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2020 Census 
Integrated Partnership and Communications Operation

The Integrated Partnership and 
Communications operation 
communicates the importance of 
participating in the 2020 Census to the 
entire population of the 50 states, the 
District of Columbia, Puerto Rico and 
the island areas to:

• Engage and motivate people to self-
respond, preferably via the internet

• Raise and keep awareness high 
throughout the entire 2020 Census to 
encourage response



2020CENSUS.GOV3

2020 Census 
Reach and Frequency: 2010 vs 2020 Base Plan



2020CENSUS.GOV4

Motivators
• Funding for community needs is the most influential motivator across audiences
• Services such as hospitals, fire departments, and schools are important to many 

respondents
Knowledge Gaps
• Lack of knowledge about Census’ scope, purpose, and constitutional foundation
• Important subgroup differences
• General apathy toward the Census
Concerns
• Similar to 2010:

o Privacy concerns
o Distrust of government

• Stronger than in 2010:
o Fear of repercussions

Authorized Use Only

2020 Census 
CBAMS Results
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Strategic Early Education Phase (January 2019 – December 2019)
Goal: Build public trust of the Census Bureau among key audiences that may need more education about the Census Bureau, the decennial census, and why it is 
important that all residents participate. 

Strategy: Utilize Community Partnership Engagement Program, Statistics in Schools as well as public relations outreach 

Key Audience: Identified through campaign research 

Awareness Phase (January 2020 – February 2020)
Goal: Notify broader audience about the upcoming 2020 Census and educate about the purpose of the decennial census, its importance, and ways to complete it

Strategy: Provide information on available means for completing the 2020 Census, where residents can access additional info and resources, and what they can expect 
from the Census Bureau and its partners. 

Key Audience: People living in the United States 

Motivation Phase (February 2020 – April 2020)
Goal: Drive census completion by informing residents that the 2020 Census is underway and that they should participate in one of the available models

Strategy: Deliver general and audience-specific messages that compel residents not only to complete their own census forms, but also to encourage others to do the 
same. Primarily emphasize online completion. 

Key Audience: general population but focus on “fence-sitters” who are comfortable with responding via the internet but may not immediately complete their forms. 

Reminder/NRFU Phase (May 2020 – August 2020)
Goal: Remind residents that the 2020 Census is taking place and encourage them to participate if they have not done so already. 

Strategy: Messages during this phase will be contingent on the availability of response modes

Key Audience: Residents who have not yet completed the census questionnaire 

2020 Census 
IPC Planned Phases
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2020 Census 
Paid Advertisement
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Creative Developed Pre-COVID-192020 Census 
Creative Developed Pre-COVID-19
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Creative Developed Post-COVID-19
2020 Census 
Creative Developed Post-COVID-19
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Enroll community partners to increase decennial participation of those who are less 
likely to respond or are often missed

• Educate people about the 2020 Census and foster cooperation with enumerators

• Encourage community partners to motivate people to self-respond

• Engage grass roots organizations to reach out to hard-to-count groups and those 
who are not motivated to respond to the national campaign

2020 Census 
Community Partnership and Engagement Program (CPEP)
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2020 Census 
Promotional &Outreach Materials
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• Secured 1,064 national participating organizations as of Sept. 25, 2020. More than 446,000 national and community 
partnership events were held as of August 2020. 

• Created hundreds of downloadable and printable materials for partners to use in various languages on the 2020 
Census website—including fact sheets, posters, social media toolkits and more. 

• Shared information, resources and operational updates with partners via an email list with nearly 80,000 subscribers. 

Examples of Partner Engagement: 

• Sesame Workshop created a PSA with characters The Count, Elmo and Rosita to remind households to count kids in 
the census. They also created a 2020 Census toolkit and sent characters to a Census Bureau event focused on 
counting young children. 

• United Way Worldwide gave census promotional items to food bank clients. 

• Uber sent an email reminder in both English and Spanish to 46.7 million riders and drivers as well as Uber Eats 
customers and employees encouraging them to complete the census online. 

• NASCAR sent an email to its subscribers encouraging fans to respond to the census. 

• Walmart ran the Census Bureau’s "Recovery" ad on its TV display walls in stores.

• The Asian Pacific American Labor Alliance hosted a virtual dance party promoting census response. 

• Ring coordinated 2020 Census push notifications through its app, Neighbors. 

2020 Census 
National Partnership Program (NPP)
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2020 Census 
Data- Driven Campaign Optimization
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• Occupying a substantial “share of mind” among the U.S. public, making it harder for Census 
messaging to breakthrough

• Limiting ground support for 2020 Census campaign –significantly reducing the regional and localized 
outreach supporting the overall 2020 campaign

• Reducing earned media opportunities – media focus on COVID-19 and related changes in news/talk 
program format made it difficult to secure earned media coverage

• Shifting programming and media consumption patterns necessitated rapid adjustment in media 
planning and tactics

• Campaign messaging adjustments needed to reflect COVID-19 related realities across all audiences

• Longer motivation phase required additional investment and planning to achieve target reach and 
frequency levels

• Loss of operational synchronization with the communications campaign, including capacity 
reductions for CQA, delays in national questionnaire mailout (mailing #4), and suspension of 
update/leave and update/enumerate operations

2020 Census 
COVID-19 surged as we entered the Motivation phase, with far-
reaching implications
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• The COVID situation made it harder for Census messaging to breakthrough – public was focused on the COVID-19, 
not Census.

• The virus limited in person opportunities for regional and local partnership support for 2020 Census campaign.

• Media focus on COVID-19 and related changes in news/talk program format made it difficult to secure earned 
media coverage – harder to get our story told

• Loss of operational synchronization with the communications campaign, including capacity reductions for Census 
Questionnaire Assistance, delays in national questionnaire mail out (mailing #4), and suspension of Update Leave 
and Update Enumerate operations

2020 Census 
Effects of COVID-19 on the Communication Motivational Phase
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2020 Census 
Media channel and strategy has also adapted to the COVID-19 media 
environment
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2020 Census
The paid media campaign was expanded to support at least 45 of the 
59 languages included in the 2020 Census expanded language 
program
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2020 Census 
Adapting to changed market dynamics
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July through August, Targeted Emails were deployed to low responding regions 

• 48 Million messages were sent out to low responding regions 

• 7.8 Million digital impressions were delivered during this time

• Cross-Regional videos for Diverse Mass, B/AA, Hispanic, Young and Mobile, Rural, Faith Based 
audiences and Region-Specific videos as well, targeting lowest responding geographies

• Existing radio, newspaper, and digital advertising creative ran with complement videos

• Results were mixed

2020 Census 
Targeted Email Outreach
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Questions

19
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