? Subtracting overcounts from undercounts results in a net

! States include: Arizona, California, Colorado, District of Columbia, Florida, Georgia, Hawaii, Illinois, Louisiana,
Massachusetts, Michigan, Minnesota, Nebraska, New York, Nevada, North Carolina, Ghio, Oregon, Texas,
Washington and Wisconsin.

% There are two ways to miss a person, thereby attributing to the undercount. First, the Census Bureau could miss a
whole housing unit because they do not have the address or they have an incorrect address. Thus, none of the people
at the housing unit will be counted. The second way to miss people is for the Census Bureau to fail to capture other
people who are within a responding household. These people can be missed for a variety of reasons, including fear
of government and outsiders, limited knowledge of English, mobile people and households, and irregular household
members such as households with two or more separate families residing there.
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undercount or overcount for each census. It is important for the Census Bureau to check its
ability to achieve an accurate count through a coverage evaluation program.

For each decennial census from 1940 to 1980, the national net undercount went down, as
did the net undercount for specific population subgroups. However, since 1940, there has always
existed a differential undercount - that is, non-Hispanic whites had lower undercount rates than
people of color, or, stated another way, people of color were missed by the census more often
than non-Hispanic whites. The differential undercount was also reduced each decennial census
since 1940, until the 1990 census.

The 1990 Census was a watershed moment for the Census Bureau. It was the first census
that was less accurate than the one previous since the Bureau began scientific measurements of
coverage. The differential undercounts were the highest the Census Bureau had ever recorded.
We also learned from 1990 that it was not only African Americans who suffered significant
differential undercounts but also Latino Americans and Asian Americans.” American Indians on
reservations had the highest undercount of any groups in the 1990 census, with an undercount
rate over 12 percent.” The undercount of children was generally disproportionate. Children
made up a quarter of the overall population in 1990, but accounted for slightly more than half of
all persons missed by the census.” The undercount of children of color was even more
disproportionate. For example, the undercount for African American children was twice as high
as that for non-Hispanic white children.®

In 2000, the Census Bureau worked to improve the accuracy of the count. Unfortunately,
it was unclear how well the Census Bureau was able to count people. Despite the fact that the
final coverage measurement, the Accuracy and Coverage Evaluation (Revision II) (“A.C.E.
Revision II"), results showed a net national overcount of about one-half a percent and a slight
overcount of the Asian American population (of 0.75 percent’),® the Census Bureau itself did not
have confidence in its measures of census accuracy in 2000, especially for smaller population
groups such as Asian Americans, due in part to its own concerns about its methodology for
measuring the accuracy of that count. The Census Bureau cited “troubling anomalies and
unexplained results” in its decision not to use the results of its accuracy-check survey to adjust
the final census numbers. An expert National Academy of Sciences panel concluded that while
undercounts among traditionally hard-to-count communities such as minority groups were likely

® The 1990 census provided the first measurements on the vndercounts for Latino Americans, Asian Americans,
American Indians and Alaska Natives. In the previous decennial censuses, the only coverage measurements made
were for “black” and “non-black.”
¢ Howard Hogan And Gregg Robinson, What The Census Bureau's Coverage Evaluation Programs Tell Us About
Differential Undercount, U.S. Census Burean Population Division for the 1993 Research Conference on
Undercounted Ethnic Populations (1993),
hitp://www.census.gov/population/www/documentation/1993/conference. html,
: Barry Edmonston, The Undercount in the 2000 Census, http://www prb.org/pdf/undercount_paper.pdf.

Id.
" Technical Assessment of A.C.E. Revision II (2003), http:/fwww.census.gov/dmd/www/pdf/ACETechAssess.pdf.
¥ Committee on National Statistics, National Research Council, National Academy of Sciences, The 2000 Census:
Counting Under Adversity 240-241, 253 (2004) (The A.C.E. Revision II estimated 33.1 million mistakes of all
types, including 17.2 million erronecus overcounts {which primarily includes duplications and people counted in the
wrong place) and 15.9 million undercounts (e.g. people missed). The report says there were a minimum of 9.8
miflion duplications).



299

lower in the 2000 Census than in previous censuses, they also concluded that there continued to
be a differential undercount of racial minorities in the 2000 Census. The panel further noted that
the seeming overcount of Asian Americans could be attributed, in part, to a relatively high rate of
duplication of Asian Americans counted both at home and at their college dorms, which could
“offset” an undercount of Asian Americans in communities that are more difficult to count due
to lower income, language and other barriers.

Some Asian American subgroups strongly believe there was an undercount of their
communities in 2000. This was particularly true for Southeast Asian communities. For example,
many community leaders in Long Beach, California believed that the Cambodian population was
undercounted in the 2000 Census. As evidence, they cite the fact that local school enrollment
data were considerably at odds with the 2000 census data. During that year, school enrollment
data showed a population of Cambodian children that was nearly as large as the entire
Cambodian population counted by the Census Bureau, while the 2000 census data showed that
the Cambodian school-age population accounted for much less than 50 percent of all
Cambodians in California. It is clear that the Census Bureau missed a significant number of
Cambodian children in the 2000 Census, and it is equally likely that the census missed adult
Cambodians in California.

Ramifications of undercounting the HTC Asian communities

The importance of census data to all Americans, and specifically for HTC Asian
communities cannot be overstated; census data are critical for our society to function, as it is
used for many purposes by many entities. For example, information about age, Hispanic/Latino
ethnicity and race are used by the Department of Justice to combat discrimination; by the
Department of Health and Human Services to support research on service delivery for children,
minorities, and the elderly; and by the Department of Education to conduct studies, evaluations,
and assessments of children of different racial and ethnic backgrounds. This information is also
used to reapportion political representation and in the redistricting process at all levels. Many
federal and state programs use census data to distribute funds for community development. In
fact, census data is used by federal agencies to allocate over $400 billion in federal funds each
year for hospitals, job training centers, schools, senior centers, bridges, tunnels and other-public
works projects, emergency services and other vital services. Thus, when our HTC Asian
communities are undercounted, they do not get the resources and services they deserve and need
and do not get the same political voice as those who are counted more accurately.

Additionally, because the census is the richest source of data on Asian American
communities, especially for sub-ethnic communities (such as Chinese, Asian Indian and
Hmong), undercounts in these communities are particularly detrimental. In many data sets or
surveys developed by private, academic and other governmental entities, Asian Americans often
find themselves woefully underrepresented. Many data sets or surveys simply lump Asian
Americans into the “Other” categories, thereby making it impossible to determine what the
landscape looks like for Asian Americans on that particular topic, whether it is health care,
educational drop-out rates, or some other important social or political issue. Other times, Asian
Americans are able to find aggregated data for the entire Asian American community but those
data may not be particularly useful. Because the Asian American community is diverse,
comprised of several dozen distinct ethnic groups and a multitude of cultures speaking many
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different languages, all of whom have different experiences in the U.S., aggregated data may
stmply mask problems and concerns for particular sub-ethnic groups who are disaggregated in
that data set. For example, Asian Americans as a whole are often seen as wealthy and well
educated, but disaggregated data for subgroups reveals a wide array of incomes, poverty rates,
and levels of educational attainment — from those doing very well to those struggling on
multiple fronts. The Census Bureau is one of the few entities that collects and reports data at the
disaggregated level for Asian American sub-ethnic groups. Therefore, an inaccurate count of
Asian Americans means that communities will not be able to track the well-being of children,
families, and the elderly; determine where to locate new highways, schools, and hospitals; show
a large corporation that a town has the workforce the company needs; evaluate programs such as
welfare and workforce diversification; and monitor and publicize the results of programs,
particularly as it all relates to different ethnic subgroups.

Barriers to census participation for HTC Asian communities

The Asian American population in the United States is larger than it has ever been in our
nation’s history. From 1990 to 2004, the Asian American population doubled in size, growing
from seven million to 14 million, Of this rapidly growing segment of the population, about two-
thirds are foreign-born, and more than a third of the Asian American population, nearly four
million people, is considered limited English proficient (LEP). This combination of factors
indicates that a significant sector of the population is at a substantial disadvantage — both
linguistically and culturally — when it comes to participation in the census.

The Census Bureau’s Asian American focus groups showed that many Asian Americans
lacked awareness about the census and had not heard of the Census Bureau.’ Indeed, many
Asian Americans find the idea of the census not only confusing, but invasive and potentially
threatening. Asian Americans — especially those who have recently emigrated from countries
with oppressive governments — believe that the census is linked to the Immigration and
Customs Enforcement (ICE) or the Internal Revenue Service (IRS). The Census Bureau’s Asian
American focus groups also noted a lack of understanding about the purpose of the census and
how the data is used. They also did not recognize any direct benefit to participating in the census
to themselves and/or to the Asian American community. Lastly, respondents noted that English-
language proficiency issues and the lack of availability of in-language materials functioned as
barriers to census participation by Asian Americans.

Even more challenges exist to an accurate count of Asian Americans in the 2010 Census
than in previous census counts, increasing the risk of a significant undercount. With continued
high immigration, the diversity of the Asian American group has increased and has made them
harder to reach through any one medium. The ethnic, religious, language and generational make
up of the group has significantly changed since 2000. The Asian American community has
grown 26 percent since 2000, with even higher growth rates in regions of the country that do not

? U.S. Census Bureau, Ethnic and Racial Sub-Population Focus Group Research (2007),
http://www.census.gov/procur/www/201 Ocommunications/final%20report%20-%20asian% 20& %2 0arab-
american.pdf (The report provides detailed findings from focus groups on the following populations: Korean,
Vietnamese, Cambodian, Filipino, Laotian, Chinese, Arab, Multi-Racial and Caucasian).
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have extensive community infrastructure to assist the Census Bureau. There are generally high
levels of mobility among some segments of the Asian American population. Also recent natural
disasters and the economic crisis have displaced many people from their homes and have created
a more complex, often multi-family household for many people. Asian immigrants are
increasingly reluctant to voluntarily provide personal information to the government in an age of
identity theft and in the wake of immigration raids and other dragnets that post-9/11 policies
have created, including the use of housing enforcement to identify those who are undocumented.

Importance of media as a tool in communicating with the HTC Asian communities

Media is an important tool in communicating with the HTC Asian communities. In
particular, utilizing ethnic media' is the most effective way to reach a substantial part of Asian
communities. In fact, almost 3 in 4 Asian Americans are reached by ethnic media, with 57
percent reached by ethnic television and 43 percent by ethnic newspapers. ' Additionally, 1 in 4
Asian Americans are reached by ethnic radio. Different Asian ethnic communities respond to
ethnic media differently, including which medium is utilized (see rable below).?

Reach of Ethnic | Reach of Ethnic | Reach of Ethnic | Reach of Ethnic
Media Television Newspaper Radio
Chinese 59% 70% 70% 31%
Koreans 61% 54% 64% 27%
Vietnamese 83% 57% 39% 34%
Filipinos 84% 60% 29% 11%
Asian Indians 85% 45% 15% 19%

The reach of Asian ethnic television has increased substantially since 2005, with
television programming targeting Chinese, Vietnamese, Koreans and Filipinos increasing its
reach to the Asian American adult population by 30 percem,}3 Ethnic radio is also particularly
strong in the Chinese, Korean and Vietnamese communities, especially for reaching first-
generation immigrants.” Newspapers continue to be 2 strong medium for reaching Asian
American populations, with their popularity increasing in many communities, such as the
Chinese and Korean newspapers that now reach 70 percent and 64 percent respectively of their
adult populations in the United States. Newspapers like Sing Tao, the World Journal, Korea
Daily and Korea Times have substantially increased their circulation since 2005. The reach of

10 See New America Media, National Study on the Penetration of Ethnic Media in America (2009),
http://media.namx.org/polls/2009/06/National_Stady_of_the_Penetration_of_Ethnic_Media_June_5_2009_Presenta
tion.pdf (Media directed toward a specific ethnic group and often written or broadcast in a language native to the
group (e.g., Chinese-language newspapers or Asian television stations)).

" 1d At11,19 (73 percent of Asian Americans are reached by ethnic media).

