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EXECUTIVE SUMMARY

Introduction

Between October 2013 and November 2014, Team Reingold supported the U.S. Census Bureau’s
American Community Survey Office (ACSO) in conducting a series of related research studies aimed at
improving the design of the American Community Survey (ACS) mail package and messaging toward
potential ACS respondents. Cumulative findings from this research and resulting recommendations for
further testing are outlined in this report.

The goals of this research were:

= To develop and test messages and mail package designs to increase ACS self-response rates,
thereby decreasing the expense of costly follow-up outreach to non-responders

= To obtain insights to support general outreach, data dissemination, materials development, and
call center and field operations

In support of these goals, Team Reingold conducted seven iterative, mutually supportive qualitative and
guantitative research studies designed to triangulate attitudes and messages about the ACS and identify
effective mail package designs:

= Mental Models interviews with individuals who work closely with ACS stakeholders
(respondents and data users)

= Deliberative focus groups with stakeholders who are distrustful of the government

= Key informant interviews

= Comprehensive message testing: benchmark survey

= Comprehensive message testing: refinement survey

=  Mail package focus groups and one-on-one interviews

=  Online visual testing of alternative mail package designs

In July 2014 the Census Bureau engaged expert mail survey researcher Don Dillman to review Team
Reingold’s proposed alternative mail package designs prior to our final round of testing. Additionally, in
July 2014 Team Reingold provided draft designs to members of the Census Bureau’s National Advisory
Committee and Census Scientific Advisory Committee. We have factored their review into our
recommendations.

The results from these research studies will be used to inform future field testing with alternative mail
packages, to be conducted by ACSO. Results may also inform broader ACS messaging efforts, with the
potential to be used in materials for outreach and field operations and to promote education and
awareness about the ACS.

The research findings are intended to provide guidance on effective messaging and designs to
encourage participation in the ACS. However, as these studies were conducted under the CLMSQO's
Generic Clearance for Data User and Customer Evaluation, these studies should not be used to draw
inferences regarding the U.S. population at large and should not be used to publish any official statistical
estimates.
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Review of Decennial Census Research
Our research approach was informed by an extensive review of existing ACS mail package research and
the 2010 decennial planning and evaluation studies. Among other decennial studies, we reviewed the
following reports:

= Census Integrated Communications Program Evaluation (CICPE), 2009-2012

= 2010 CBAMS | and CBAMS Il, 2008 and 2011

= 2010 Census Integrated Communications Program Paid Advertising Assessment Report

= 2010 National Partnership Research Final Report

= Paid Advertising Heavy-Up Experiment (PAHUE), 2010

=  Gallup Census Continuing Tracking Survey (CCTS), December 2009—-April 2010

=  Continuous Attitude Tracking Study (CATS), October 2009—April 2010

= Mail-Back Audience Segmentation, 2007

In general, this existing literature helped us identify what the most significant factors for survey
response are and what hypotheses the Census Bureau had already thoroughly tested. Previous
segmentation and focus groups studies have found that messages that appeal to community benefit are
broadly effective (See Bates et al., 2009; Conrey et al., 2012; Newburger, July 2009; Newburger, August
2009). Studies have also found that messages about mandatory participation are effective at boosting
response rates, though many respondents react negatively to these messages (See Leslie, 1996;
Schwede, 2008; Navarro, 2011).

More specifically, we adopted several questions about benefits, harms, and likelihood to participate in

data collections from the CBAMS | segmentation research, and used some of the key findings from the

2010 National Partnership Research to identify the kinds of community leaders that we interviewed for
the Key Informant Interview process.

We also benefited greatly from the robust research and experimentation conducted by ACSO in the
development of the online response option (for an overview see Tancreto, 2013 “Evolution of ACS
Respondent Contact Materials”).

Key Considerations for ACS Mail Package Field Testing

Building on Team Reingold’s research, ACSO plans to conduct field testing with alternative mail
packages. Only real-world experiments can definitively identify which modifications to the mail package
improve self-response rates. Following are suggested considerations and issues to be examined in
further testing of alternative ACS mail package designs.

See the “Key Considerations for ACS Mail Package Field Testing” section of this report below for
additional details on suggested approaches for field testing.

Recommended Experimental Dimensions for Field Testing

Based on our research findings and discussions about the ACS mail package, in the table below we
identify five changes to the ACS mail process that could have a sizeable impact on self-response rates.
We also include broad assessments about the opportunity for cost savings and of how likely the
hypothesis will be validated by testing. As real world testing of these elements has not yet been
conducted, these assessments are speculative and subject to interpretation.
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Opportunity Likelihood

# Priority Dimensions for Testing .

1 Pursue visual design changes through alternative mail package designs

We propose to move forward with two alternative designs (“Official” and

“Blended” concepts) that include prominent use of the Census Bureau logo,

changes to the return address, and enhancements to the text of letters

including callout boxes, bolding, and other visual devices. Based on the High
Online Visual Testing results, we found these alternative designs were seen

as more “urgent,” “attention-grabbing,” and “important,” suggesting that

they present an opportunity for significant improvement in ACS response

rates.

Medium /
High

2 Add deadline-oriented messaging to mailing envelopes

We recommend testing versions of the envelopes, letters, and mail pieces

that include mentions to “respond now” and “open immediately.” For Medium High
comparison purposes, we recommend a control package that retains the

current language.

3 Eliminate the pre-notice mailing in favor of an added actionable contact

We recommend that the Census Bureau test eliminating the pre-notice

mailing in favor of adding an “actionable” contact that allows recipients to

respond to the survey online. Cutting the pre-notice is also one of Don

Dillman’s core recommendations. We believe cost savings would be likely to

materialize from using an alternative contact to direct recipients to the online  pedium High
response portal: Even as the paper survey response invitations are mailed,

online responses are still being completed at about 0.5% of initial eligible

households per day. If the Census Bureau could gather just those online

responses earlier, then those households could be skipped with the bulkier

mail response packages.

4 Test additional mailing pieces

We recommend testing whether or not a further mailing, such as an

additional reminder card, can prompt enough additional self-responses to

justify the additional mailing. Consider testing this piece in the Internet

response phase and/or at the end of the current mailing sequence. In 2011,

the Census Bureau found it was cost effective to send an additional reminder  pedium  Medium
postcard to households that could not be reached by CAPI operations. Our

goal would be to send additional reminder cards until we reach the point of

diminishing returns. Based on the ACS studies we have reviewed, the Census

Bureau has not conducted testing to determine the saturation point where

further mailings are not productive.

5 Further tailor materials for non-English speaking populations May vary;
more .
Use alternative or additional mailings for households in areas that meet analysis Medium
certain criteria (i.e., in tracts with linguistically isolated communities). necessary
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Increasing self-response among Spanish-speaking populations, in particular,
could be a significant win for overall response rates. These communities
could be identified using ACS population estimates. Team Reingold proposes,
in particular, to send an additional English-Spanish bilingual reminder
postcard to appropriate target communities.

Sequential field testing to focus experimental dimensions

As the number of test conditions increases, the test becomes larger and more complex. Adding
additional panels increases the number of households that must participate in the field test — both
from larger numbers of test cells and from larger numbers of cases in each test cell to maintain the same
precision over multiple comparisons. As such, we likely cannot test all the hypotheses in a single field
test. To manage the size and complexity of any one round of field testing, the variations can be divided
into several rounds of sequential testing. Where possible, it will be important to prioritize and
streamline the hypotheses and independent variables in ACS field testing.

Sampling and design

To our understanding, field testing for the ACS will use production sample from 2015. Households will
be randomly selected to receive a variation on the mail package (specific number and types of variations
will depend on the hypothesis we are testing). Because previous research around self-response rates
and mail packages have found effect sizes between 0% and 11% (see Dillman, July 2014), we know that
any definitive field test will require a substantial number of households to draw statistically significant
conclusions (likely between 5,000-20,000 households per test cell, depending on the specifics of the
test).

Sample stratification

In ACS field testing, we recommend including addresses from both high- and low-response areas in all
mail treatment panels. Some treatments may be more effective with high-response areas or low-
response areas. For example, a particular mail strategy may be particularly effective in high-response
areas with “fence-sitters,” people who do not have particularly strong views about whether to complete
the survey or not, but just need a reminder to participate. Alternatively, a mail strategy may be
particularly effective with multi-unit renters, who require very noticeable mail to hold their attention. In
that case, the Census Bureau could design a geo-targeted program—for example sending additional
reminder postcards to in-sample households in low response areas.

Evaluation

The primary measure of a successful mail package is that it increases the self-response rate over a
control that receives the current package. We anticipate that it will be useful to conduct this analysis for
both households in high- and low-response areas. Because several of the mail packages we have
designed include multiple mail pieces that are different from the control, we recommend assessing the
differences in response rates in several phases, such as weekly.

Additional Census Bureau analysis can examine error rates, imputation rates, and other measures of

data quality (see Horwitz et. al. [2012]. “Use of Paradata to Assess the Quality and Functionality of the
American Community Survey Internet Instrument”).
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Proposed Alternative Mail Package Designs for Use in Field Testing

Based on our research to date, Team Reingold proposes to move forward with two alternative designs
(referred to as “Official” and “Blended” concepts) for field testing, in addition to the current ACS design
as a control. We arrived at these concepts through multiple rounds of revision reflecting learnings from
successive research studies, including focus groups and online visual testing of design concepts, and in
consideration of Don Dillman’s review of interim-stage designs. See Appendix A for full suite of proposed
designs.