2 New America Media, supra pote 10.

B New America Media , Executive Summary of a National Study on the Penetration of Ethnic Media in America
(2009), http://media.namx.org/polls/2009/06/Penetration_of_Ethnic_Media_Executive_Summary.pdf.

' Project for Excellence in Journalism, The State of the News Media 2008, An Annual Report on American
Journalism (2008),

http://www stateofthemedia.org/2008/narrative_ethnicalternative_audience.php?cat=2&media=11.
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weekly and monthly publications that focus on the Filipino and Asian Indian populations has
also experienced an increase.

New online media holds the biggest potential for reaching Asian Americans. According
to several studies, Asian Americans make up the largest online audience of any ethnic group in
the country and are the heaviest and most experienced users, with 75 percent having gone online
at one time or another, mostly for news, entertainment and services.'® Some have placed the
number of Asian Americans online at 11 million in 2007, and projects that number will grow to
14 million in four years.'” The current reach of ethnic Web sites is 35 percent of the adult
population, with more than half of all Chinese adults and about one-third of all Korean and
Vietnamese adults report visiting sites in their native languages.”® Although online media has
the potential to reach many Asian Americans, it is important to note that many Asian Americans,
particularly those in HTC communities, are not internet proficient nor have access to computers.

Challenges facing Census 2010 Media Campaign for the HTC Asian American population

The HTC Asian American population is comprised of more than several dozen distinct
ethnic groups and a multitude of cultures speaking many different languages. Moreover, Asian
Americans vary generationally, spanning from recently arrived immigrants to those with roots in
the community for more than one hundred years. Any communications or marketing plan must
be multi-faceted to address the needs of the various ethnic groups, various langnages, and
various generations. Each individual Asian American sub-ethnic group bas intrinsic
characteristics that require customization in messaging, treatment and media vehicles based on
particular nuances. In addition, there are multiple factors that pose additional challenges for
reaching the especially HTC Asian American communities.

A. Geographic Location — A majority of Asian Americans are concentrated in
metropolitan areas, which make it easy for marketers to reach them. However, there are Asian-
American segments located in remote rural and urban areas that are not known to be Asian-
dominant. In addition, migrant communities often have cluster presence as opposed to a
significant mass composition.

B. Limited Media Availability — Overall, the Asian American community is teeming with
media outlets. There has been a 300 percent surge in the number of Asian American media
outlets from 1990 to 2007, with over 600 communication channels.’® However, there are limited
media vehicles available for some Southeast Asian segments comprised mostly of migrants, This
is partly because of high illiteracy levels amongst Hmong, Laotian and Mien communities.

C. Language Barrier — There are more than 800 spoken Asian languages and dialects.
Seventy-five percent of Asians speak a language other than English at home, creating quite a

' New America Media, supra note 13.

' Project for Excellence in Journalism, supra note 14.
" d.

" New America Media, supra note 13.

19 Project for Excellence in Journalism, supra note 14,
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challenge in information dissemination efforts.”® In addition, older generation immigrants have a
different adaptation rate when it comes to speaking/understanding the English language.

D. Linguistic Isolation — Urban and rural isolation insulates communities and there can be
little to no incentive to speak English or learn English. This isolation is especially true with
elderly and older-adult consumers.

E. Literacy — A significant amount of migrant Asian American populations are
categorized as oral or "preliterate” people (those who lack an alphabet and knowledge of basic
literacy processes). For example, a majority of the Hmong community did not read and write as
late as the 1930s, and many had never seen books or even held pencils. It has also been reported
that in some provinces of Laos in the 1970s, the rate of Hmong who did not read or write was as
high as 99 percent, while a 1986 study of Hmong refugee families in the U.S. indicated that 80
percent of those surveyed could not read or write Lao, and 70 percent could not read Hrnong,21

F. Nomadic Rural Populations — Migrant farm worker communities have seasonal jobs
and travel constantly. As such, it is challenging to locate these groups as they often reside in
temporary camps.

G. Economically Disadvantaged — Low-income individuals, characterized by not having
access to a home, telephone and/or transportation, pose significant challenges to information
acquisition.

Assessment of the 2010 Census Integrated Communications Campaign and its potential
impact on the Asian undercount.

The 2010 Census Integrated Communications Campaign has a fairly extensive campaign
focused on the Asian American cornmunity, with media buys being made nationally and in 53
additional local markets. (See Appendix A). Additionally, the media campaign is being
conducted in various Asian languages. (See Appendix B). The 2010 Census Integrated
Communications Campaign is focused more on the HTC communities overall than the diverse
mass community. In 2000, over 50 percent of the budget was spent on the Diverse Mass
campaign while less than 50 percent (45%) is being spent for 2010. The Asian share of the
budget is slight larger than in 2000, from 9.1% to 10.2%, and an increase in actual dollars from
$10 million to $13.5 million. ** However, this increase in budget is somewhat deceiving because
the 2010 census dollars have to stretch across more communities and more languages than the
2000 census dollars. In 2000, the paid media campaign covered 11Asian subgroups and
languages: Chinese, Korean, Vietnamese, Filipino, Asian Indian, Japanese, Cambodian, Thai,
Hmong, Laotian, and Mandarin.®® For 2010, the paid media campaign covers 6 additional Asian
subgroup communities, for a total of 17 subgroups and 13 languages: Bengali, Cantonese,

® Asian American Health Initiative, http://www.aahiinfo org/english/asianAmericans. php#profiles (last visited Feb.
17,2010).

* The Hmong: An Introduction to Their History and Culture, http://www.cal.org/CO/mmong/hlithtm! (last visited
Feb. 17, 2010).

213.8. Census Bureau, Advertising Budget Census 2000 and 2010 Census,
http://2010.census.gov/news/pdf/advertising_budget.pdf.

B U.S. Census Monitoring Bd, Report to Congress 19 (1999).
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Gujarati, Hindi/Hinglish, Hmong, Japanese, Khmer, Korean, Lao, Mandarin, Punjabi, Taglish,
Tamil, Telugu, Thai, Urdu, and Vietnamese. Additionally, there is a substantial increase in new
media outlets being utilized in 2010 that were not used in the 2000 Census.”* Media outlets
being used in 2010 include newspaper, magazine, outdoor ads, television, radio, and digital
media.

Additionally, the Asian American media campaign is significantly more inclusive than in
2000. Not only are more languages covered, over 750 media outlets are being engaged in this
effort. Equally important is that the 2010 Census campaign is being customized so that the
advertising campaign is culturally sensitive for each targeted Asian ethnic subgroup, rather than
a "one size fits all" generic Asian campaign. This helps to ensure that the HTC members of
specific community groups are encouraged to participate in the census, rather than discouraged
because of a lack of culturally sensitive media pieces. HTC Asian American communities are
also more likely to be reached in 2010 than in 2000 because of the multiple mediums used to
target an Asian ethnic subgroup (rather than the limited media types in 2000). Finally, there is
an independent confidentiality campaign specifically designed for key Asian groups that deal
specifically with confidentiality concerns for the 2010 Census that did not exist in 2000. As
noted in the Census Bureau’s own focus groups, confidentiality was a major concern for
respondents, as well as language barriers — both of which are addressed by this media campaign.

Gaps in media plan for Asian Americans

While the Asian American media plan is an improvement from the 2000 campaign, there is still
room for improvement. The following are some concerns that AAJC has with the campaign:

» The Asian American community has grown significantly over the past decade, not only in
numbers but in diversity of ethnic groups. With a massive increase in Asian American-
focused media organizations today than there were in 2000, there is clearly a need for in-
language and in-culture media vehicles that appeal to Asian and Asian/Pacific Islander
Americans living in the U.S. and the island areas. Despite this significant increase in
media, national budgets allocated for Asian and Pacific Islander Americans seemingly
was not enough to cover several smaller, but growing AAPI communities, including
Indonesians, Malaysians, Burmese, Sri Lankans, and Tibetans.

» It seems that there is no Pacific Islander media campaign for the mainland but rather one
simply focused on the islands. This means that many Pacific Islanders residing on the
continental U.S. will not be reached by the existing campaign and run a high risk of being
missed during the 2010 census.

> Key opinion leaders often read the English-language media, such as Asian Week (online),
Asian Fortune and others. These media play a critical role in educating and informing the
"grasstops” about what is happening in Washington, D.C. Despite the increase in
English-language Asian media, no resources seem to be allocated to support these media
organizations.

% See Appendix B.
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» Particularly in these tough economic times, states and local governments are having a
difficult time dealing with the large number of isolated communities that have distinct
language/dialect needs such as the Montagnards, Chams, Iu Mien, and larger
communities with language needs such as the Bengali, Punjabi, Guajarati, Tamil, Nepali,
Bhutanese and Sinhalese speaking populations from India, Bangladesh, Nepal, Bhutan
and Sri Lanka. Few, if any, dollars were seemingly provided for the development of ads
or PSAs for these harder to reach communities.

> We have heard that community partners working with the U.S. Census Bureau would like
to have greater access to the agencies working on the national and regional media
campaigns for the 2010 Census. Since the community partners are committed to support
the work of the U.S. Census Bureau and its contractors, a level of trust and transparency
is needed in order to ensure that there is a full and accurate count of all communities.
Placing too many restrictions on this access has created frustration for all parties and has
bred suspicion and animosity that could be prevented. This has unfortunately lead to
negative media coverage of Census 2010 at a time when we should be encouraging all
Armericans to fill in their census forms and send them back.

» Finally, we appreciate that the Census Bureau and the Communications Contractor team
conducted significant focus group testing, particularly for Asian American communities
and doing so in the participants’ language. On one hand, we welcome even more focus
group testing, particularly for additional HTC Asian American groups. However, we
have concerns about whether the focus group testing self-selects participants that do not
necessarily represent those hardest to count in our communities. We believe that other
methods should also be explored to determine attitudes and barriers to census
participation, as well as an evaluation as to how well focus group testing reaches those
hardest to count (and/or what can be done to make sure that it does).

Any additional methods that should be utilized to ensure the Census message is
disseminated throughout the Asian communities.

AAJC would like to commend the Census Bureau for taking steps to address our
concerns about reaching Asian Americans who are not fluent in English through their Advance
Letter. Initially, the Census Bureau planned to print advance letters notifying residents of the
upcoming Census in English only. This was a departure from 2000 when the Bureau included
messages in other languages, allowing people to request a Census questionnaire printed in
another language. Census partners, particularly those working in immigrant communities,
credited the multi-lingual advance letter with increasing Census participation among members of
hard-to-count communities. After AAJC and other organizations raised the issue of an English-
only advance letter, Director Robert Groves decided to include “in-language” messages in the
advance letter, which will be mailed to all households announcing the 2010 Census. The in-
language messages will direct recipients to the Census Bureau’s Web site, which provides in-
language materials, as recommended by the Census Bureau’s 2010 Census Advisory
Committee’s Advance Letter Working Group, led by AAIC.
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Not only did the Census Bureau expand their language assistance program by including
in-language information on their Advance Letter, they also committed to a four-pronged targeted
outreach in local neighborhoods with high concentrations of households that speak Chinese,
Vietnamese, Korean and Russian (translated census form languages) through a postcard mailing,
expanded partnership efforts, and targeted mailings of language assistance guides through paid
in-language media vehicles.

In another move to help ensure that limited English proficient Asian Americans are not
discouraged from participating in the 2010 Census, Director Groves swiftly decided to address
concerns raised by AAJC and our local partners regarding the troublesome Vietnamese
translation of the words “census” and “enumerator” in the Bureau’s literature and forms. In
response, the Census Bureau immediately replaced all inappropriate translations from its Web
sites.” Director Groves also proactively agreed to update the language reference dictionary,
which provides translations for commonly used census terms, even though the poor translation of
the word “enumerator” did not originate from the Census Bureau, but rather from non-
governmental organizations in the field. Because both governmental and non-governmental
organizations use the dictionary, we believe that it is one of the most effective ways to ensure
culturally appropriate translations for terms related to Census 2010 and future census counts. It
is important that the Census Bureau continues to engage community leaders in the planning for
Census 2020, which will help to ensure that translation and other culturally sensitive issues are
resolved upfront and not when it is too late to make all the necessary changes.