“Official” “Blended” “Control”

Our proposed “Official” design builds on successful elements of the existing ACS mail package, and
introduces improvements to visual design and messaging suggested by our research. In our final
research study, the online visual testing survey, we found that this design concept outperformed all
other designs tested, including the Control, on several criteria.

Our second proposed design represents a “blended” approach, incorporating successful elements from
the Official concept with the more evocative visual aesthetic of our earlier “Patriotic” design theme.
While the Official version outperformed Patriotic overall in the last round of testing, we would propose
testing some elements of Patriotic that seemed to perform well. The goal with this mailing series is to
deliver some straightforward and simple pieces interspersed with more designed elements. We would
like to determine whether some recipients who would overlook a straightforward, minimal-looking
package would be drawn to a more eye-catching, evocative design. This quasi-Patriotic blend is intended
to cater to diverse tastes. It is also designed to appear progressively governmental and “severe” as the
mail sequence goes on: it begins with a brighter, friendlier look, and becomes increasingly stern and
“governmental” by the time of the final mailing.
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Proposed Adjustments to the ACS Mail Sequence

In field testing these alternative concepts, Team Reingold proposes to make some adjustments to
remove, reorder, or combine certain pieces within the existing mail sequence.

Proposed Adjustments to the Existing ACS Mail Process

Telephone
Contact (CATI) |
rJ

Internet  _  Reminder |  Reminder Paper .| Znd Reminder Personal
Invitation letter Postcard Cussignnaie Postcard Visit (CAPI)
Additional ol
Posteard
« Al Envelope  « Reml Envelope + B1. Perforated ' 1 Envelope ¥ D1 Two-sided v E1. Two-sided
¥ Al Instruction « Reml. Letter bilingual 2. Instruction card postcard posteard
card ¥ Rem3. Muld- postcard [choice)
¥ A3, Letter lingual buck slip C3. Paper survey

¥ A4 Mult-
lingual brochure

C4.FAQ brochure
C5. Return envelope
Ch. Choice letter

Proposed adjustments include:

= Eliminate the pre-notice mailing in favor of an actionable reminder letter
We believe the pre-notice contact represents a missed opportunity as it does not enable
recipients to respond to the survey. In our tests, some participants objected to “a mailing telling
me to look out for a mailing that tells me to go online” as a waste of their time and of taxpayers’
money. Don Dillman also strongly advocates removing this mailing. To preserve the current
number of respondent contacts, we follow Dillman in suggesting — in place of the pre-notice
mailing — a sealed reminder letter featuring the response URL to be sent following the Internet
invitation mailing (which would now be the first mailing in the sequence). The advantage of
sending a sealed-letter mailing at this stage is that it can provide explicit instructions about
inputting the user ID at the response URL.

= Send a sealed, perforated reminder postcard in place of the first reminder postcard
In mail package focus groups and interviews, one of the highest-scoring pieces we tested was a
sealed, perforated postcard (See item B1, Appendix A). Advantages of this card include its
connotations with other important government-issued mail; a sealed format conveying
confidentiality and enabling more explicit instruction about inputting the personalized user ID at
the response URL; and a bi-fold format providing added space to include foreign-language text.
Based on the effectiveness of this piece in testing, we propose to send it to all respondents as an
initial reminder postcard preceding distribution of the paper questionnaire mailing (and
following an initial reminder letter). The effect of sending an additional reminder within the
Internet response phase likely would be to increase online response. Potential added costs of
producing a more complex piece should be weighed against its potential to increase early
response rates. This piece can also be customized with added Spanish or other foreign-language
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text for distribution in communities known to have sizable populations of non-English speakers.

= Eliminate the user guide and multilingual brochure in favor of integrated instructional
brochures
The current 16-page ACS user guide was largely found to be intimidating or unhelpful, and
contributed to a sense of “clutter” in the survey mailing. Similarly, while we recognize that the
Census Bureau has conducted testing on the effectiveness of the current multilingual brochure,
most participants in our research who interacted with the brochure — including in our bi-lingual
focus group and interviews— found the piece unhelpful or the layout perplexing. Don Dillman
also recommends removing both of these pieces. In their place, we propose to 1) combine key
multilingual text with OMB-required language into an attractive, intuitive brochure for inclusion
in the Internet invitation mailing, and 2) incorporate the useful “Why do we ask these
guestions?” section of the user guide with elements of the existing ACS FAQ and multilingual
brochures into a comprehensive brochure for inclusion in the paper questionnaire mailing.

PROJECT BACKGROUND

The American Community Survey (ACS) collects detailed socioeconomic data from about 3.5 million
households in the United States and 36,000 households in Puerto Rico each year. The resulting
tabulations are provided publicly on an annual basis. ACS data are widely used inside and outside the
federal government, and play an important role in determining how more than $400 billion in federal
and state funds are distributed each year (Groves, 2012).

The ACS is a multi-modal survey. Households initially receive a series of mailings to encourage them to
respond online or by mail (see the 2009 ACS Design and Methodology Report for a full description).
These modes are identified as self-response. After this phase, Census Bureau representatives attempt to
follow up with the remaining households by telephone. Finally, in-person visits are made to a sub-
sample of the households that could not be contacted by telephone.

The current ACS mail approach has been developed through a series of Census Bureau research projects
(see Tancreto, 2012).

Current ACS Mail Package

Telephone
Paper Contact (CATI) [N
. Internet Reminder . . 2nd Reminder Personal
t
Prenotice | Invitation | Postcard -+ Questionnaira |, Postcard . ,Visi‘l (CAPI)
* Envelope * Envelope = Two-sided * Envelope = Two-sided Additional
* letter from = Letter postcard = |etter postcard Postcard
CB director ™ Instruction * Instruction card = Two-sided
= Multilingual card = Paper survey postcard
brochure * FAQ tri-fold = FAQ tri-fold (green)
= User guide ACS mail package
= Return envelope 6 mailings

17 items
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Patterns in Online and Mail Response Rates

On the basis of averaged response rate data from three 2013 survey panels, a total of 49.2% of initial
households self-respond by mail or online in the 100 days they are in-sample. A majority of those self-
responses (55%) are online and the balance (45%) is received in the mail.*

% of eligible ACS households self-responding per day, by mode

(average, May-July 2013 panels)

4.5%
4.0%

4.0%
3.5% n —e&— [nternet
—e— Mail

0,
3.0% 2.6%

2.4%

2.3%

2.5%

2.0%

1.5%

0,
1.0% 060 ey

0.5%

% of mailable addresses responding, per day

0.0%
0 2 4 6 8 10 12 14 16 18 20 22 24 26 28 30 32 34 36 38 40 42 44 46 48 50

Day from Mailing of Internet Invitation Envelope (A1)

Online responses begin arriving two days after the Internet invitation is mailed. Nearly four percent of
households complete the ACS online by the end of Day 3, suggesting that at least some households
almost immediately complete the survey. At least one percent of households complete the online
survey every day for about a week (during which the reminder postcard arrives). After that, the rate falls
to about half a percent of households per day. A trickle of online responses continues for the rest of the
month, with about one quarter of online response (6.15% of total eligible households) arriving after the
mail invitations packets are sent on Day 21.

Mail responses begin returning around Day 22. The mail response rates are also frontloaded, with two-
thirds of the total mail response (14.98% of total eligible households) arriving by Day 35, and the final
third arriving between Day 36 and Day 100. Because USPS does not deliver on Sunday, there are no mail
responses on Day 26, 33, 40, or 47.

Review of previous ACS research

The Census Bureau has previously conducted a variety of studies regarding the impact of the structure
and design of the ACS mail package on self-response rates. Most of these studies have focused on
adding or removing pieces from the mail package. For example, in 2010, the Census Bureau tested
through a repeated cognitive interview process different messaging and color on ACS letters and
envelopes that distinguished the ACS from the decennial enumeration (Schwede and Sorokin 2009).

! The Census Bureau provided Team Reingold response rate data for panels from May, June, and July 2013 with the
response rates by mail and online broken out by days after the Internet invitation is mailed (Day 0). We combined
those three panels using a simple average.
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Other tests have looked at the presence of icons compared with text-only instructions (Matthews et al.
2012), and different messaging approaches to reminder postcards (Schwede 2008).

In 2012, just less than 60 percent of households self-responded to the ACS survey (Olson, 2013). A 2011
follow-up study indicates that the top two reasons given by non-response households for why they did
not respond to the ACS were: 1) they did not recall receiving mail about the ACS, and 2) they did not
open the envelopes. This represents just over half (56%) of non-response households that received the
“push” mail strategy currently implemented by the ACS (Nichols, 2012).

These households represent a key area of opportunity for the ACS. Telephone and in-person ACS
completions are significantly more labor-intensive, and therefore more expensive, for the Census
Bureau. If the Census Bureau could increase rates of recipients opening and keeping ACS mailings, it
would see increased self-response rates, lowering the costs associated with contacting non-responder
households by phone and field contact. For example, the Census Bureau anticipates a net savings of
more than $875,000 per year in nonresponse follow-up costs by increasing the overall mail response
rate by 1.6 percent after including an additional reminder postcard (see Chesnut, 2010).

Other academic studies have identified the importance of design in mail packages, and how it can
account for a significant amount of the variance in opening and read-through rates in direct mail
campaigns (Feld et al. 2013, De Wulf, Hoekstra, & Commandeur, 2000). It follows that by refining the
design of the mail packages, the ACS could increase opening and read-through rates, increase self-
response rates, and reduce costs.

The last time the Census Bureau conducted testing with a completely different visual design was in the
early 1990s. In that test, the more formal, “government” mail style dramatically outperformed the more
colorful, “marketing” approach — though the alternative design did not display that response was
required by law (Leslie, 1996).

ACS Messaging and Mail Package Research Approach
Between October 2013 and November 2014, Team Reingold supported ACSO in conducting a series of
closely related research projects related to messaging and the ACS mail package with potential

respondents to the ACS. This research aimed to increase participation rates in the ACS survey and
reduce the amount of follow-up activities with non-response households.
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ACS Messaging and Mail Package Research Process
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In late 2013 and early 2014, the Team Reingold conducted several studies to develop effective
messaging strategies that could be used in ACS mail pieces to increase self-response rates. These
projects included mental modeling based on n=25 field interviews; n=7 deliberative focus groups; a two-
wave comprehensive messaging survey of n=2,015 telephone respondents; and in-depth key informant
interviews with n=109 ACS and community stakeholders. Together, these projects identified messaging
themes that are most likely to increase response rates among those who receive ACS pieces in the mail.

Using these results, Team Reingold developed three alternative mail package designs and revised them
through a series of n=6 focus groups and n=34 one-on-one interviews. We also incorporated
recommendations from an independent review by an expert mail-out survey researcher (Dillman, 2014).

Finally, we conducted online visual testing to refine and improve the proposed designs of the alternative
ACS mail packages. After the findings and recommendations from this online visual testing have been
incorporated into design revisions, ACSO will design and implement field testing using the designs. The
goal of these tests will be to measure real-world changes in response rates and monitor potential data
quality issues. This may include testing variations on the designs to identify whether specific elements of
the package improve or harm response rates.

Key Findings and Implications
Crosscutting high-level findings from Team Reingold’s research studies include the following:
Emphasize the highly favorable Census brand in ACS materials

Nearly every one of Team Reingold’s studies affirmed that people are largely unaware of ACS, but are
highly aware of — and have favorable views toward — the Census Bureau and the decennial census.
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This lack of prior awareness of ACS brings people to question its legitimacy and the importance of
participation.

The American Community Survey was also a peculiar “blind spot” on tested mail materials: Even by the
end of long conversations about the mail pieces in our focus groups, a majority of participants had never
referred to the ACS by name, instead confusing the survey with the decennial census or referring to it
merely as “a census survey.”

Conversely, our online visual testing found that participants were strongly drawn to the U.S. Census
Bureau logo: In our image click exercise, the Census logo received the majority of initial clicks in virtually
every click test heat map.

If lack of awareness of the ACS contributes to questions of its credibility and consequently decreased
likelihood of self-response, creating increased awareness about and context for the ACS among
recipients could lead to improved response rates. More closely associating ACS with the Census brand
could create a ready point of reference for respondents, helping reassure them as to ACS’ origin,
purpose, and credibility.

However, counter to a hypothesis stemming from our initial messaging research studies, simply placing
the ACS and Census logos in close proximity on the alternative designs did not seem to be enough to
bring participants to clearly associate ACS with Census or for ACS to inherit the “glow” of the Census
brand. Considering also the frequent confusion of the ACS with the decennial census, future testing
should further downplay or even eliminate the ACS designation in favor of Census branding or else more
explicitly and more prominently articulate the relationship between ACS and the decennial census.

Use visual design principles to draw attention to key messages and help respondents better navigate
ACS materials

Existing ACS materials are largely “flat,” with a minimal use of text formatting or clear sense of what are
the most important elements or calls to action on a page. In our testing, elements such as Web
addresses, telephone numbers, and text that were enhanced using graphic design techniques received
more attention.

For example, the Patriotic Internet invitation used a blue accent box to call out the Web address to
complete the survey: This item was clicked earlier and more frequently in the Image Click Analyzer visual
testing exercise as compared to the same content when featured less prominently in other mail designs,
including the Control.

A successful package will use visual emphases to clearly call out proven messages, establish graphic
hierarchies of important elements, and better help the respondent visually navigate the package.

Use deadline-oriented messages to attract attention and create a sense of urgency

Based on Online Visual Testing results, we found that alternative designs using prominent deadline-
oriented messages such as “respond now” and “open immediately” were seen as more urgent,
attention-grabbing, and important, suggesting that they present an opportunity for significant
improvement in ACS response rates.

In other qualitative studies, participants volunteered that a stated deadline or due date would be a
strong motivator for them to respond in a timely fashion, especially when coupled with the “required by
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law” notice. In addition, several participants responded positively to “respond now,” “now is the time to

respond,” and similar urgent or deadline-oriented messages.

We recognize that the idea of adding a self-response deadline is a matter given close consideration in
past Census Bureau research and that there are numerous difficulties in operationalizing a deadline
given the rolling schedule of survey dissemination. Nonetheless, the benefits of including some form of
deadline — or even the appearance of a deadline — may merit further consideration.

Prioritize an official, “governmental” appearance over a visually rich “marketing” approach

In mail package focus groups and interviews, participants found that compared with some of the more
colorful, image-rich, or “friendly” designs of the alternative packages, the Control package — with its
straightforward design, typeface, and production quality — was more like what they would expect to
receive from the government and therefore more important, more credible, and less likely to be an
advertisement or a solicitation. In the visual testing exercise, moreover, participants were more likely to
sort marketing-like materials into the “trash.” Don Dillman strongly echoed these sentiments on the
basis of prior research.

Notably, however, after integrating learnings from the focus groups, the revised “Official” design —
which combined the stark appearance of the Control with prominent graphic elements promoting
urgency — significantly outperformed the Control in subsequent visual testing.

The first priority of a successful ACS mailing package should be that it looks official, legitimate, and
important. While the existing ACS package is successful on many of these fronts, there are significant
opportunities to make a future design appear more modern and better organized by applying best
practices of graphic design. A successful package will strike a balance between conveying that the
mailing is official and important while also being eye-catching and inviting enough to provoke
respondents to notice, open, and complete the survey.

Emphasize effective “mandatory” messaging

In numerous studies, we found the “required by law” message to be the single most effective message
in attracting attention and motivating participants to complete the survey. This largely confirms existing
Census research.

In our online visual testing, the “mandatory” message clearly caught participants’ attention in
envelopes, letters, instruction cards, and reminder notices. For example, nine in ten respondents
highlighted the words “required by law” in the Official pre-notice letter — which was more than three
times greater than the next-most identified words.

Interestingly, in our mail package focus groups and interviews, we found these messages to be a strong
motivator both for more altruistic individuals who said they would fill out the survey willingly and for
those who admitted they would do it only because they were required to.

Moreover, we saw little resistance to the idea of more and earlier legal warnings, including the threat of
a fine. Frequently, participants — even more clearly cynical individuals — volunteered that strongly
worded warnings should be conveyed early and often if the Census Bureau expects recipients to
respond in a timely manner.
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As could be expected, there were a few individuals who bristled at the mandatory nature of the survey,
especially among those admittedly distrustful of the government. For such individuals, it may be useful
to more clearly make the case for why completing the survey is mandatory — in terms of generating
accurate data to best serve communities, etc.

Demonstrate benefits of ACS participation to local communities

Several of our studies suggested that participants evaluate the ACS foremost in terms of tangible, visible
benefits to their local communities — such as improvements to roads, schools, and hospitals. We found
that participants were often more interested in potential benefits for their own neighborhoods than for
the nation, their states, or even their cities.

Of the fourteen message variations we tested in the Refinement Survey, the two messages about how
state and local leaders could use ACS data to build roads, schools, and hospitals were the most likely to
increase respondents’ reported likelihood to respond.

After initial messaging studies, Team Reingold hypothesized that it may be valuable to customize and
geographically target ACS materials to speak to local benefits in respondents’ areas (our best available
and most feasible proxy was federal dollars allocated to states on the basis of ACS data). However, upon
further testing, we conclude that the benefits of mass customization are likely not worth the added
operational difficulties. It is possible that providing information about state-level benefits is not granular
enough for respondents to connect ACS participation with real-world benefits “before their eyes.”

Nevertheless, ACS should continue to use generic messages that emphasize community value. While
secondary to punitive messages in their impact on motivating response, altruistic messages about the
benefits of participation for one’s community were more likely to inspire goodwill and create positive
associations to the survey.

Draw a clearer connection between objectionable questions and real-world applications and benefits
Many participants, especially those distrustful of government, objected to seemingly obscure questions
— including those about household plumbing, commute time, etc. — as being overly intrusive or
irrelevant, and such questions frequently brought them to question the legitimacy and importance of
the survey.