For Census 2010, it is important for the Census Bureau to work with its regional offices
to ensure that they are fully able to identify, recruit and hire the best Census employees with the
language and cultural skills needed to secure a full and accurate count of all AAPIs living in the
U.S. Itis important that the census takers recruited and hired are “indigencus” to the
communities where they will be working because these workers can bring knowledge of the local
language, neighborhood and culture to the field. The Census Bureau should also constantly
strive to achieve a more diverse full time workforce both at Headquarters and in the regions. We
believe that the Census Bureau must implement a hiring policy that recognizes the importance of
having experts on various hard-to-count communities, including the Asian American, Pacific
Islander and other minority communities, throughout the Bureau’s operations, so that all efforts
by the Census Bureau are culturally appropriate. Otherwise, the Census Bureau runs the risk of
offending out of ignorance. For example, regions publicized job opportunities for individuals
with bilingual or multilingual skills in: English and Asian. "Asian" isn't a language.

Another concern is how well the regional offices are addressing the needs of Asian
communities through their partner specialists and their public relations and outreach efforts.
Partnership specialists play a crucial role as a liaison between the Census Bureau and local
community organizations, the trusted voices, to ultimately reach those who are hard-to-count.
Partnership specialists work proactively to find trusted voices and messengers in HTC
communities, such as organizations that provide services in the HTC communities, businesses,
churches and other religious establishments, or any other place frequented by HTC individuals

b Unfortunately, with fewer than three months left before April 1, Census Day, the Bureau determined that it could
not reprint the Vietnamese Census 2010 questionnaire or language assistance guides, which have already been
printed and delivered.
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on a regular basis. Well-trained partnership specialists are culturally sensitive to the
communities they serve and can help connect the trusted voices. Partnership specialists are also
crucial in helping to distribute Census Bureau created materials, particularly translated materials,
to community organizations who can ensure that they reach the hardest to count in the places
where they can be found. Unfortunately, similar to what we saw in 2000, the quality of
partnership specialists varied significantly across regions and not enough specialists have been
hired to cover the various communities in certain regions. For example, in Chicago, there was
no partnership specialist hired for any Asian American community as of December 9, 2009,
despite the fact that the Chicago regional office had two Asian partnership specialists for the
2000 Census and has grown significantly this past decade. * By the time the Chicago regional
office decided to hire a partnership specialist for the Chinese American community with Chinese
language skills in late December, local leaders requested that the regional office hire someone
who could work with all the various Asian American communities in the Chicago area. With
over 50 Asian American community organizations, associations and religious institutions
promoting and educating people about the census, they requested a partnership specialist that
could work with all of them and support them in the work they are already doing, rather than
someone who could do grassroots level work in only one language. Unfortunately, the regional
office did not hire a partnership specialist that could work with all groups and thus have left
many Asian American communities without a partnership specialist to assist it, including the
nation's third largest Korean-American population. We have also heard other stories from the
field regarding the competency and breadth of community knowledge of other partnership
specialists. This is not to say that there are not highly qualified and effective partnership
specialists across the many regions, but rather that there is inconsistency from office to office.
We believe that this leads to the conclusion that there is a need for more training of partnership
specialists and community input regarding what is needed locally.

Of equal concern is the lack of coordination between the national and the regional/local
outreach and public relations efforts. This concern is one of the driving forces behind AAJC’s
Fill In Our Future resource center Web site. We believed that a clearinghouse was needed as a
way to try and fill in the gaps left by the lack of coordination (and the lack of partnership
specialists in some areas) and to help local organizations with materials, particularly those
translated into various Asian and Pacific Islander languages. What would be helpful at this time
would be for the Census Bureau to provide AAJC with a listing of all the partnership specialists
and coordinators as they are selected so that we can provide that information on our resource
center Web site and assist in connecting local efforts to the partnership specialists. Also, if
provided by the Census Bureau and the regions, we could publicize listings of job opportunities
through the Web site and our many partners. Since some regions have done a better job than
others in filling their positions, AAJC and its partner organizations could assist in getting the
word out and help find candidates.

» Similarly, in Virginia, in response to groups’ request citing a need for census specialists for their Korean and
Vietnamese communities, the agency hired someone who spoke Chinese. Other communities where specialists were
not hired but where there is a need are: the Bangladeshi community in Detroit and the south Asian and Cambodian
groups in Philadelphia and Rhode Island. See Hope Yen, Gaps emerging in US census outreach to immigrants, THE
ASSOCIATED PRESS, Feb. 1, 2010, http://news. yahoo.com/s/ap/20100201/ap_on_go_ot/us_census_immigrants.
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Another area of concern where AAJC could also be of assistance is making sure that the
Census Bureau identifies its Questionnaire Assistance Centers and Be Counted Sites earlier than
in 2000, and that it does a better job advertising their locations. If the Census Bureau could
provide the information to AAJC, we could ensure that the information is provided on our
resource center Web site, which provides information by state and in-language.

Finally, steps must be taken to ensure that deceptive mailings and Internet scams that
pretend to represent the Census Bureau and Census 2010 are not used to mislead, misinform
and/or swindle Americans. The Census Bureau and many of the community-based organizations
conducting Census 2010 education and outreach efforts have warned respondents that the census
is not being conducted via the internet or email and have provided instructions of what to do if
they believe there is a Web site or email that is frandulently trying to obtain personal
information. Additionally, there have been reports about deceptive mailings that have been sent
utilizing the Census 2010 image to confuse recipients of the mailing. For example, it has been
recently reported in the media that a fundraising mailer has been mailed from Republican
National Committee Chairman Michael Steele that comes in the form of a “survey” that calls
itself the “Congressional District Census” with an envelope starkly printed with the words, “DO
NOT DESTROY OFFICIAL DOCUMENT” and describes itself, on the outside of the envelope,
as a “census document.” Officials from both parties criticized this mailing saying that it could be
confused with official correspondence regarding this year’s Census, which in turn could confuse
many Americans, particularly those who are hardest to count and result in discouraging their
participation.27 Any attempts to fraudulently or deceptively use the Census 2010 to personal
interest or advantage should be investigated and handled as a serious transgression.

Conclusion

On behalf of AAJC, T want to thank the Committee for the opportunity to provide a
written statement on the 2010 Census Integrated Communications Campaign. While the Census
Bureau has taken important steps to improve its media plan for 2010, including a more inclusive
media campaign, there are still areas where improvements could be made that would facilitate a
more accurate count in 2010 and ensure full participation by the American public.

" Ben Smith, Maloney, Clay, McHenry criticize RNC ‘census’ mailer, POLITICO, Jan. 25, 2010,
httpi//www . politico.com/blogs/bensmith/01 10/Maloney_Clay_McHenry_criticize, RNC_census_mailer.html.
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Appendix A - Media Buys by Markets

National ¢ Hawaii ¢ NY Tri-State
Alaska ¢ Honolulu e Ohio

Arizona ¢ Chicago ¢ (Oklahoma
Phoenix {Prescott) e Indiana e Oregon
California ¢ Kansas City e Portland, OR
Fresno-Visalia ¢ Boston (Manchester) s Pennsylvania
Los Angeles ¢ Maryland ® Philadelphia
Sacramento-Stockton-Modesto  ® Michigan e Pittsburgh

San Diego ¢ Minneapolis-St. Paul s Austin

San Francisco-Oak-San Jose *  Minnesota * Dallas-Ft. Worth
Colorado ¢ Missouri * Houston

Denver * St Louis ¢  Texas
Washington, DC (Hagerstown) ¢ Charlotte e Utah

Delaware * North Carolina ® Virginia

Florida s New Jersey ® Richmond-Petersburg
Jacksonville e  New Mexico e Seattle-Tacoma
Atlanta ¢ Las Vegas ¢ Milwaukee
Georgia s New York ¢  Wisconsin
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Bengali ~ 22

Appendix B - Media Buys by Markets

Chicago, Dallas-Ft. Worth, Los Angeles,
National, New Jersey, New York, Philadelphia,
‘Washington, DC (Hagerstown)

The 2010 Census Communications Contract: The Media Plan in Hard to Count Areas

February 24, 2010

Radio, Outdoor,
Newspaper

Cantonese — 8

Los Angeles, National, New York, San
Francisco-Oak-San Jose, Seattle-Tacoma, Hawaii,
Honolulu,

Radio, Television

English - 42

For NHPI - 37

Hawaii, Honolulu, Los Angeles, Sacramento-
Stockton-Modesto, San Francisco-Oak-San Jose

Magazine, Outdoor,
Newspaper,
Television, Radio

For Pakistani ~ 4 | Maryland, National, Virginia, Washington, DC Newspaper,
(Hagerstown) Magazine

For Asian Indian - 1 | National Newspaper

Gujarati/English - 2 National Newspaper

Hindi/Hinglish/English - 52

Chicago, Los Angeles, Narional, New Jersey,
New York, Pennsylvania, Sacramento-Stockton-
Modesto, San Francisco-Oak-San Jose

Qutdoor, Television,
Digital

Hindi/Hinglish ~ 59

Atlanta, Boston (Manchester), California,
Chicago, Dallas-Ft. Worth, Florida, Houston, Los
Angeles, Maryland, National, New Jersey, New
York, NY Tri-State (NY, NJ, CT), Ohio,
Pittsburg, San Francisco-Oak-San Jose, Seattle-
Tacoma, Texas, Virginia, Washington, DC
(Hagerstown)

Newspaper, Radio,
Magazine

Hmong ~ 22

California, Fresno-Visalia, Los Angeles,
Milwaukee, Minneapolis-St. Paul, Minnesota,
Sacramento-Stockton-Modesto, San Francisco-
Qak-San Jose, Wisconsin

Radio, Outdoor,
Newspaper

Page B-1




Japanese — 80

Alaska, California, Chicago, Dallas-Ft. Worth,
Fresno-Visalia, Hawaii, Las Vegas, Los Angeles,
National, New York, NY Tri-State (NY, NJ, CT),
Oregon, Phoenix (Prescott), Portland, San Diego,
San Francisco-Oak-San Jose, Seattle-Tacoma

Newspaper, Radio,
Outdoor, Magazine,
Television, Digital

Khmer - 21 Boston (Manchester), Fresno-Visalia, Los Newspaper,
Angeles, Minnesota, National, San Francisco- Qutdoor, Radio,
Oak-San Jose, Seattle-Tacoma Television

Korean — 166 Arizona, Atlanta, Boston (Manchester), Chicago, | Newspaper, Radio,
Dallas-Ft. Worth, Denver, Hawaii, Honolulu, Television, Qutdoor,
Houston, Jacksonville, Las Vegas, Los Angeles, | Magazine, Digital
Maryland, National, New Jersey, New York,
Philadelphia, Phoenix (Prescott), Richmond-
Petersburg, San Diego, San Francisco-Oak-San
Jose, Seattle-Tacoma, Utah, Virginia,
‘Washington, DC (Hagerstown),

Lao-22 California, Dallas-Ft. Worth, Fresno-Visalia, Radio, Outdoor,
Hawaii, Los Angeles, Minnesota, National, Newspaper
Portland, Sacramento-Stockton-Modesto, San
Diego, San Francisco-Oak-San Jose, Seattle-
Tacoma

Mandarin - 34 Boston (Manchester), Chicago, Honolulu, Television, Radio

Houston, Los Angeles, National, New York, San
Francisco-Oak-San Jose, Seattle-Tacoma,
‘Washington, DC (Hagerstown)

Mandarin/Cantonese — 15

Honolulu, Houston, Los Angeles, New York,
Sacramento-Stockton-Modesto, San Francisco-
Qak-San Jose, Seattle-Tacoma

Radio, Television

Punjabi/English - 2

National

Newspaper

Simplified Chinese - 7

Los Angeles, National, NY Tri-State (NJ, NY,
CT), San Francisco-Oak-San Jose, Seattle-
Tacoma

Newspaper, Digital

Taglish ~ 75

Boston (Manchester), Chicago, Florida, Hawaii,
Honolulu, Las Vegas, Los Angeles, National,
New Jersey, New York, Pennsylvania,
Sacramento-Stockton-Modesto, San Diego, San
Francisco-Oak-San Jose, Seattle-Tacoma

Newspaper,
Magazine, Outdoor,
Radio, Television,
Digital

Page B-2
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Tamil/English - 2

California

Newspaper

Teluguw/English - 1

National

Newspaper

Thai - 23

Chicago, Hawaii, Las Vegas, Los Angeles,
National, New Jersey, New York, Sacramento-
Stockton-Modesto, San Francisco-QOak-San Jose,
Washington, DC (Hagerstown)

Outdoor, Newspaper

Traditional Chinese — 130

Arizona, Atlanta, Austin, Boston (Manchester),
Chicago, Colorado, Dallas- Ft. Worth, Florida,
Georgia, Hawaii, Honolulu, Houston, Indiana,

Kansas City, Los Vegas, Los Angeles, Minnesota,

National, New Jersey, New York, NY Tri-State
(NI, NY, CT), Oklahoma, Pennsylvania,
Portland, San Diego, San Francisco-Oak-San
Jose, Seattle-Tacoma, St. Louis, Washington, DC
(Hagerstown)

Qutdoor,
Newspaper,
Magazine, Digital

Urdu - 37

Chicago, Dallas-Ft. Worth, Houston, Los
Angeles, National, New Jersey, New York, NY
Tri-State (NJ, NY, CT), San Francisco-Oak-San
Jose, Washington, DC (Hagerstown)

Magazine,
Newspaper,
Outdoor, Radio

Vietnamese —~ 192

Atlanta, Austin, Boston (Manchester), California,
Charlotte, Colorado, Dallas- Ft. Worth, Delaware,
Denver, Florida, Fresno-Visalia, Georgia,
Houston, Kansas City, Los Angeles, Maryland,
Michigan, Missouri, National, New Jersey, New
Mexico, New York, North Carolina, Oklahoma,
Oregon, Pennsylvania, Phoenix(Prescott),
Sacramento-Stockton-Modesto, San Diego, San
Francisco-Oak-San Jose, Seattle-Tacoma, Texas,
Utah, Virginia, Washington, DC (Hagerstown)

Magazine, Radio,
Newspaper,
Qutdoor, Television

Page B-3
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Mr. Chairman, thank you for inviting the Asian American Justice Center to testify on this
critically important issue.

Census Outreach Campaigns

AAIC is a member of the Census Bureau’s Advisory Committee on the 2010 census. As we did
in 2000, AAJC is leading a national census outreach campaign for Asian Americans and Pacific
Islanders (AAPIs).

Working with partners such as our affiliates, the Asian Pacific American Legal Center in
California and the Asian American Institute in Hlinois, as well as our community partner in New
York, the Asian American Federation, we have created the “Fill in Our Future” campaign. We
have directly funded and are coordinating efforts by 29 local CBOs in 21 states and 11 national
AAPT organizations. Qur partners are in turn similarly funding and coordinating additional local
groups in their regions.

AAJC has also developed educational PSAs, posters, brochures and other translated materials
and has created a website that serves as a national clearinghouse for Census 2010 materials
created for AAPIs in English and in various langnages.

AAJC is also partnering with national civil rights organizations such as the Leadership
Conference Education Fund, NALEO, NCAI and the NAACP on a comprehensive national
census project that brings together minority communities.

Hard-to-Count (HTC) Asian American populations

Asian Americans have historically been undercounted, resulting in their communities missing
out on their fair share of government funding, services, and political engagement.

1140 Connecticut Ave. NW, Suite 1200, Washington, D.C. 20036 « 1202.296.2300 s F 202.266.2318 » www.advoncingequality.org
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Because the Asian American population is two-thirds foreign born and comprised of more than
several dozen distinct ethnic groups and a multitude of cultures speaking many different
languages, varying generationally, many challenges exist in reaching the HTC Asian American
population through the Census 2010 Media Campaign.

Assessment of the 2010 Census Integrated Communications Campaign and its potential
impact on the Asian undercount.

We are pleased that the Census Bureau listened to our recommendations from the 2000 census
effort.

Ethnic media is an important tool in communicating with the HTC Asian populations. In fact,
almost 3 in 4 Asian Americans are reached by ethnic media.

The Asian American media component of the 2010 Census Integrated Communications
Campaign is significantly more inclusive than in 2000, with more languages covered and over
750 media outlets being engaged. Media buys are being made nationally and in 53 additional
local markets. The paid media campaign is covering 13 Asian languages for 17 Asian subgroup
communities.’

Importantly, there is no “one size fits all” generic Asian campaign but rather one that is
culturally sensitive for each targeted Asian ethnic group.

Gaps in media campaign

While the Asian American media plan is an improvement from 2000, there are still gaps.

> Too many restrictions on the access to the agencies working on the media campaign by
community partners working with the Census Bureau have created frustration for all
parties and have bred suspicion and animosity that could be prevented. This has lead to
negative media coverage of Census 2010 at a time when the Bureau needs to be building
trust.

> The national budgets allocated for AAPIs does not appear to be enough to cover several
smaller, but growing AAPI communities, such as Indonesians, Sri Lankans, and isolated
communities such as the Montagnards.

> There is no Pacific Islander media campaign for the mainland but rather only one focused
on the islands. Many Pacific Islanders residing on the continental U.S. run a high risk of
being missed during the 2010 census.

> Key opinion leaders often read the English-language media. Despite the increase in
English-language Asian media, no resources seem to be allocated to support these media
organizations.

]
' Bengali, Cantonese, Gujarati, Hindi/Hinglish, Hmong, Japanese, Khmer, Korean, Lao, Mandarin, Punjabi, Taglish,
Tamil, Telugu, Thai, Urdu, and Victnamese
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Additional methods that should be utilized/concerns to be addressed

Regional Offices

Of great concern is the lack of coordination between national and the regional/local outreach and
public relations efforts. The Bureau should ensure better coordination. If the Census Bureau
provides us with a listing of all the partnership specialists and a listing of job opportunities, we
will post to our website.

It is important for the Census Bureau to work with their regional offices to ensure that they are
recruiting, hiring, and training employees with the best language and cultural skills needed to
secure an accurate count of all AAPIs. For example, regions publicized job opportunities for
individuals with bilingual skills in: English and Asian. "Asian" isn't a language.

Another concern is the need for adequate hiring and training of AAPI partner specialists.
Unfortunately, similar to 2000, the AAPI partnership specialists’ quality varies significantly
across regions and not enough specialists have been hired to cover the various communities in
some regions.

For example, in Chicago, our affiliate had to fight to get one Asian-specific partnership specialist
hired despite the significant population. To date, the regional office has only recruited for a
Chinese-speaking partnership specialist, despite the diversity of the immigrant Asian community
in the region.

Questionnaire Assistance Centers & Be Counted Sites

The Census Bureau must identify its Questionnaire Assistance Centers and Be Counted Sites
much earlier than in 2000 and must do a better job advertising where they are, including to
organizations leading community based outreach such as AAJC.

Deceptive Mailings and Interpet Scams
Finally, the Census Bureau must make it a priority to ensure that deceptive mailings and Internet

scams that pretend to represent the Census Burean and Census 2010 are not used to mislead,
misinform and/or swindle particularly vulnerable communities.

Conclusion
In conclusion, I look forward to answering any questions you may have.
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Mr. CUELLAR. Thank you very much for your testimony.
At this time, the Chair recognizes Mr. Vargas to proceed with his
opening statement.

STATEMENT OF ARTURO VARGAS

Mr. VARGAS. Thank you Mr. Chairman, Representative Jackson
Lee, my fellow Angeleno, Representative Waters. Thank you for the
opportunity to appear before you tonight to discuss this topic.

First, we applaud the Census Bureau for recognizing the impor-
tance of using Spanish language media and commend the breadth
of the paid media strategy, the investments in creating and devel-
oping messages based on research and in consultation with key
stakeholders. However, we have identified significant weaknesses
in the Bureau’s Latino communications plan.

First, the Bureau’s 2010 investment to reach Latinos does not
keep pace with inflation nor with population growth. In 2000, the
Bureau spent $18.9 million on Latino outreach, compared to $25.5
in 2010. Had the Bureau merely accounted for inflation, the 2010
budget would have been $23.4 million. Accounting for more than
half of the total U.S. population growth, the Latino population has
increased by 33 percent since 2000. Had the Bureau increased its
spending to account for both inflation and population growth, the
2010 Latino allocation would have been at least $31 million.

Second, the Bureau’s Latino strategy relies almost exclusively on
Spanish-language media and ignores the English-dominant Latino
population. While Spanish language media are very effective in
reaching Latinos who consume those media, many Latinos rely pri-
marily on English language media. The Bureau investment in
English language media is virtually nonexistent. We are deeply
concerned that English-dominant Latinos, may of whom live in
hard-to-count communities, will not be reached effectively.

Third, our media partners have informed us that the Bureau’s
investment is not enough for effective market penetration in many
regions of the country. This is particularly a problem in nontradi-
tional Latino population centers such as the Deep South, the Mid-
Atlantic, and the Midwest.

A fourth weakness is the method by which the Bureau used to
decide local media buys which allow for deeper market penetration
and better message targeting. The Bureau developed six criteria to
develop local Spanish language media buys. Those markets meet-
ing at least four of the six criteria were selected.

Now we commend the Census Bureau for including hard-to-count
scores and mail return rates in the criteria. However, we do have
concerns with the methodology by which these criteria are formu-
lated.

Where the Latino population is concentrated in hard-to-count
areas, the use of market-wide HTC averages mask the presence of
areas with low HTC scores. This measurement fails to accurately
capture the hard-to-count score for many Latinos in a particular
market.

Similarly, the criterion which uses the average 2000 census form
mail return rate [MRR], for a local market provides a skewed
measure of the return rate among Latinos.
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We analyzed nine media markets that did not receive local tele-
vision media purchases by isolating specific tracks of significant
Latino populations and determined their average HTC score and
MRR. We also examined the Latino percentage within tracks and
HTC scores of the national average or mail response rates below
the national average. This analysis presents a very different pic-
ture of the need for spot buys.

Our analysis suggests that the Bureau did not make local spot
buys in areas where its averaging methodology masks the presence
of hard-to-count Latinos. Similarly, several markets with above av-
erage response rates have Latino tracks where the rate is signifi-
cantly lower than the national average. These markets include Bos-
ton, Austin, and Hartford—New Haven.

The Bureau’s HTC and mail response criteria are compounded by
population size criteria. This disproportionately affects markets
with emerging Latino populations and communities which are rel-
atively small. For example, the Laredo market is by all measures
a hard-to-count Latino market, but it does not meet the 100,000
Latino household threshold criterion. Similarly, the Atlanta market
has over 158,000 households, many of them in hard-to-count Cen-
sus tracks, yet fails to me the criterion of Latino households com-
prising at least 11 percent of all households in a particular market.
Both of these markets were shut out of local media buys.

So, therefore, based on our analysis we offer the following policy
recommendations: One, the Census Bureau must make a reason-
able investment in paid advertising to reach English-dominant
Latinos, and it must significantly increase its spending on Spanish-
language media.

Two, the Census Bureau must be more transparent with respect
to criteria for targeting local buys. We believe the Bureau was
overly vague with stakeholders about a strategy, making it difficult
to provide any guidance. We urge the Bureau to do better in its
media buys during nonresponse followup.

Third, the Census Bureau should report to Congress and stake-
holders strategies to reach Latinos in local markets that are dif-
ficult to count and do not receive local media buys.

Fourth, the Census Bureau should carefully examine the inad-
equacies in existing Spanish-language local media buy criteria and
make improvements when implementing nonresponse followup.

Finally, there are two unrelated matters that warrant this sub-
committee’s attention. We recommend Congress curtail third-party
efforts that exploit the Census. We also urge the Bureau to develop
a paid media strategy to inform the public about what data are and
are not collected in the Census and how to identify authentic enu-
merators. There are recent press reports that fake Census takers
are defrauding families who believe they are cooperating with the
Bureau. These acts are repugnant, undermine the Census, and
they must be stopped.

Thank you again for this opportunity to share our views on the
2010 census media plan on hard-to-count communities. We look for-
ward to working with the Congress in partnership with the Bureau
in ensuring a full Census count in 2010.