If individuals better understood the purposes or direct applications of seemingly irrelevant ACS
guestions, they may be less defensive and more inclined to self-respond. ACS materials should
demonstrate the practical applicability of objectionable ACS questions, tying them directly to their use
by some meaningful government program or service.

Team Reingold has proposed drawing greater emphasis to the useful “Why do we ask these questions?”
component of the ACS user guide by featuring this in an attractive, more comprehensive FAQ brochure
to be included in the survey questionnaire mailing.

Field representatives should also be well equipped to respond to common objections. As one data

collector we interviewed said, “I like to turn complaints about intrusive questions into an ‘a-ha’
moment” by explaining how responses to seemingly irrelevant questions are actually used.
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Streamline mail packages and individual materials

Some participants felt strongly that the survey envelopes and overall mailing sequence contained too
many or redundant pieces, creating unnecessary clutter and wasting paper and money. Similarly, many
felt that certain individual pieces contained too much information and were too wordy or “busy.”
Participants frequently volunteered the idea that “less is more.”

Many participants confessed that clutter is a “turn-off” for wanting to complete the survey. Some
suggested that if respondents were too overwhelmed by the materials, they would just throw them out
and give up. Some felt that certain pieces were redundant (for example, the Internet invitation letter
and instruction card) and could be eliminated or combined.

Don Dillman also felt strongly that the envelope mailings contained too many enclosed pieces, and that
certain pieces could be combined.

Several participants said they would expect that all of the information contained in the paper mailings
would appear online as well, leading them to consider much of the paper unnecessary. It will be
valuable to consider what information is online and what is not, and retain only the most essential
information in the paper mailings.

A streamlined mail package, using a minimum effective number of materials and focused, action-
oriented individual pieces, will likely facilitate survey response and improve the user experience.

Acknowledge language and cultural barriers to participation

Language barriers can affect respondents’ ability to answer the survey and effectively communicate with
Census data collectors. Nearly all data collectors (90%) in our mental models interviews mentioned
language as a barrier to survey completion.

Greater awareness, availability, and targeted dissemination of Spanish- and other foreign-language
materials could help improve response rates among hard-to-reach communities. The Census Bureau
should consider testing alternative or additional outreach materials geared toward non-English
speakers, particularly in districts with large populations of foreign-language speakers.

In particular, mailing materials should make clear how respondents can access the survey in their own
language.

Materials should also acknowledge particular cultural barriers to completion. For example, our research
found that migrant or Hispanic communities might be particularly sensitive to privacy or confidentiality
issues insofar as those relate to immigration status.

Utilize local influencers as trusted messengers

In our Key Informant Interviews, leaders active with high-interest populations (low-income, minority,
non-English, etc.) continually stressed the importance of communicating the value of ACS through
trusted community channels.

Community leaders and organizations have greater trust built up in the community and are likely more
credible messengers about local benefits from participation in the ACS than the Census Bureau.

It may also be worthwhile to include testimonials from trusted local figures in ACS materials. Doing so
could positively dispose respondents to the survey and concisely illustrate tangible community benefits
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of ACS participation.

Having the right tools and training is key to persuading respondents in the field

Resources available to field personnel are often insufficient to the communications challenges they face.
Data collectors report they often have to work hard “on the fly” to convey the relevance of the ACS to
the respondent and underscore the importance of participating.

It will be valuable to equip staff with messages, materials, and training that enable them to underscore
ACS’ relevance—particularly at the local community level —for respondents and other stakeholders.

Expert Review of Mail Package Designs

Following our messaging research, Team Reingold developed three initial alternative mail package
design concepts for further testing. In July 2014, the Census Bureau engaged expert mail survey
researcher Don Dillman to review these interim-stage designs prior to their revision for online visual
testing. He also closely reviewed the current ACS mailing package.

We summarize Dillman’s findings below, including descriptions of how we have incorporated his review
into our final recommendations for alternative ACS mail package designs:

Use designs that meet expectations of government-issued mail

On the basis of existing research, Dillman argues that ACS mailing materials should be consistent with
what people expect from the government; graphical layouts and colors make materials appear more like
a marketing effort for a commercial product. In accordance with this suggestion and our own research,
Team Reingold has significantly scaled back any “marketing” orientation in favor of designs that convey
importance and an “official government” aesthetic.

Centralize pertinent information and streamline mailing packets

Including a larger number of enclosures in envelope mailings makes the response task appear more
difficult and is likely to decrease response. Some materials in the ACS package are redundant, and
others divide important instructions across multiple pieces. Team Reingold’s research supports this
assessment, and we have proposed alternative designs that remove superfluous on unhelpful materials
— such as the user guide and multilingual brochure — and integrate redundant information into unified
pieces.

Eliminate the pre-notice mailing

Dillman argues that the ACS pre-notice as presently conceived is likely unhelpful to promoting response
and can be eliminated or combined with the Internet invitation mailing. He also suggests that the total
number of mail contacts is more important than a pre-notice mailing per se. If the pre-notice mailing
remains, it should be personalized and include the mandatory notice. The suggestion to eliminate the
prenotice supports Team Reingold’s early proposal to do so, and we remain amenable to cutting this
mailing. Dillman additionally suggests replacing the current reminder postcard with the sealed-letter
format of the pre-notice letter; the advantage of this format is that it can provide explicit direction
about inputting the user ID to respond online without compromising personalized information.

Offering a choice of response modes can be detrimental to response
Giving recipients the choice between response mode can give rise to a “paradox of choice,” whereby
offering a choice makes deciding what to do more difficult, and can delay response or encourage
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choosing neither of the available choices. If providing a choice is necessary, Dillman suggests moving
away from a “you decide” approach and rather explain that we are making another response option
available as a helpful service to respondents.

Avoid redundant language and materials

Messaging and visual elements lose efficacy as they are repeated in subsequent mailings. Redundancy
gives the impression, “I've seen this letter before, so why should | continue reading?” Team Reingold'’s
research corroborates this suggestion, and we have endeavored to vary language and design between
successive pieces of the same kind, including letters and postcards.

Avoid transitioning from positive to negative print

Visual science research has shown that people do not navigate well from positive print to negative print.
Team Reingold has acknowledged this recommendation and removed the majority of reverse print from
our proposed designs. We have, however, retained isolated amounts of reversed print in a few key
areas. We believe the results of our Online Visual Testing indicate that viewers are still taking note of
these reverse-print elements, even alongside other positive print.

Personalize communications to convey a sense of importance

Dillman suggests that, in favor of “mass mailing” techniques, letters to respondents should appear as a
personal appeal to the recipient, including featuring a salutation from and signature by the director of
the Census Bureau and use a more intuitive return address (the return address on current ACS materials
would seem so suggest that the director of the Census Bureau is based in Indiana). Team Reingold has
incorporated these suggestions, to the extent possible, into all of our proposed final letters.

Emphasize the mandatory response message

In line with existing Census research and Team Reingold’s findings, Dillman notes the positive effect on
response rate of prominent disclosure of the mandatory message. Mandatory messages have been
featured prominently throughout Team Reingold’s proposed designs.

Isolate experimental variables for testing

Looking at Team Reingold’s proposed designs, given the great variety of differences between them,
Dillman wonders how a field test could pinpoint the causes of an increase or decrease in response rates.
We are certainly cognizant of this issue of isolating variables, and in our latest design versions we have
endeavored to further converge alternative designs to help minimize independent variables — for
example, we now use the same text copy in both proposed alternatives.

However, isolating dimensions will largely need to be addressed in the design of the field test. For
example, the first round of field testing could explore variations in visual design or deadline messaging,
and subsequent rounds could look at alternative reminder cards, etc. (See our detailed suggestions in
the “Key Considerations for ACS Mail Package Field Testing” section of this report, below.)
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RESEARCH STUDIES

Following are brief descriptions of the research design, methodology, and key findings from the ACS
messaging and mail package research studies:

=  Mental Models interviews with individuals who work closely with ACS stakeholders
(respondents and data users)

= Deliberative focus groups with stakeholders who are distrustful of the government

= Keyinformant interviews

= Comprehensive message testing: benchmark survey

= Comprehensive message testing: refinement survey

=  Mail package focus groups and one-on-one interviews

=  Online visual testing of alternative mail package designs

For greater detail on study methodology and findings, see included links to access the full report on each
study.

Mental Models Interviews
With Individuals Who Work Closely with ACS Stakeholders (Respondents and Data Users)

Full report available at:
http://www.census.qgov/acs/www/Downloads/library/2014/2014 Kovacs 01.pdf

Description of Research

“Mental Models” are tacit webs of belief all people draw upon to make decisions about complex issues.
These constructs, uncovered through empirical research, must be addressed through communications in
order to change attitudes, beliefs, and behaviors.

Team Reingold conducted Mental Models interviews (n=25) with both ACS Data Collectors and Data
Disseminators to gather in-depth insights from those who most closely engage ACS stakeholders,
including respondents, non-respondents, and data users.

Our goal was to leverage the knowledge and experience of personnel in the regional offices, State Data
Centers, and Census Information Centers to develop recommendations to improve the effectiveness of
the Census Bureau'’s interactions with both ACS respondents and data users, and ultimately support
regional communications and improve outreach to external audiences.