[The prepared statement of Mr. Vargas follows:]
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Chairman Clay, Ranking member Representative McHenry and members of the Subcommittee:
L am Arturo Vargas, Executive Director of the National Association of Latino Elected and

Appointed Officials (NALEO) Educational Fund. Thank you for the invitation to appear before
you today on behalf of the NALEO Educatibnal Fund to discuss the 2010 Census media plan in

hard to count areas.’

The NALEO Educational Fund is a non-profit, non-partisan organization that facilitates full
Latino participation in the American political process, from citizenship to public service. Our
constituency includes the more than 6,000 Latino clected and appointed officials nationwide,
We are onc of the nation’s leading organizations in the area of Census policy development and
public cducation, and we are deeply committed to ensuring that the Census Bureau provides our

nation with the most accurate count of its population,

The NALEO Educational Fund was actively involved in outreach to the Latino community for
the decennial enumecrations in 1990 and 2000. In 2007, we launched the “ya es hora™ (1t’s Time)
campaign, a comprehensive, multi-year effort to integrate Latinos into American civic life.

When we faunched the campaign, our Spanish-language media partners inctuded Univision
Communications Inc., Entravision Communications Corporation, and ImpreMedia, and our
national partners were the National Council of La Raza, the Service Employees International
Union on citizenship promotion and Mi Familia Vota Educational Fund on voter engagement.
The ya es hora network also includes the collaborative efforts of more than 400 local partners,
including community and civic organizations, private businesses, and government agencies. The
first two phases of this effort involved mobilizing cligible Latino legal permanent residents to

apply for U.S. citizenship, and then mobilizing Latino U.S. citizens to vote.

We have now launched the third phase of the ya es fora campaign, ;HAGASE CONTAR! (Make
Yourself Count!), which focuses on promoting the importance of the Census, educating
individuals about filling out their Census forms and encouraging households to mail back their

responses once they complete their forms. This campaign is working to inform and motivate the

P“Hard to count™ is a term developed by the Census Bureau to characterize geographic areas with populations that
are the most difficult to enumerate n the decennial Census. The Bureau has developed a scoring system to
determine “hard to count” areas, based on several relevant demographic characteristics.
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nearly 50 miltion U.S. Latinos to fully participate in the 2010 Census. The national
organizations and Spanish-language media leaders for this effort are the same as those for the
previous two phases of the ya es ora campaign. Currently, there are also nearly 140 other
national and local partners for ;HAGASE CONTAR!, and we anticipate that number increasing as
the campaign proceeds. Core components of the campaign’s outreach strategy already in place
include mobilization of local leaders to spread the message of Census participation, a national
and local media campaign to inform and encourage the Latino community to participate, a
comprchensive bilingual website and toll-free hotline for information on the Census, the launch
of local census information centers, and community events to assist Latinos with the Census.
We have also distributed more than 30,000 motivational posters targeted to the Latino
community across the nation so far, and engaged hundreds of community leaders through “train

the trainer” workshops and other briefings.

In addition, since 2000, we have scrved on the Secrctary of Commerce’s 2010 Census Advisory
Comumittee, or its predecessor, the Decennial Census Advisory Committee, and we have
participated in the Committee’s discussions surrounding the planning for the 2010 enumeration.
We also served on the Joint Advisory Advertising Review Panel (JAARP), which the Census
Bureau created to review its advertising and communications efforts. In addition, through our
strong relationship with our Latino leadership constituency, we have also become very familiar
with the types of challenges that public officials face as a result of the undercount of the Latino

population.

Mr. Chairman, we need the 2010 Census to produce the most accurate count of our nation’s
population as possible. Census data are the fundamental building blocks of our representative
democracy; Census data are the basis for reapportionment and redistricting. Policymakers at all
levels of government also rely on Census data to make important decisions that affect the lives of
all Americans. These data help make such determinations as the number of teachers that are
nceded in classrooms, the best places to build roads and highways, and the best way to provide
health and public safety services to our neighborhoods and communitics. The accuracy of
Census data is also critical for the effective allocation of government funding for schools,

hospitals and other vital social programs. In addition, Census data are used to monitor

3
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compliance with civil rights laws and to document incidents of illegal discrimination based on
race or gender. The first immediate use of the 2010 Census data for this purpose will be
determining whether the 2011 redistricting of Congressional, statc legislative and other

single-member clectoral districts comply with the Voting Rights Act of 1965,

To secure an accurate count of our nation’s population, it is imperative to have an accurate count
of the estimated 46.9 million Latinos who are now the nation’s second-largest and
fastest-growing population. An undercount of such a large segment of the U.S. population
means a failed Census. An accurate count of the Latino community is necessary if we are to

make sound policies for the economic, social and political well-being of the entire country.

We believe that there is strong consensus among the Bureau, its contractors, and stakeholders
who work closely with the Latino population that an effective Spanish-language media plan is
critical to achieving a full count of our nation’s Latinos. We also acknowledge that the Bureau
has taken several positive steps to develop and implement such a plan, including investing a
significant amount of resources in paid Spanish-language media advertising. However, after
carcful analysis, we believe that there are weaknesses in several aspects of the Burcau’s plan for
its Spanish-language media buys. In order to ensure the success of the Bureau’s overall media
plan and its targeting strategy, each of its components must reinforce cach other, If there are
inadequacies in any individual components, other components must be able to compensate for
them. We are deeply concerned that the weaknesses we have identified will in fact have the
combined effect of significantly impairing the Bureau's ability to sceure the full participation of

the Latino population in the 2010 enumeration,

In our testimony, we will first address the need for both an effective Spanish-language and
English-language media plan to reach Latinos during Census 2010, We will then discuss our
concerns about the inadequacy of the Bureau’s overall investment in paid Spanish-language
media advertising. We will also examine the key role played by both national and local Spanish-
language media buys in reaching the Latino community, and we will highlight several problems
with the methodology used by the Bureau to determine the markets for its local Spanish-

language media buys. Finally, we will present our policy recommendations on improvements for
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the Burcau’s Spanish-language media advertising plan that will help ensure a complete and

accurate count of the Latino community in Census 2010.

1. The Need for Effective Media Outreach to Latinos in Census 2010

In order to ensure a full count of the Latino population, it is critical that the Census Burcau
implement both an cffective Spanish-language and English-language media outreach campaign
to Latino residents throughout the nation. Broadcast and print media serve as extremely effective
vehicles for reaching the Latino community. Latinos obtain a significant amount of information
from media in general — they spend more time watching television, listening to the radio, and
reading newspapers than non-Latinos.” From 1996 to 2003, Latinos spent an average of 28.9
hours watching television per week, 19 hours listening to the radio, and 3.2 hours reading
newspapers. In contrast, non-Latinos spent an average of 17 hours watching television per week,

13 hours listening to radio, and 2.6 hours reading newspapers.

Figure 1
Average Number of Hours on Media Consumption

Medium Latino Non-Latino

Television 289 17.0
Radio 19.0 13.0
Magazine 3.3 43
Newspaper 32 2.6

Reaching Latinos through Spanish-language media is a particularly important component of an
overall Census 2010 communications campaign because of the language preferences of many
U.S. Latinos. According to 2008 American Community Survey data, about 31.6 million Latinos —
or 76% of Latinos age five and older — speak Spanish at home, Of those Latinos, about one-half
(49%) are not yet fully proficient in English. In many regions of the country, particularly those
with significant Latino newcomer populations, the percentage of “Spanish-dominant” Latinos is far

higher.

* Market Segment Research & Consulting, Inc., The AISREC Ethnic Market Report 1996 to 2003,
5
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Spanish-language media is a valuable and trusted source of information in the Latino
community. Not only has it scen continued growth when English-language media outlets have
faced declining consumption, but in many places, it has surpassed English-language media in
popularity. On a national level, among Latino adults age 18-49, Spanish-language television has
seen a rapidly growing audience regardless of the audience’s Spanish or English language
preference. According to data from Niclsen Media Research, in 1996, 6.7 million Spanish-
dominant Latinos, and 2.8 million English-dominant Latinos watched Spanish-language
television. Ten years later, 9.9 million Spanish-dominant Latinos and 4 million English-

dominant Latinos were watching Spanish-language television.?

The same trend has occurred in some local regions of the nation. According to Nielsen Media
Research, in 1995, New York City Latinos primarily watched English-language television (62%)
over Spanish-language stations (38%). In contrast, in 2008, viewers favored the Spanish-

language stations 71% to 29%.

Latinos are also consuming larger quantitics of Spanish-language print and radio media.
According to the Latino Print Network, since 1970, the combined circulation of Spanish-

language daily newspapers has grown from 140,000 to over 1.7 million in 2002.°

More critically, research shows that Spanish-langiage media is a particularly effective tool in
cngaging Latinos and mobilizing them for civic action. For example, empirical analysis
presented in a 2006 paper from the National Bureau of Economic Rescarch found that in markets
where local Spanish-language news became available, Latino voter turnout increased up to

10 percentage points.® Preliminary research suggests that Spanish-language media has had a
similar impact on the vise in Latino naturalizations in 2007. The first phase of the va es hora

campaign, va es hora jCindadanial, involved a significant public-service push by the coalition’s

¥ Nielsen Media Rescarch Universe Estimates, Percentage of Hispanic Adults (18-49) in TV Households where
Spanish is Spoken. Prior to 2003 based on {8+

* Bauder, David. Rapid Growth for Spanish-Speaking News, Associated Press. August 4, 2008,

* Nealy, Michelle 1. Spanish-langnage Media Market in Growth Phase. Diverse - ssues in Higher Education.
luly 24, 2008,

¢ Obeholzer-Gee, Felix: Waldfogel, Jocl. Media Markets and Localism: Does Local News En Espaiol Boost
Hispanic Voter Turnont? National Burcau of Economic Research Working Paper Scries, June, 2006,

6



324

Spanish-language media partners — including public service announcements and carned media ~
on the importance and opportunities of U.S. citizenship. The campaign contributed to the near-
record number of naturalization applications in Fiscal Year 2007, and a marked increase in the
Latino share of total naturalizations. Between 2003 and 2000, there were only five metropolitan
areas where Latinos constituted the majority of those who naturalized - post 2006, after the
launch of the ya es hora campaign, there were eleven metropolitan arcas where Latinos

constituted a majority of successful naturalizations.”

While Spanish-language media is an effective vehicle for reaching a significant portion of the
Latino community, there are also many Latinos who rely primarily on English-language media
for information. For cxample, according to 2008 American Community Survey data, about

9.1 million Latinos speak only English at home, or about 23% of the Latino population age 5 and
older. We believe that the Burcau should be investing in paid advertising that specifically
targets English-dominant Latinos, because they have demographic characteristics that are
different from those of Spanish-dominant Latinos or non-Latinos. However, we understand that
the Bureau is investing an insignificant amount of resources in its paid advertising plan for media
buys targeted at English-dominant Latinos — three television stations and six magazines,
according to the Burcau’s media buy schedule as of January 14, 2010 ~ and we arc deeply
concerned that the Bureau will not engage English-dominant Latinos and secure their

participation in the 2010 enumeration.

1L The Census Burcau’s Overall Investment in Paid Spanish-Language Media
The Bureau has taken many positive steps to recognize the importance of paid Spanish-language

meedia in its communications plans, and we commend it for these efforts. For example, the
Bureau and its Spanish-language media consultants - Global Hue Latino Inc. and D’Exposito
and Partners LLC - should be commended for their planning for the 2010 paid media strategy.
Bolstered by messaging rescarch and innovative means for reaching the Latino community, the
plan acknowledges some of the unique characteristics of the Latino community that contribute to

historically lower Census participation rates, which create the need for unique outreach

7 Ramirez, Ricardo. Working Paper. University of Southern California, December 2009,

7



325

strategics. We commend the Bureau in the breadth of its paid media strategy, and the significant

time it invested into creating it.

However, while the Burcau has made a significant investment in Spanish-language paid media
for 2010, the investmient has not kept pace with inflation and the growth of the Spanish-speaking
Latino population during the last decade. In 2000, the Census Bureau spent a total of

$110 million on paid media, of which S$18.9 million was spent on Latino outreach — 17.2% of the
total expenditure. For the 2010 Census, the official budget as of January 14, 2010 has increased
to $140 million overall, with $25.5 million allocated to Latino outreach, which is 18.2% of the
total. If the Bureau had merely increased its 2000 Census spending for paid media Latinb
outreach to account for inflation, the Burcau would have allocated $23.4 million for its Census
2010 spending. However, the number of Latinos who speak Spanish at home (an approximate
indicator of likelihood for Spanish-language media consumption) grew from 24.6 million in
2000 to 31.6 million in 2008, an increase of 28%. Thus, had the Bureau increased its spending
from 2000 to account for both inflation, and the growth of the Spanish-speaking population, the
Burcau would have allocated at a minimum $30.0 million for Census 2010 paid advertising,

which is about $5 million more than the actual amount allocated.

We are particularly concerned about the relatively small size of the Bureau's investment in
Spanish-language media because several of our media partners have informed us that it is
inadequate to effectively reach all of the nation’s Latino residents. There is not enough funding
available to permit outlets to air Census 2010 advertising frequently enough to ensure optimal
market penctration in many regions of the country. This is a particularly critical problem for the
arcas which are not the traditional centers of Latino population concentration, such as regions in
the Deep South, Mid-Atlantic, and Midwest. In many of these “emerging” Latino communitics,
only Spanish-language national network outlets will broadeast Census advertising, so it is critical
that those outlets can air the advertising throughout their programming rotation with enough
frequency to effectively reach the Latinos in their market.  Emerging Latino communities tend
to lack the social and civic infrastructure that exists in traditional Latino population centers, such
as Latino community-based organizations, advocacy groups and civic leadership.  Thus, these

cmerging communities are not likely to have many Latino Census Partners, and Latinos in these

8
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communities will need to rely primarily on Spanish-language media to obtain Census
information. A robust investment in paid Spanish-language advertising for Census 2010 is

crucial to ensure an accurate count of the Latino population in thesc areas.

1. The Roles of National and Local Media Buys

The Bureau’s national media buy strategy is reaching a significant share of the Latino population
with 2010 Census messaging, through television, radio, newspapers and magazines. Under the
Burcau’s strategy, only 34 of the 210 standard media markets nationwide are not covered by a
national Spanish-language television buy, because there are no major network Spanish»lanéuage
television affiliates in those markets.

Figure 2
Ten Largest Latino Media Markets without National Spanish-Language Media Affiliate

Market Rank
Hispanic Overall
Mobile-Pensacola (Ft Walt) 100 60
Pittsburgh 109 23
Myrtle Beach-Florence 120 104
Dayton 132 64
Sherman-Ada 134 161
Lafayette, IN 146 189
Portland-Auburn 148 77
Harrisonburg 150 178
Tri-Cities, TN-VA 154 92
Biloxi-Gullport 159 163

Of the above markets, two are covered under the Census Bureau’s national network radio buys
(Myrtle Beach ~ Florence and Sherman — Ada), and two are covered by newspaper buys

(Pittsburgh and Harrisonburg).

Beyond the national media buy strategy — through which all markets with an affiliate of a national

Spanish-language television network or radio station will air in-language advertisements — the

9
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Burcau and its media consultants also arranged for additional ocal (or “spot”) advertisements in
broadceast media. These spot advertisements are complemented by other inherently local media
including newspapers and “out-of-houschold” (OOH) media (such as biliboards). Such local
television, radio, and print buys allow for better message targeting; a critical factor given the
heterogeneity of the Latino population and cultural differences from region to region. In
addition, local media buys for television and radio can in cases provide significantly deeper
matket penetration because media outlets will air both the advertising placed by the national
network as well as the focal advertising. The Census Bureau has also asked media outlets to
provide “added-valuc” to their paid advertising by conducting in-kind promotion. Thus, the
investment of paid advertising in local media outlets may result in greater in-kind promotion ina

given market.

In the Bureau’s initial media plan, the Bureau and its media consultants appear to acknowledge
that local media purchases have an additional value over national buys, and the plan allocates a
significant share of funding to local media purchases - 53% national compared to 47% local.® In
terms of actual dollars spent for Latino media in all formats, according to data available to the
NALEO Educational Fund, the national versus local split is in fact in favor of the local - 65%

local to 35% national {or approximately $14.8 million to $8.1 million).

1V. Inadequacies in Local Television Allocation Criteria

All of the documentation for the Census Bureau’s paid media plan places significant attention
and emphasis on the importance of targeting arcas with populations that are hardest to count,
particularly in regards to the allocation of local media buys:
e According to the 2010 Census Integrated Communications Campaign Plan,
... TV purchases will always be focused on delivering the HTC (hard to count)
target in program sclection.”
s “Budget allocations across the entire Paid Media Plan were completed based on
hard-to-count scores, with harder-to-count andiences receiving a larger allocation

%9

relative to population size.

82010 Census Paid Media Plan, 1-12-10
® Ihid.
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The Bureau assesses the extent to which an arca is HTC by assigning it an HTC score. The
Bureau uses that score in one of the six criteria it developed to help determine which markets
would receive additional local Spanish-language television spots. Those markets meeting at
teast four of the following six criteria would be selected:
1. The media market includes at least 100,000 Hispanic Households.
2. Hispanic Houscholds comprise 11.1 % or morc of the total houscholds in the media
market.
The market’s average HTC score was above the national average of 32.9.
4. The market’s average 2000 Census Mail Return Rate (MRR) is below the national
average of 67.3%.
5. The market’s Hispanic eight-year growth rate is above the national average of 146%.

6. The “hyper-growth” rate of the market is 25% or above.

An independent analysis by the NALEO Educational Fund as to which media markets should
receive local Spanish-language television buys confirms that the actual local Spanish-language
television media buys of the Bureau meet at Ieast four out of six of the foregoing criteria.

We commend the Census Bureau and its media partners for including the HTC score in one of
the criteria, given the effectiveness of that HTC score in determining the risk of not being
counted. However, we have concerns with the methodology by which two of these criteria are
formulated, including the criterion which uses the HTC score. Specifically, the Bureau averages
certain data at the market level without first isolating the Latino population within the relevant
markets. In markets where the Latino population is concentrated in the most HTC areas, the use
of an average allows the presence of lower HTC areas (which may not be the home to many
Latinos) to mask the presence of Latinos who share HTC characteristics. Thus, the “easier to
count™ areas in a market may bring up the overall HTC average of the market. By finding the
mean HTC score for an entire market without first accounting for those areas in a market heavily
populated by non-Latinos, this measurement fails to accurately capture the HTC score as it
pertains to the Latino community in that market. Thus, the average may become a misleading

indicator of the need for Spanish-language local media buys in the area.
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Similarly, the Bureau’s fourth criterion, which uses the average 2000 Census form mail return
rate (MRR) for a whole market, provides a skewed measure of the return ratc among Latinos.
Again, by using the average for an entire market, the fourth criteria may mask the prevalence of
a low MRR among Latino residents. Ideally, the Bureau would have provided its media
consultants with mail responsc rate figures for Latinos only, as long as Latino population size in

a given tract were not so small so as to impinge on privacy issucs.

The NALEO Educational Fund conducted an analysis of several major media markets that did
not receive local television media purchases, based on the Bureaw’s criteria. In our analysis, we
revised the Burcau’s methodology by making some simple alterations to their criteria. For
example, we analyzed markets by isolating specific tracts with significant Latino populations,
and determined both the average HTC score and MRR for those tracts. In addition, we examined
the percentage of Latinos within tracts with HTC scores above the national average or MRRs
below the national average. This analysis presents a very different picture of the potential need

for local Spanish-language television buys in those markets.

Our analysis uses publicly available data to examine nine media markets with significant Latino
populations {morc than 100,000 Latino houscholds ~ one of the six local television buy eriteria)
that did not receive local Spanish-language television buys. By calculating the average HTC
score and average MRR for tracts within those markets in which Latinos comprise 60% or more
of the total population, we found that all of those markets have an average HTC score of at least
45, which is 12.1 points higher than the national average threshold uscd by the Bureau. In the
case of Boston, the average HTC score of those tracts reached 94. Additionally, under our
Latino tract analysis, five of those nine markets also have an average MRR less than the 67.3%

national average,
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Figure 3
Census Tracts in which Latinos Comprise 60% or more of Total Population,
by Media Market

Hispanic Total Average HTC Average Average

Household | Hispanic Score HTC Score | MRR

Share of Househelds | (Market-wide) (in isolated | (in isolated
Market Market tracts) fracts)
Denver 15.1% 229,960 269 69,1 67.6
Orlando-Daytona Beach-Mclbourne 13.7% 201,400 3.2 45.0 76.7
Tampa-St. Petersburg (Sarasota) 10.3% 188,090 333 540 709
Philadelphia 6.2% 183,390 256 93.1 60.3
Atlanta 6.7% 158,540 328 84.0 508
Austin 22.7% 151,690 36.2 69.3 59.4
Boston (Manchester) 5.3% 128,310 26.4 94.1 56.7
Tueson (Sicrra Vista) 26.5% 120,880 39.1 62.7 68.1
Cerpus Christ 32.7% 103,910 50.2 63.6 63.8

Thus, our analysis suggests that the Bureau did not make local Spanish-language media buys in
arcas where its averaging methodology may mask the presence of tracts with significant numbers
of Latino residents which share the demographic and housing characteristics of high HTC areas.
The Burcau's market-wide averaging methodology may also fail to provide an accurate portrait

of the relatively low MRR’s of Latinos in thosc markets,

Although our revised methodology may more accurately capture the HTC score and MRR for
Latinos specifically in a given market, it does not account for population distribution — in
markets where the Latino population is more widely distributed among various tracts, it is
difficult to measure average HTC scores and MRRs for Latinos exclusively, Thus, in an effort to
more accurately account for Latino population distribution, we also assessed each market by
measuring the percentage of Latinos who live in census tracts with an HTC score above 32.9 ora
MRR below 67.3%. With respect to our HTC score analysis, in some markets, we found that
despite low average HTC scores, a significant share of Latinos live in tracts with an HTC score
above the national average of 32.9. For example, although the average HTC score for the Boston
market is o low 26.4, more than threc out of four Latinos in that market (76%) live in tracts with

an HTC score above 32.9.
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Figure 4
Media Markets without Local Television Media Buys, and Share of Latinos Living in
Census Tracts with HTC Score Above 32,9

Market Average HI'C | Sharc of Latinos in
Score for Tracts w/above

Market Overall | average HTC (32.9)

Yuma-El Centro 61.1 94%
Larcdo 70.1 89%
Montercy-Salinas 393 89%
Bakersficld 49.5 87%
Lubbock 44.6 85%
Odessa-Midland 48.2 84%
Corpus Christi 50.2 84%
Springficld-Holyoke 326 8i%
Tucson (Sierra Vista) 39.1 78%
Boston (Manchester) 264 76%

Similarly, several markets enjoy an above-average MRR, yet the majority of Latinos in those
markets live in tracts where the MRR is lower than the national average of 67.3%. These
markets include Boston, Austin, and Hartford- New Haven, where more than half of all Latinos

live in with an MRR below the national MRR average of 67.3%.

Figare 5
Media Markets without Local Television Media Buys, and Share of Latinos Living in
Census Tracts with MRR Below 67.3%

Market Average MRR | Share of Latinos in
for Market below average
Overall MRR Tracts

Larcdo 64.6 75%
Boston (Manchester) 4.7 61%
Austin 72.0 58%
Hartford & New Haven 76.2 52%
Yuma-El Centro 68.4 48%
Philadelphia 76.5 46%
Cotpus Christi 69.6 46%
Springficld-Holvoke 77.1 37%
Tucson (Sierra Vista) 76.5 32%
Lubbock 725 31%
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Our revised methodologies may not paint a complete portrait of the need for increased local
Spanish-language media in a given market — in some cases, the foregoing markets do not meet
household or population thresholds to meet the other criteria for local media buys. However, we
belicve our methodologies more accurately capture the disparities between Latinos and non-

Latinos in a given market with respect to the actual challenges of enumerating those populations.