Team Reingold ACS MMPAR Cumulative Findings 19


http://www.census.gov/acs/www/Downloads/library/2014/2014_Kovacs_01.pdf

We conducted confidential, one-on-one telephone interviews between December 10 and December 23,
2013, with 25 individuals selected by the Census Bureau.” Interviews averaged 52 minutes in length,
ranging from 18 to 75 minutes. Interviewees included:

=  FLD Regional Staff (12) — Includes Field Representatives, Field Supervisor, and Survey
Statistician Field positions, from the following offices:
= New York (2)
=  Philadelphia (2)
=  Chicago (2)
=  Atlanta (2)
= Denver (2)
= Los Angeles (2)
= Data Dissemination Specialists (7) — Includes Data Dissemination Specialist, Information
Services Specialist, and PDS Manager positions, from the following offices:
= Los Angeles (2)
= New York

= Philadelphia
=  Chicago
= Atlanta
= Denver

= CATI Interviewers (4), from the following Call Centers:
= Tucson, AZ (2)
= Hagerstown, MD
= Jeffersonville, IN

= State Data Center Representative (1)

= Census Information Center Representative (1)

The research approach began with the development of an “Expert Model,” developed in coordination
with a small group of internal Census experts, which served as the analytical framework for interviews
conducted with a broader sample of field personnel who have direct contact with ACS respondents and
ACS data users.

Structured qualitative analysis of the interviews against this Expert Model enabled identification of the
key areas of alignment and critical gaps in the thinking between the experts and the stakeholders. The
interviews were designed to address key topics emerging from the Expert Model while allowing for
other topics to surface through free expression.

2 Some interviewees only had experience with either data collection or dissemination, and were therefore unable
to respond to both sets of questions in the interview protocol. As such, the “n” of the results has been reduced to
n=22 for responses to questions on data collection and n=14 for responses to questions on data dissemination.
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Expert Model of ACS Participation and Data Use

Influences on Key Stakeholder Decision Making on ACS Data Collection and Dissemination
Base Expert Model of ACS Participation and ACS Data USE

.~ ACS Data Collection
& Dissemination

ACS
Stakeholders
"\» Survey Respondents
* Data Users

Communications
Channels

CB & ACS
Workforce

Processes

ACS Data
Collection Design

ACS Data &
Communications
Qualities -

" Acs
Stakeholder

ACS Data
Collection
Activities

«<—>  Engagement
ACS | ’ Activities
Messaging ACS Data -
Processing & JL

Analysis

\ takeholder

ACS -~ Perceptions & Judgments

Data Publication,
Presentation &
Dissemination

Stakeholder Decision
Making
* Participate in ACS
* Use of ACS Dala

of CB, ACS, & ACS Data \

* Awareness & Perceptions —
of ACS, CB j

» Perceptions of Needs
A

Science &
Technology
Innovation

Desired

Outcomes for ACS

* Increased Awareness of ACS
& Use of ACS Data

Other
External Drivers
+ Social * Economic
* Political

Census Bureau
Drivers

Stakeholder
Motivations

+ Continued Support & Funding

+ Increased Participation & Self-Response
Increased Impact & Perceived Value of Data
+ Decreased Cost of Data Collection

ACS Mental Models Research February 2014
Decision Partners, LLC. Created in 8CASS Modedng Software

Stakeholder interviews focused on topics including:

=  ACS Data Collection

o Characteristics of non-respondents and most challenging populations to engage

o What is working well when engaging non-respondents
o Barriers to increased self-response and opportunities for improvement

= ACS Data Dissemination
o ACS data users and their needs/uses for ACS data
o What is working well with ACS data dissemination
o Barriers to increased ACS data use and opportunities for improvement
o Potential new users of ACS data

Key Findings and Implications

Demonstrate “What'’s in it for me?”

The importance of respondents’ participation in the ACS and its value to their communities should be

made clear.

When asked what is working well when engaging hard-to-reach populations, 90 percent of data

collectors mentioned that they often can convince reluctant respondents to participate by emphasizing
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the value ACS can bring to them individually, to their community, and to society at large.
What Works Well With Data Collection

Ensuring Skills / Quality of FRs & TAs

Emphasizing Value of ACS

Being Persistent in Non-Response Follow-Up

Appealing Personally to Respondent to Participate
Promoting and Expanding Online Survey Response
Providing Credible References to Assure Legitimacy of ACS
Assuring Respondents of ACS Confidentiality

Conveying Importance of Respondent'’s Participation

Describing Response as Civic Duty

0%B  10%E 20%E 30%E 40%@ 50%@ 60%: 70%E 80%E 90%E 100%

Percent of Data Collectors (n=22)

As one interviewee suggested, “The one thing that has traditionally worked best is when the question

‘What’s in it for me?’ is answered.”

Address barriers to participation: privacy, legitimacy, distrust of government

When asked about barriers that may contribute to respondents deciding not to participate in the ACS,

Data Collectors frequently discussed issues including privacy concerns, anti-government sentiments, and

concerns about the legitimacy of the survey.

Barriers to ACS Participation

Privacy Concerns
Anti-Government Sentiments
Suspicion and Legitimacy Concerns

Language Barriers

Lack of Awareness / Information about CB/
ACS

Lack of Time

Mandatory Nature of Survey

Lack of Skills or Capacity of FRs & TAs
Quality of Materials

Quality of Survey Design

Socio-Economic Status

Technological Barriers

30%8 40%03 50%0 60%0 70%8 80%2 90%@  100%E
Percent of Data Collectors (n=22)

0% 10%8E 20%0

Nearly all Data Collectors (95%) mentioned respondents being hesitant to share private information,
noting that they often express concern about the confidentiality of the survey, especially for some
sensitive topics such as income, and many are concerned about falling victim to identity theft.
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“The people that have the most real concerns are the foreign-born because of immigration. They
really feel that if anyone finds out there's multiple families in a house and not all of them are
documented, that somehow this will lead to deportation.”

Nearly all Data Collectors (95%) discussed some respondents’ negative perception of government and
distrust of government-sponsored activities, including the ACS.

“Confidentiality is an issue and people worry about their information and their privacy. All the stuff
with the NSA doesn't help our cause. We try our best to tell people they become a number and
they're not recognizable, but it's hard.”

Ninety percent of Data Collectors discussed respondents questioning the legitimacy of the ACS when it
arrives in the mail and of Census Bureau personnel when they are conducting non-response follow-up
activities, and generally being suspicious due to, for example, concerns about falling victim to a scam.

Respondents lack awareness of ACS

Lack of awareness and knowledge about ACS (despite familiarity with the Census Bureau and the
decennial Census) negatively influences respondents’ perception of the legitimacy of the survey and the
importance of participation, as well as use of ACS data.

Most Data Collectors (75%) thought that a lack of information about the ACS was a barrier to
participation. They noted that people may not understand the personal and societal benefits of the
survey data, or they may be misinformed about how the data are being used.

Draw a clearer line of site between ACS questions and their uses

Participants said many respondents are unable to see from specific ACS questions to why those
guestions are asked to how the results are used. Accordingly, the value of responding to the ACS is not
clear.

“One of my wife’s relatives works in job placement for veterans. He uses Census Bureau data to get
jobs for veterans. | tell them the VA uses the survey to secure funding for jobs. That’s why we ask
guestions about where you work and what kind of job you do.”

“| explained to her the real need for this question is to establish commuting times, which will
eventually lead to the expansion of her road so she don't have to deal with congestion. We try to
turn a complaint into an ‘ah-ha’ moment.”

Cultural and language challenges create significant barriers to participation
Language barriers (foreign languages and language level) can affect respondents’ ability to answer the
survey and effectively communicate with Census personnel.
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Nearly all Data Collectors (90%) mentioned language as a barrier to survey completion. They noted this
is often an issue not only for respondents whose first language is not English and who struggle with the
survey, but also for native speakers who have difficulties with the language level in the survey, the
instructions, or the associated mailings.

Having the right tools is key to persuading respondents in the field

ACS field personnel report they lack robust communications resources that they can readily adapt to a
respondent’s local situation. They have to work hard “on the fly” to convey the relevance of the ACS to
the respondent and underscore the importance of participating.

Address barriers to data use: difficulty of access, quality of materials

When asked what isn’t working well with current data dissemination activities, Data Disseminators
highlighted difficulties that users have in accessing ACS data, the limitations of ACS data, and the quality
of ACS materials

Barriers to ACS Data Use

Difficulties in Accessing ACS Data
Limitations of ACS Data

Quality of ACS Materials

Lack of Resources / Personnel

Lack of Understanding of ACS Users / Data Needs

0% 10% 20% 30% 40% 50% 60%

Percent of Data Disseminators (n=14)

Many Data Disseminators (55%) spoke of the difficulties users have accessing ACS data, specifically
mentioning challenges with American FactFinder.

Some (35%) focused on the quality of ACS materials, noting that they can be difficult to read,
unappealing, and not targeted to the needs of data users or specific to the users’ community.
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Deliberative Focus Groups
With Stakeholders Who Are Distrustful of the Government

Full report available at:
http://www.census.qgov/acs/www/Downloads/library/2014/2014 Orrison 01.pdf

Description of Research

Many Americans distrustful of the federal government are resistant to completing the American
Community Survey, or to completing it in a timely manner, causing the Census Bureau to incur
significant extra expense in follow-up efforts.

Team Reingold conducted focus groups (n=7) in cities across the country with individuals identified to be
distrustful of the government, with the goal to understand what messages or arguments would best
motivate them to self-respond to the ACS.

Focus group locations were selected on the basis of geographic and racial/ethnic diversity, and diversity
of ACS self-response rates.

Focus Group 2012 Self Pc.ercen.t Percent Perf:ent Percent Percent Percent
Location Response Hispanic | Black White Asian Al/AN NHOPI
Rate Pop. Pop. Pop. Pop. Pop. Pop.
Albuquerque, NM 44-54 45.9% 2.8% 42.8% 2.5% 3.9% 1%
Atlanta, GA .45-.54 5% 53.6% 36.3% 3.3% 2% 0%
Dallas, TX .30-.54 41.9% 24.4% 29.5% 2.8% 2% 0%
Los Angeles, CA .30-.61 48.1% 9.3% 28.9% 11.3% 2% 2%
Richmond, VA .54-.61 5.9% 50.1% 38.9% 3.5% 2% 0%
St. Louis, MO .54-.67 3.4% 49.1% 42.2% 2.6% 2% 0%
Washington, DC .61-.67 9% 51.3% 34% 3.5% 2% 1%
Source: American Fact Finder; ACS Self-Response Rates (2012) by Congressional District

There were roughly 24 to 28 participants in each of the seven groups, for a total of n=186 participants.

The Los Angeles focus groups was conducted in Spanish with participants who self-identified as being
primarily Spanish speakers.

Participants were recruited according to their attitudes toward the federal government with regard to
trustworthiness, privacy, and intrusiveness. Screening questions were sourced from relevant sections of
CBAMS II. Screening questions were used to determine respondents’ trust of the federal government to
use their information responsibly, keep the public’s best interests in mind, and keep personal
information private.

The “jury-style” deliberative format, modeled on a courtroom trial, compelled individuals who may be
naturally inclined to oppose the ACS to nevertheless develop and defend arguments in its favor. The
deliberative “jury group” format is a bottom-up, organic approach to identifying which messages
resonate with everyday people, with minimal moderator intervention.
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Deliberative Focus Groups — Research Design

Stage 1 Stage 2
= Small groups reference materials in support of = Most-engaged participants from small groups
a perspective (pro/con) and develop arguments present arguments to larger group.

based on what resonates most with them. = Larger group acts as a jury on which arguments are

most persuasive,

Engaged
Participants “Ju I’V" Group

\

Moderator

The focus groups occurred in two stages. In stage one, small groups of participants were assigned to
review a selection of existing messages and materials to develop and discuss arguments either for or
against self-responding to the ACS. This way, individuals who were inclined to distrust the government
were nevertheless incentivized to find the best arguments in support of the ACS.

The most engaged or articulate participants from these small groups were then asked to argue their
respective cases in front of a larger group of “jurors.” In this second stage, the opposing teams of
advocates cross-examined each other, and the moderator led the jury in deliberating on which
arguments were most persuasive.

Key Findings and Implications

America knows Census—but not the ACS

The overwhelming majority of focus group participants were unaware of or had misunderstandings
about the ACS. Even individuals who had actually received the survey or used the data did not
necessarily connect it to ACS. However, participants did have a strong awareness of—and more positive
inclination toward—Census and the decennial survey.

“I think it would help if there was more education—because none of us have ever heard of [the
ACS].... And especially with everything going on, Snowden and...the spying.... | think the more
educated you are that it’s a positive thing... would help tremendously with keeping people warm and
fuzzy about filling this out.” —Participant, Atlanta

If lack of awareness of the ACS contributes to questions of its credibility and consequently decreased
likelihood of self-response, creating increased awareness about and context for the ACS among
recipients could lead to improved response rates. More closely associating ACS with the Census brand
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could create a ready point of reference for respondents, helping reassure them as to ACS’ origin,
purpose, and credibility.

“Why would you possibly need to know this?”

Participants frequently objected to ACS questions that they viewed as irrelevant or for which they did
not understand the purpose. Concerns about “privacy” often became an issue in proportion to
participants’ inability to see the practical value of such questions. In addition to questions about topics
participants viewed as opaque or absurd, they frequently could not understand why it was necessary to
collect respondents’ names or other personally identifying information, when response is purportedly
confidential.

“The thing is that if | don’t have hot water, maybe | didn’t pay my bill. But they are asking a lot of
unnecessary questions. They should be...going straight to the point. And this is scary especially to the
Hispanic community.” — Participant, Los Angeles

If individuals better understood the purposes or direct applications of seemingly irrelevant ACS
guestions, they may be less defensive and more inclined to self-respond. ACS materials should
demonstrate the practical applicability of objectionable ACS questions, tying them directly to their use
by some meaningful government program or service.

“They already have this information”

Participants often believed that the information ACS collects is already available from other sources, and
were unaware that some of the sources they cited rely on ACS data. This belief often led to a paradoxical
line of argument, whereby participants claimed to value their privacy, yet preferred that government
extract personal information from an array of public and private sources than to ask for it directly.

“You have the local data, they know the schools, they know the population of their counties. They
have this information. So we're doing a redundant collection of information upon information upon
information. How much information do we need to make the decisions on where our money is going
to be spent?” —Participant, Atlanta

Demonstrating the ACS’ unique value or pointing to ways that the data it collects are in fact used by
“existing” sources of information could help dispel perceptions that ACS is redundant and unwarranted.
The Census Bureau should use messages that demonstrate the important role ACS data play in our daily
lives, and how ACS is actually used by “existing” resources that individuals, small businesses, or
community nonprofits value. Messages could indicate how such resources as Zillow, Pew Research
Surveys, etc., are “powered by” ACS.

Community benefit is key

Participants frequently evaluated the benefits of the ACS in terms of perceivable, concrete benefits to
their local communities. Participants were often more interested in potential benefits for their own
neighborhoods than for the nation, their states, or even their cities.

Pointing to tangible results—like improvements to roads, schools, or hospitals—realized as benefitting
local communities or small businesses thanks to ACS data could positively dispose respondents toward
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ACS’ practical utility, thereby increasing likelihood of self-response. Messages could even be targeted to
specific geographic locations, pinpointing infrastructural or other improvements that have made a
difference in the quality of life of local communities.

Given that developing “hyper-local” examples for every community will be infeasible to operationalize,
Team Reingold suggests 1), testing localized messages among a small number of priority “pilot”
communities of low self-response, and 2), testing national-level messages using representative examples
from particular communities that may resonate with other communities.

Language challenges create barriers to response

Participants in some groups, including the Spanish-language group, felt that non-English speakers are at
a further disadvantage when it comes to awareness or understanding of the ACS, as information about
the ACS and response options may not be readily available in their language. In particular, participants
cited this as a barrier to self-response for Spanish-speaking populations.

Greater awareness, availability, and targeted dissemination of Spanish- and other foreign-language
materials could help improve response rates among hard-to-reach communities. The Census Bureau
should consider testing alternative or additional outreach materials geared toward non-English
speakers, particularly in districts with large populations of foreign-language speakers. Mailing materials
should make clear how respondents can access the survey in their own language.

Key Informant Interviews

Full report available at:
http://www.census.qgov/acs/www/Downloads/library/2014/2014 Hagedorn 02.pdf

Description of Research

Previous Census Bureau analysis has identified socioeconomic and demographic characteristics that
predict self-response rates. In an analysis of 2005 ACS self-response rates, characteristics such as income
below the poverty line, minority, and non-citizen were associated with below average self-response
participation rates.

The qualitative Key Informant Interview study was designed to gather insights from leaders that use
data professionally or work for organizations that conduct outreach to low-income, minority, or
immigrant populations. By better understanding how these groups interact with ACS data and with their
communities, the Census Bureau can improve outreach and data delivery efforts. This is particularly
meaningful for the high-interest populations that have low ACS self-response rates and therefore incur
costly follow-up from Census Bureau field representatives in terms of time, money, and effort.

Team Reingold conducted in-depth telephone interviews (n=109) with key stakeholders in five segments
— business, academia/research, state and local government, tribal government, and advocacy and
community associations — to inventory stakeholder knowledge of ACS, identify key gaps, discuss
potential themes and messages, and assess the best communication and outreach channels to specific
groups. The sample sizes were designed to allow the research team to assess a broad range of
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stakeholders, with more interviews allotted to segments that have greater heterogeneity and a broader
range of experiences.

This study was specifically designed to reach beyond existing formal channels for external consultation
(such as advisory boards and committees) in order to identify original approaches for the ACS.

Like other qualitative stakeholder surveys, these interviews are not intended to draw representative
conclusions about all data users or stakeholders.

Key Findings and Implications: Hard to Reach Populations

Based on the Key Informant Interviews, we offer the following recommendations for improving
response rates to the ACS data collection from low-income, minority, and immigrant populations:

Partner with local organizations to advocate for the legitimacy and value of participating in the
American Community Survey

The organizational leaders we spoke to
with high-interest community outreach
experience were certain that a local
connection was critical for encouraging
participation. Partnerships with

What type of outreach from the Census Bureau
would work best in reaching members of your
community to fill out a survey?