The inaccuracy of the HTC and MRR criteria used by the Census Bureau in determining need for
additional media investment are also compounded by the population size criteria (100,000 Latino
Household threshold and 11.1% Latino Houschold Share of market Households). This may
disproportionately affect those markets with emerging Latino communities or communitics
which are relatively small. These markets cover areas in the South, Mid-Atlantic, and Midwest,
and the Mexico-border region, which are some of the most critical communities to a successful
and accurate 2010 Census. For example, the Laredo market — which covers several communities
in the Rio Grande Valley of Texas — is by all measures a hard-to-count Latino market, yet does
not mect the criterion for the number of Latino households (63,190 according to the 2000
Census). Similarly, the Atlanta market — onc of fastest growing Latino communities in the
nation — has a large share of Latinos fiving in hard-to-count Census tracts and over 158,000
Latino households, yet fails to meet the criterion of Latino households comprising 11.1% or

more of all households (6.7%).

While it is difficult to definitively ascertain whether one individual weakness in the Bureau’s
criteria for targeting local Spanish-language media buys will in and of itself significantly impair
the overall effectiveness of the Burcau’s targeting, we are deeply concerned that the combined
cffect of all of the weaknesses will jeopardize the ability of the Bureau's local media buys to
sccure optimal participation of Latinos in the 2010 Census. We also believe that the inadequate
level of the Burcau's overall investment in the Spanish-language media buys will exacerbate the
combined detrimental effect of the weaknesses in its targeting criteria. Because of these
weaknesses and inadequacies, the Burcau's paid media plan falls short of what is required to

address the challenge of reaching and accurately counting the nation’s Latino population.

15
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V. The Dissemination of Inaccurate or Misleading Information about the 2010 Enumeration

While we understand that the focus of the Subcommittee’s hearing is the Census Bureau’s 2010
media plan, we would like to take this opportunity to raise a pressing concern about the
dissemination of inaccurate or misleading information that could seriously affect the public’s
participation in the 2010 enumeration. For example, there are several misleading

c-mails circulating through the Internet that claim that individuals posing as Census workers are
attempting to obtain personal information over the telephone, by c-mail or in person.'® One
version of this e-mail claims to be providing advice from the Better Business Bureau (BBB)
about how individuals can avoid identity theft when dealing with Census inquiries, but the BBB
has disavowed the e-mail, and is providing accurate information about the enumeration on its
website."" These e-mails contain inaccuracies that could raise unwarranted fears in the public

about completing the Census questionnaire or providing information to Census workers,

In addition, some organizations are circulating mailers purporting to be “Census™ questionnaires
or materials, for fund-raising purposes, or to illegally obtain credit card information and
donations. According to the Daily Herald, a newspaper serving the Chicago suburban area,
some schior citizens in Congressman Bill Foster's (D-1L) district have received what appears to
be a scam mailer from a fictitious advocacy group that solicits credit card information and
donations while falsely appearing to be authored by the U.S. Census Bureau. The mailer starts
with a header identifying the letter as being sent by the "National Census of Senior Citizens” and

nl2

the "Council for Retirement Sceurity. The Republican National Committee (RNC) has also
circulated a fund-raising mailer that solicits the opinions of GOP voters in the form of materials
that appear to mimic some aspects of the Census questionnaire mailing. The letter is labeled
*2010 Congressional District Census," and the mailer comes in a plain white envelope marked
"Do Not Destroy, Official Document."’> On February 10, the Washington Post veported that the

National Republican Congressional Committee sent a mailer with a fundraising solicitation with

" See for example, htpy/Awww,snopes.comyfraud/identity/census,
hittpa//www.siopes.comy/inboxer/seams/census.asp.

T hup/Avww.bbb.org/us/article/phony-bbb-c-mail-spreads-fiction-about-201 O-census;-get-the-facts-14542,
2 hupstiwwdadlvherald. convstory/2id=2918 16

1’ htpr//wwwamsnbe. msn.com/id/ 350673802/,

agp, and
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the word “Census™ featured prominently throughout the document. The mailer included a

“Census Document™ which solicits opinions about public issues.'

We understand that the Chair of this Subcommittee, and U.S. Rep. Carolyn Maloney (D-NY)
contacted the Postmaster General of the United States and requested an investigation to
determine whether the RNC mailing violates federal prohibitions against donation solicitations
that purport to be official government mailings. We also understand that the Postimaster General
determined the mailer does not violate these prohibitions, because the mailer does not clearly
reference any official U.S. government agency, and because it clearly indicates it was

N

commissioned by the Republican Party.”®  Notwithstanding this determination, we believe that
such mailings confusc and mislead members of the public, and could make them distrust the real
Census questionnaire when it arrives next month.  Media reports indicate that political leaders
from both sides of the aisle share these concerns, including the Ranking Member of this
Subcommittee.'"" We strongly condemn the usc of confusing mailers that appear to mimic
officials U.S. Census materials to solicit information or funds from the public, particularly when
the Census coumeration is underway. We also understand that at least one Regional Census
Center — in Denver — has disseminated flyers informing residents that the Senior Citizens and
RNC mailers are not official Census documents, and providing accurate information to combat
“Census scams,” We urge the Census Burcau to vigorously combat the circulation of misleading
mailers and inaccurate information nationwide and throughout the regions where these materials

arc circulated,

VLI Policy Recommendations
Based on our research and analysis of the needs of the Latino community and the Census

Bureau’s Spanish-language paid advertising media plan, we offer the following policy
recommendations:

The Census Burcau must make some investment in Census 2010 paid advertising to reach

English-dominant Latinos. and it must significantly increase its spending for Spanish-language

paid advertising, As noted earlier, the Bureau has made virtually no investment for paid

Y Ed O'Keefe, “chubhc‘ms Mail Another *Census' Form,” Hashington Post, February 10, 2010,
AN \*sAwmhin stonpost. com/f;d ml cve/2 l 02/rep bhcans mail 'mothcr censwlitm#more,

"‘mm://\\'w\\'.xmli\ico,cmn!ncws/smrics/()l 10731956 hunt#ixzz0de DD2WMS.
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advertising to reach English-dominant Latinos. With respect to Spanish-language advertising,
the $25.5 million allocated by the Bureau for this purpose does not adequately take into account
both inflation and the growth of the Spanish-speaking Latino population since 2000. Moreover,
the Bureau’s Spanish-language advertising investment is not large enough to ensure that there
will be sufficient market penetration for the Latino population, particularly for Latinos in
cmerging communities. Given the importance of both targeted English-language and Spanish-
language media outreach for ensuring an accurate Latino count, the inadequacy of the Bureau’s

spending could jeopardize the overall effectiveness of its communications plan.

B. The Census Bureau must provide greater transparency with respect to the criteria it uses for

targeting local Spanish-language media buys and improve its communication with stakeholders

regarding the criteria. We believe that the Burcau provided overly-vague information to
stakeholders about its strategy for targeting local media buys during the course of its
development and implementation of its communications plan, and that such information made it
difficult for stakeholders to clearly understand the criteria used by the Bureau. The Bureau’s
stakcholders include many organizations that aré very familiar with the needs of the Latino
community, and the Bureau’s lack of clarity prevented those stakeholders from providing the

Bureau with effective guidance on the targeting of local media buys.

The Burcau’s local Spanish-language media buys are in place for its outreach to encourage
residents to mail back their Census questionnaires. However, we understand that the Burean will
be making its media buys for its Non-Response Follow-Up (NRFU) plan in Aprif (the NRFU
plan will alert the public of the activities of enumerators who follow-up with households which
have not mailed back their questionnaires). We urge the Bureau to provide greater transparency

and clarity to stakeholders about its criteria for local media buys and targeting in its NRFU plan.

C. The Census Bureau should report to Congress and stakeholders the details of the outreach

plan they will implement in the local markets that are difficult to count, but did not receive local

television buys. As noted carlier, several of these markets include emerging Latino populations
that have seen rapid growth since the previous decennial census, dramaticatly low Census form
return rates, and high HTC scores. These markets require additional attention beyond the

18
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standard clements that arc being provided by the Partnership Program and other elements of the
Bureau’s outreach program. Thus, we recommend that the Bureau develop, implement and
report about its plans unique to these markets that details the outreach cfforts that will be
employed to compensate for the fack of a local “spot™ media buys and will ensurc that these
cmerging populations will have as much awareness of the Census as those who reside in markets

that are receiving national and local media buys.

D. The Census Bureau should carefully examine the inadequacies in its existing Spanish-

language local media buy criteria and make improvements to ensure effective targeting when

implementing its NRFU plan.  As noted above, we believe that there are weaknesses in the

methodology used by the Bureau to determine its allocation of local Spanish-language media
buys, and that those combined weaknesses could contribute to faulty targeting which will fail to
sccure optimal Latino participation in the Census 2010 enumeration. The Burcau’s NRFU
follow-up plan acknowledges the value of local media buys as part of the overall strategy for
providing effective support for the NRFU activities of enwmerators.  However, we are deeply
concerned that the combined weaknesses in the Bureau’s existing criteria for local Spanish-
language media buys could jeopardize the Bureau's NRFU plan. Thus, the Bureau should
remedy those weaknesses by appropriately adjusting the methodologies used in those criteria,
particularly with respect to the HTC score and the MRR thresholds. In addition, given the
critical need to count Latinos in emerging communities or arcas without relatively high Latino
populations, we recommend that the Bureau place a higher priority on the HTC score and MRR,
and a lower priority on the population size criteria when determining its local media buys. This
prioritization should replace the Bureau’s current methodology, which simply requires that a
market meet four of the six criteria. In our testimony, we have offered some recommendations
on simple alterations that could be used to improve those miethodologies, and we urge the Bureau
to consider them seriously when developing its NRFU local Spanish-language media buy

criteria.

The NALEO Educational Fund remains committed to being an active and thoughtful partner to
this Subconunittee, Congress, the White House and the Census Bureau, in ensuring the success
of the 2010 Census, so that our nation can rely on the most accurate data possible. I thank the
Chairman, the Ranking Member, and the Subcommittee once again for providing us with the

opportunity to share our views today on the 2010 Census media plan in hard to count arcas.
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Chairman Clay, Ranking Member McHenry, members of the Subcommittee: Thank you for the
invitation to appear before you today to discuss this topic.

For the Census to succeed, we must have an accurate count of the 47 million Latinos who are the
nation’s second-largest and fastest-growing population. An undercount of this population will
mean a failed Census.

We applaud the Bureau for recognizing the importance of Spanish-language media and
commend the breadth of the paid media strategy, the investments in creating it and for
developing messages based on research and in consultation with key stakeholders. However, we
have identified significant weaknesses in the Bureau’s Latino Communications plan.

First, the Bureau’s 2010 investment to reach Latinos does not keep pace with inflation or with
population growth. In 2000, the Bureau spent $18.9 million on Latino outreach compared to
$25.5 million in 2010. Had the Bureau merely accounted for inflation, the 2010 budget would
have been $23.4 million.

Accounting for more than half of the total U.S. population growth, the Latino population has
increased by 33% since 2000. The number of Latinos who speak Spanish at home grew 28%, to
31.6 million. Had the Bureau increased its spending to account for inflation and population
growth, the 2010 Lation outreach allocation would have been at least $31 million.

Second, the Bureau’s Latino strategy relies almost exclusively on Spanish-language media and
ignores the English-dominant Latino population. While Spanish-language media are very
effective in reaching Latinos who consume those media, many Latinos rely primarily on English-
language media. About 9.1 million Latinos speak only English at home, about 23% of the Latino
population age 5 and older. The Bureau investment in English-language media is virtually
nonexistent. We are deeply concerned that English-dominant Latinos, many of whom live in
Hard-to-Count communities, will not be reached effectively.

Third, our media partners have informed us that the Bureau’s investment is not enough for
effective market penetration in many regions of the country. This is particularly a problem in
non-traditional Latino population centers such as the Deep South, Mid-Atlantic, and Midwest. In
many of these “emerging” Latino communities, only national network outlets will air Census
ads, so it is critical that those outlets air the ads with the frequency needed to motivate Latinos to
participate. Emerging Latino communities tend to lack the social and civic infrastructure that
exists in traditional Latino population centers and are not likely to have many Latino Census
Partners. Thus, these communities will rely primarily on Spanish-language media to obtain
Census information.

A fourth weakness is the methodology by the Bureau used to decide local media buys which allow
for deeper market penetration and better message targeting

The Bureau developed six criteria to determine local Spanish-language media buys. Those
markets meeting at least four of the following six criteria were selected:

1
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The media market has at least 100,000 Hispanic Households.

Hispanic Households comprise 11.1 % or more of all households.

The market’s average HTC score was above the national average of 32.9.

The market’s average 2000 Census Mail Return Rate (MRR) is below the national
average of 67.3%.

5. The market’s Hispanic eight-year growth rate is above the national average of 146%, and
6. The “hyper-growth” rate of the market is 25% or above.

halh ol sl

We commend the Bureau for including the HTC score and mail return rate in the criteria.
However, we have concerns with the methodology by which these criteria are formulated.
Where the Latino population is concentrated in hard-to-count areas, the use of the market-wide
HTC average masks the presence of areas with lower HTC scores. This measurement fails to
accurately capture the HTC score for many Latino communities in a particular market.

Similarly, the criterion which uses the average 2000 Census form mail return rate (MRR) for a
whole market provides a skewed measure of the return rate among Latinos.

We analyzed nine media markets that did not receive local television media purchases by
isolating specific tracts with significant Latino populations, and determined their average HTC
score and MRR. We also examined the Latino percentage within tracts with HTC scores above
the national average or MRR’s below the national average. This analysis presents a very
different picture of the need for spot buys in those markets.

By calculating the average HTC score and average MRR for tracts within these nine media
markets in which Latinos comprise 60% or more of the total population, we found that all of
those markets have an average HTC score at least 12.1 points higher than the Bureau’s threshold.
In Boston, the average HTC score of Latino tracts reached 94, and five of the nine markets also
have an average MRR less than the national average.

Our analysis suggests that the Bureau did not make local spot buys in areas where its averaging
methodology masks the presence of hard-to-count Latino. Similarly, several markets with
above-average MRR have Latino tracts where the rate is lower than the national average. These
markets include Boston, Austin, and Hartford-New Haven.

The Bureau’s HTC and MRR criteria are compounded by the population size criteria. This
disproportionately affects markets with emerging Latino communities and communities which
are relatively small. For example, the Laredo market by all measures is a hard-to-count Latino
market, but it does not meet the 100,000 Latino household criterion. Similarly, the Atlanta
market has over 158,000 Latino households, many in hard-to-count Census tracts, yet fails to
meet the criterion of Latino households comprising 11.1% or more of all households. Both were
shut out of local media buys. Based on our research and analysis, we offer the following policy
recommendations:

The Census Bureau must make a reasonable investment in paid advertising to reach English-
dominant Latinos, and it must significantly increase its spending on Spanish-language media,

2
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The Census Bureau must be more transparent with respect to criteria for targeting local media
buys. We believe the Bureau was overly-vague with stakeholders about its strategy, making it
difficult to provide any guidance. We urge the Bureau to do better in its media buys and
targeting during NRFU.

The Census Bureau should report to Congress and stakeholders the strategies to reach Latinos in
local markets that are difficult to count and did not receive local buys.

The Census Bureau should carefully examine the inadequacies in its existing Spanish-language
local media buy criteria and make improvements when implementing its NRFU plan. We
recommend that the Bureau place a higher priority on the HTC score and MRR, and a lower
priority on the population size criteria when determining its local media buys.

Finally, there are two unrelated matters that warrant this Subcommittee’s attention. We
recommend that Congress curtail third party direct mail efforts that exploit the Census. We also
urge the Bureau to develop a paid media strategy to inform the public about what data are and
are not collected in the Census and how to identify authentic enumerators. There are recent
media reports that fake census takers are defrauding families who believe they are cooperating
with the Bureau. These acts are repugnant, undermine the Census, and must be stopped.

Thank you again for this opportunity to share our views on the 2010 Census media plan in hard
to count areas.
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Mr. CUELLAR. Thank you, Mr. Vargas.
Ms. Samhan, if you can proceed with your testimony.

STATEMENT OF HELEN HATAB SAMHAN

Ms. SAMHAN. Thank you for this opportunity to share the per-
spectives of Arab Americans as you explore the issues that will af-
fect communities who will be hard to count in 2010.

By way of background, the Arab American Institute has over two
decades of experience in working with the Census Bureau on ways
to improve data collection and also questionnaire relevance to ethic
Americans and particularly to Arab Americans.

It’s no surprise I don’t think to anyone that in the wake of Sep-
tember 11th prejudice and fear about Arabs emerged in American
popular and political culture and were also manifested in national
security policies, which were often based on profiling large seg-
ments of the Arab and Muslim populations based solely on their
national origin or religious affiliation. This political and security
environment and climate play a significant role in how Arab Amer-
icans will view the 2010 census.

The hard-to-count community in my view fall into three cat-
egories: The traditionally hard to count. Those are immigrant fami-
lies who have limited English proficiency, are not familiar as much
with American processes, and might have come from countries
where the government is not exactly a friend.

The second category is the post-9/11 hard to count. And those are
people who were willing to cooperate and support the Census in the
last time around, but now, because of racial profiling in the wake
of 9/11, are now more suspicious and less likely to appreciate the
protections that are afforded by the Census Bureau.

The third area is what we call identity hard to count, and this
relates to the race categories as defined by the Office of Manage-
ment and Budget and which are reflected on the 2010 census form.
The undifferentiated White and Black race categories that do not
allow for subgroup identification have caused confusion, alienation,
and even anger within segments of the American population with
origins in the Middle East and North Africa.

Many first- and second-generation Arab Americans do not under-
stand the race distinctions that are codified by the OMB categories
and have lived through experiences both before and after 9/11
where they don’t feel treated like the White majority population
and therefore they don’t relate to the race categories.

The great attention to pluralism and ethnic and racial diversity
in American civic discourse has further added to this disconnect be-
tween race classification and our active participation in the pro-
motion of racial justice, tolerance, the defense of civil liberties, and
the support for national security policies that do not punish or re-
sort to racial profiling.

Given this context and the fact that ancestry data are no longer
collected in the decennial census operation, activists and advocates
have the dilemma of encouraging participation in a survey which
does not appear to recognize who Arab Americans are. While ad-
vertising alone will not reverse all of these challenges, we recognize
and appreciate the serious effort that was made by the Bureau to
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reach Arab Americans and convince them of the safety and value
of the Census participation.

The early decision to include in the paid advertising campaign
emerging language communities like Arabic beyond the recognized
race and minority groups was a positive step, even though the per-
centage of the overall budget was understandably small. The Cen-
sus Bureau listened to the need to address concerns about privacy
and confidentiality in the early phases of Census planning and con-
ducted focus groups to study opinions and attitudes of Arab Ameri-
cans toward the Census.

Our participation in the advisory process permitted a dynamic
interaction in the planning of the 2010 census communications
strategy, a process that sought advice and feedback from the early
stages of conceptualization and review of message and creative de-
sign.

Efforts to reach the Arab American community extend well be-
yond the paid advertising campaign. A number of regional Census
offices, notably Detroit, Philadelphia, New York, and Los Angeles,
dedicated partnership resources to reach Arab communities in their
areas. Detroit, in particular, led the way by arranging for trans-
lation of outreach materials into Arabic as early as last summer
and by assigning a team of up to six partnership specialists to work
with the Middle East community.

Finally, in our capacity as a national partner, we are launching
a “trusted voices” PSA campaign in Arabic language media. The
same agency that was hired by the Census Bureau for paid media
ads offered to design and produce these ads on a pro bono basis.

Our overall evaluation of the 2010 Census Integrated Commu-
nications Campaign is that it represents significant improvement
over previous Census efforts. We understand that adequate re-
sources and time are perennial challenges to any Census operation,
and there’s never enough of either to assure a perfect process. We
also understand that multiple and sometimes competing interests
of diverse advisory bodies make the consultative process complex,
demand extraordinary patience, and result in decisions that are
bound to disappoint some stakeholders.

We are stakeholders, however, and are committed to work with
the Bureau not only in the final weeks of the 2010 census but in
the months and years that follow the decennial operation. Our in-
terests going forward include studying the extent to which some
other race is used by respondents of Arab origin and the results of
the experimental panels to test alternative ways to measure race
and ethnicity, and we look forward to new research into adding a
question on ancestry in the next census in 2020.

[The prepared statement of Ms. Samhan follows:]
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Thank you for the opportunity to share the perspective of Arab Americans as you explore
the issues affecting communities that will be hard to count in the 2010 Census. I will
direct my testimony in four segments: (1) a brief background on my community’s
involvement with the U.S. Census; (2) the factors that may shape Arab American
participation in the upcoming Census; (3) our observations of the communications
campaign undertaken by the U.S. Census Bureau, particularly the paid media strategy;

and (4) our recommendations for the next decennial Census in 2020.

Background on Arab Americans and the U.S. Census

Arab American advocates began a relationship with the U.S. Census Bureau in the
decade following the 1980 Census, primarily to explore ways to improve definitions for
and data collection on Arabs and other ancestry populations in the U.S. When a review
of the questionnaire content for the 1990 decennial brought into question the need for a
category on ancestry or ethnic origin, we joined with other ethnic advocates to
demonstrate the value of ethnic data. Once that hurdle was overcome, my organization,
the Arab American Institute, undertook a national campaign to educate and motivate our
community to participate in the 1990 Census through bilingual posters, mailings and
public service announcements in the Arabic language media. During this time, AAl also
worked with the Bureau to formulate a category to report Arab ancestries in the
aggregate, since most sub groups fell below the reporting thresholds and were invisible

for public review.

It was following the 1990 Census that we stepped up engagement around Census data
collection and categories. When the Congress and Administration held hearings in 1993
to review OMB categories on race and ethnic classification, AAI testified that current
federal definitions (whereby persons from the Middle East and North Africa [MENA] are
classified in an undifferentiated White race category along with the majority European-
origin populations) were inadequate at best and confusing to the growing number of
immigrants from that region. At that time, we proposed an ethnic category that would,
like Hispanic Origin, complement race data and allow for more specific data analysis of

the growing populations from the MENA region.
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By the mid 1990s, we were obliged to shift our focus from new ethnic categories to
saving the one already available. When a federal agency review of questions to be
considered for the 2000 Census put in jeopardy the inclusion of the ancestry question on
the census long, or sample, form, AAI worked with advocates from the Ttalian, Polish,
German, Hungarian, Greek, Armenian and other ethnic communities to form a national
Working Group on Ancestry in the U.S. Census to defend the need for and value of
ancestry data collection. Our working group received considerable attention and support
from the staff at the Bureau who briefed our members regularly on the status of the
questionnaire content and our options within the federal review process. Our working
group met with congressional members and worked with Rep. Connie Morella (R-MD} in
1997 to introduce H. Con. Res. 38 that supported keeping the ancestry question. Finally,
the federal review concluded that legal decisions have been linked to civil rights
violations against White subgroups (like Arabs and Jews), thereby supporting the federal
mandate for data on ancestry. The result of this decision was a robust outreach effort by

many ethnic communities to encourage participation in the 2000 Census.

In this lead up to the 2000 Census there were a number of formal collaborations between
Arab Americans and the Bureau. In 1994 Commerce Secretary Ron Brown supported
including an Arab American representative on the Decennial Census Advisory
Committee. Presence on the CAC allowed our community to advocate for Arabic-
language media buys, and by 1999 AAI signed on as an official national partner for
Census 2000 and developed another bilingual outreach campaign. That partnership and
the support of the Detroit Regional Office staff opened doors to funding for promotional
materials in Arabic that were distributed through community based organizations located
in areas with high immigrant populations. Local Census Offices were located in
Dearborn, Brooklyn, and other areas with large concentrations of Arab immigrants,

resulting in markedly better response rates than the previous decennial.

‘When the Census Bureau expanded its Census Information Center (CIC) program in the
immediate aftermath of the 2000 Census, AAI was selected as a CIC to provide data

products and analysis on the Arab ancestry population. A decision to produce a report on
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Americans of Arab ancestry was made in the summer of 2001, just months before the

national tragedy that would throw a spo