Partnerships with community

community leaders were the most leaders/groups 41%
commonly cited (39%) type of Face-to-face contact

communication/outreach from the Explain what it is

Census Bureau that would encourage for/importance/impact

community members to fill out a survey. Phone

These community leaders and Internet

organizations have greater trust built up Mail
in th.e community and are likely more . Social media (specific and
credible messengers about local benefits unspecific)
from participation in the ACS than the
Census Bureau.

Cash incentives/pay money

Help alleviate their fears

Some participants suggested that tapping

into community organizers and leaving

more of a footprint in the individual communities with a longer-term relationship with civic
organizations and outreach infrastructures would be beneficial for all involved.

“For engagement, probably the best thing is partnerships with community agencies, other non-
profits that tend to be able to bring folks together. It could be anything from the Development
Coalition here in our region to a church organization to a Rotary club...any of those kinds of
organizations.”

— Hospital Vice-President

Team Reingold ACS MMPAR Cumulative Findings 29



The challenge with any ACS partnership directed at increasing response is figuring out how to
communicate with in-sample households in an efficient and cost effective manner. On average, only 3%
of households are selected for participation per year, though some small and low-response areas have
substantially higher proportions of their population that are sampled for the survey. It seems potentially
useful to explore ways to incorporate partnerships in the ACS mail process, potentially as part of the
existing mail materials or as a separate mail item.

Demonstrate the local benefit of ACS to survey respondents

Interview participants also stressed the importance of an explanation of benefits to the community.
Many suggested using specific, concrete examples of how the ACS could provide positive change in their
community. Several participants mentioned schools a potential target of these specific examples,
because they are a part of every community.

What messages would be most effective to motivate members of your community to
participate in the ACS?

mAll  mAcademic/Research W State /Local Govt M Tribal Govt m Advocacy / Community M Private Sector

58%

47% 44%45% 44%

20%20%

Federal funds allocation / Community Explaining why it is important/useful / Specific examples of how it helps: Schools
services How it benefits the community / Infrastructure / Economy, etc.

Emphasize the impact that the ACS has on distributing federal funding, and that survey participation
ensures that participants’ communities get their fair share

There was some suggestion that while members of the community understood that it was important to
fill out the decennial Census, that there wasn’t the same level of importance being given to participation
in the ACS. Particularly with low-income or minority populations, some of the local governments, tribal
governments, and non-profits we spoke to were concerned about an under-count and a resulting
decrease in federal funding.

Fully four in ten (43%; 44 of 102) said the most effective messages related to the availability of
community services or the allocation of federal funds. Several participants stressed that there was
going to be federal funding distributed every year, and that not responding to the survey was doing a
disservice to the community by undercounting the area and therefore depriving them of possible federal
resources.

Key Findings and Implications: Data Users
Based on the Key Informant Interviews, we offer the following recommendations for encouraging

further use of ACS data by key stakeholders in the non-profit, academic, government, and private
sectors:
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Raise awareness among organizations and potential users that are unaware of the ACS

Nearly four in ten (39%; 43 of 109) participants said their colleagues and peers likely knew nothing or
almost nothing about the ACS. Only one in eleven (12%; 13 of 109) participants were coded as saying
their peers knew a lot about the survey.

Over half (53%) of participants indicated that email would be an effective way to reach out to
organizations like theirs to communicate benefits of ACS data. Professional conferences (19%) and
workshops / training sessions (16%) were also frequently cited as key outreach methods, especially
among government employees and academics/researchers.

There may be a missing opportunity to use the existing Census Bureau website to cross-promote the
American Community Survey. One of the most common paths for participants to learn about the ACS
and the data it provides was through the Census website itself. At least five ACS data users said they
learned about the ACS through Census.gov, including several who noted that they have been using ACS
data for years, but were unaware what the particular source of the data was until they accessed the
website during the interview.

Emphasize that ACS data are accurate, available to the public at no cost, more precise than other
sources, and updated annually

Among the n=103 data users we interviewed, we heard a strong desire for data that are accurate (92%
very appealing), freely available to the public (79%), have greater precision than other sources (79%),
and updated annually (75%). Among the n=53 ACS data users that we spoke with, we heard that the
ACS is perceived as achieving those goals.

What do you find most useful about the data provided by ACS?

mAll  ®Academic/Research m State /Local Govt mTribal Govt m Advocacy / Community ™ Private Sector

50% 50%
44%

44%

40%

36%

21% 22%

Current / updated annually / Small area like ZIP code / Accurate / reliable / unbiased
frequently geographical focus

Develop additional training resources and continue to improve data dissemination tools
The most common frustration about ACS data, mentioned by fully one-third of participants (34%; 18 of
53), was difficulty with finding the data that they wanted.

Among the n=53 ACS data users we spoke with, a number mentioned an interest in learning how to use

the updated American FactFinder, especially with its updated decision-making tree. This was a common
theme across data users from all five segments, but impacted most of all the private sector businesses
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and advocacy/community groups who seemed to be the most time-compressed. Several participants
said that, even though they knew the information was available from the Census Bureau, they
subscribed to expensive data intermediaries to help them find and manipulate the data they needed for
their work.

“l wish it was easier to use it directly on the Census site, and be able to search it and manipulate it. |
wish | didn’t have to rely on other intermediaries to make the data useful for me. | think it would be
really helpful if the Census would think through a much more user-friendly interface for ACS that
would help ordinary people to ask simple questions and get simple answers to them.”

— Non-profit foundation low-income director

Several participants expressed a desire to have Census staff come and speak to them one-on-one about
the new data sets and how best to use them. A few participants mentioned going to trade association
conferences might be a beneficial way to talk to people about new data sets.

Message Testing: Benchmark Survey

Full report available at:
http://www.census.qgov/acs/www/Downloads/library/2014/2014 Hagedorn 01.pdf

Description of Research

This quantitative study involved conducting telephone interviews (n=1015) with a representative sample
of the U.S. population, with the aim to gather attitudinal data about ACS and identify the best message
themes surrounding ACS participation (e.g., civic duty, importance for governance, community benefit).

Interviews were conducted between January 25 and February 5, 2014, with adults who generally handle
the mail for their household, using a sample of both landline and cell phone numbers. Prior to fielding,
the Benchmark questionnaire was cognitively tested and several changes were incorporated in order to
improve clarity and user-friendliness.

We used a Random Digit Dialing (RDD) sampling approach for both the landline-exchange and cellular
interviews in order to minimize coverage omissions and ensure a broad response pool. Landline
interviews were stratified by ACS self-response rates to ensure that high-, medium-, and low-response
counties had proportional representation in the overall survey results.

If interviewers identified Spanish-speaking households that indicated a preference to conducting the
interview in Spanish, a Spanish-language interviewer called back to complete the interview.
Respondents heard a random selection of six of eleven messages, with closed-ended questions

measuring their assessment of each message heard.

Results from this study were further explored in the second, Refinement phase of message testing.
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The research findings are intended to provide guidance (within a reasonable degree of certainty among
survey respondents) on which messages are more or less effective than other messages. However, the
surveys will not produce detailed statistical inferences about the population as a whole.

Key Findings and Implications

Improve public awareness and use messages that educate respondents about the ACS

Only one in nine (11%) respondents said they had previously heard of the American Community Survey.
This suggests that the first messaging barrier for the ACS might start with awareness: messaging may
need to jointly inform and persuade households to respond.

8. Have you ever heard of the American Community Survey?

Yes 11%

No 88%
DK/Ref 1%

0% 20% 40% 60% 80% 100%

A promising finding is that the relatively small number of respondents who were aware of the ACS were
more favorable (75%) than the larger group who were not familiar (57%). After respondents heard
various messages, favorability to the American Community Survey had increased to 76% (an 18-
percentage point increase from the pre-measures). This suggests that greater awareness and education
about the ACS may lead to more favorable impressions of the data collection.

10. Overall, how would you describe your general feelings about the American Community Survey?

[ AMONG 11% THAT HAVE HEARDACS | | AMONG 88% THAT HAVE NOT HEARD |

m DK/Ref
o,
75% B Not at all favorable

57% Somewhat unfavorable

m Very favorable
Somewhat favorable

[
21% 18%
_—Le -
"Vﬂ
. -y .
Favorable Unfavorable DK/Ref Favorable Unfavorable DK/Ref

Explore ways to leverage the census’ favorable brand to enhance the profile of the ACS

The census has a very strong name recognition and favorability across gender, age, race, and income
levels. While the ACS had limited awareness, nine in ten (90%) adults we interviewed were aware of the
census and four in five (81%) had a favorable view of it.
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7. Overall, how would you describe your general 10. Overall, how would you describe your general
feelings about the census? feelings about the American Community Survey?
100%
81% = DK/Ref
80% | Not at all favorable
% Somewhat unfavorable
o, 58 m Very favorable
60% 34% Somewhat favorable
40%
18%
2 11% 7% | ;
=2 BA 119 235
0% . S
Favorable Unfavorable DK/Ref Favorable Unfavorable DK/Ref

Explore the impact of different messages about choice of response modes

The top-testing message in the benchmark survey was “there are many ways to respond to the ACS
including online, by mail, by phone, and in-person.” This message was the most believable of the
messages and a majority (52%) of respondents said the statement made them more likely to complete
the ACS. This suggests that the Census Bureau research team should test messages around the response
modes that can be used to complete the survey.

Messages Tested — Ranked by “Much More Likely” to Complete the ACS

% “Much more likely” to % “Very

Message complete the ACS believable”

There are many ways to respond to the American Community

Survey. It can be completed by mail, by phone, online, or in 22 51
person.

State and local leaders use data from the American Community

Survey to determine where to build new roads, schools, and 20 26
hospitals.

The American Community Survey helps determine the annual
distribution of more than $450 billion dollars in federal funds 19 21
that go to communities nationwide.

Even though all households participate in the census every ten
years, only a small number of households are selected to 18 37
participate in the American Community Survey each year.

Filling out the American Community Survey is required by law,

. P 18 21
just like filling out the census once every ten years.

The census has operated continually since Thomas Jefferson,
James Madison, and the other Founders established it in 1790.
Participating in the American Community Survey is an expression
of patriotism and civic duty.

17 28

The American Community Survey is required by law to be
completely non-partisan and non-political. This ensures that the
statistics the Census Bureau gathers and produce are both
reliable and trustworthy.

17 23

The American Community Survey is used to produce key 16 19

Team Reingold ACS MMPAR Cumulative Findings 34



economic indicators. Businesses use the ACS to create jobs, plan
for the future, and grow the economy.

The American Community Survey is often the most reliable
source of accurate and timely statistical information essential for 16 17
decision making.

Nothing in the private sector compares to the American
Community Survey. It is a leading source of information

Americans use to learn about their neighborhoods, communities, 15 21
cities, and states.

All individual information collected as part of the American

Community Survey is kept strictly confidential. The answers from 15 16

individual respondents cannot be shared with anyone — not even
other government agencies.

Anchor the ACS to community value and explain how ACS data are used locally

Messages that described local benefits resulting from ACS participation (state and local leaders using
ACS data to build infrastructure, and the distribution of $450 billion of state and federal funds to
communities) were in the top three messages for making people say they would be “much more likely
to complete the ACS.” Two in five (40%) people we interviewed said they believe answering the ACS
could benefit their community

Separate the ACS from views on the federal government

A majority (52%) of respondents said they had an unfavorable view of the federal government and fully
three in four (76%) said they trust the government in Washington to do the right thing “only some of the
time” or “never.” These negative perceptions come in stark contrast to the generally favorable view of
the census that we measured among respondents. The American Community Survey would likely benefit
by keeping its image distant from the wider frustration and disappointment in the federal government.

With this in mind, the least successful message was that “ACS responses are strictly confidential and
cannot be shared, even with other government agencies.” This tested in the bottom tier of messages in
terms of both believability and likelihood to participate. In part, this may have been because the idea of
“sharing with other government agencies” brought to mind recent headlines around national security
and spying.

Message Testing: Refinement Survey

Full report available at:
http://www.census.qgov/acs/www/Downloads/library/2014/2014 Hagedorn 03.pdf

Description of Research

Team Reingold conducted a second wave of telephone interviews (n=1,005) with a broad sample of the
American public to drill down on the most effective messages, words, or phrases tested in the
Benchmark Survey. The study also built on learnings from other qualitative ACS research projects,
including the Key Informant Interviews, Deliberative Focus Groups, and Mental Modeling Interviews.
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The initial Benchmark study measured awareness and general perceptions of the ACS; it also tested a
variety of messages that became the foundation for the message themes and variations tested in the
Refinement Study. The Refinement phase used the same methodology as the Benchmark, but used
some different questions and messages to build on the learnings from that study.

This phase consisted of n=1,005 closed-ended telephone interviews among U.S. adults who generally
handle the mail for their household. Data were collected through closed-ended live telephone
interviews conducted in English, with Spanish language callbacks as necessary, between March 19 and
April 2,2014.

The message testing consisted of seven message themes. Each theme consisted of an “A” and “B”
variation that differed in tone, language, or what kind of statistic was used in the message. Respondents
heard either the “A” or “B” message. We analyzed the data to identify which messages were most
effective at increasing likelihood to participate in the ACS survey.

Key Findings and Implications

Emphasize the U.S. Census Bureau brand to ACS participants

While both the Commerce Department and the Census Bureau were recognized by more than nine in
ten respondents, there was a significant gap in favorability towards the two organizations. The Census
Bureau had a +75% net favorability, compared to a +23% net favorability for the Commerce
Department.

Favorability: Overall, how would you describe your general feelings about...?

U.S. Census Commerce Federal

ACS
Bureau Department Government

Very favorable 14 32 13 11
Somewhat favorable 46 50 46 35
Somewhat unfavorable 10 4 26 27
Very unfavorable 4 3 10 25
Net Favorability +46 +75 +23 -6

In addition, people who had negative views of the federal government tended to have more negative
views on the Commerce Department. Views on the Commerce Department were correlated with
attitudes towards the federal government (r = .58).

Current ACS materials prominently feature the U.S. Department of Commerce return address and seal.
Further research should explore whether participants respond more favorably to positioning the survey
in closer relation to the Census Bureau than to the Commerce Department.

Stress tangible and direct benefits of ACS, including roads, schools, and hospitals

Of the fourteen message variations we tested, the two messages about how state and local leaders
could use ACS data to build roads, schools, and hospitals were the most likely to increase respondents’
likelihood to respond.
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Likelihood to Participate
Neither
Much Somewhat Slthe
Message more Somewhat
more more .
nor less less likely
likely

likely likely

State and local leaders in [respondent’s state] can use
American Community Survey data to determine 61 26 35 26 5 7
where to build roads, schools, and hospitals.

State and local leaders across the nation can use
American Community Survey data to determine 59 26 33 27 6 6
where to build roads, schools, and hospitals.

The American Community Survey and the Census
show us not only the number of people who live in
the country, but also how we live as a nation including|
our education, housing, jobs, and more.

3 [Even though all households participate in the census
every ten years, only a small number of households
participate in the American Community Survey every 54 18 36 30 7 7
year. The American Community Survey provides a
more up-to-date picture of our communities.

58 25 33 28 6 8

American Community Survey data help determine the
annual distribution of more than $400 billion in 57 22 35 26 7 8
federal funds to communities nationwide.
American Community Survey data are used to
distribute funds that build and maintain nearly one

million miles of highways and fund over four > 23 32 30 / 6
thousand hospitals in communities nationwide.

By law, Census Bureau employees cannot publically

release any American Community Survey information

that could identify an individual. The penalties for 55 22 31 30 7 6

unlawful disclosure can be up to two hundred and
fifty thousand dollars and/or up to five years in

5 |prison.

Census Bureau employees are prohibited by law from
releasing any information that can identify any
individual who fills out the American Community 55 21 34 32 5 7
Survey. Millions of people securely participate in the
American Community Survey every year.

The American Community Survey is the most reliable
source for accurate data about every community in
the country from the smallest rural communities to
6 [the largest cities.

The American Community Survey is a leading source
of information people use to learn about their 50 21 29 33 7 8
neighborhoods, communities, cities, and states.

54 19 35 29 8 8

Local charities and non-profit organizations use
American Community Survey data to better

4 |understand and meet community needs. This 54 19 35 29 8 8
detailed, local information is not available from other
sources.
Small businesses use American Community Survey 49 20 29 34 10 6
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data to better understand and meet community
needs. This detailed, local information is not available
from other sources. This detailed, local data is not
available from other sources.

Filling out the American Community Survey online is
the quickest and easiest way to complete the survey.

2 24 2 1 7
A paper survey is sent to people who do not complete > 8 3 9
- the survey online.
Filling out the American Community Survey online
conserves natural resources and saves taxpayers 49 19 30 34 8 8

money. A paper questionnaire is sent to people who
do not complete the survey online.

Three in five people we interviewed said the theme made them more likely to participate (a customized
“in your state” variation had 61% say they were more likely; an “across the nation” variation had 59%).
In both, over a quarter (26%) of mail-handling adults we interviewed said they would be “much more
likely” to participate.

This message made a direct connection to tangible benefits for respondents because of their
participation in the survey. The Refinement messages reinforced perceptions that participation in the
ACS was good for communities. While 38% of respondents initially said that participating in the ACS
could benefit their community, 45% said participation could help their community after hearing the
messages. This increase was larger than the comparable 2% increase in the Benchmark survey.

These messages can be reinforced with examples of local governments’ use of ACS data or partnerships
with national and state-level associations of local governments. Further research may benefit from
exploring whether the examples and partnerships can be effectively incorporated into messaging
directed at survey participants to convey tangible benefits in participants’ communities.

Position ACS alongside the decennial census to show how we live as a nation

To a large extent, the Census Bureau and the decennial census are interchangeable to the mail-handling
adults we talked to in terms of awareness and favorability. Nine in ten (94% and 90% respectively)
people have heard of the Census Bureau and the census and four in five (82%) have favorable
impressions.

9. Overall, how would you describe your general 12. Overall, how would you describe your general
feelings about the census? feelings about the U.S. Census Bureau?
100%
82% 82%
80%
0,
60% 35% :%
40% —
20% 9
o
20 ’ o
0% | e | _ mm
Favorable Unfavorable DK/Ref Favorable Unfavorable DK/Ref
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The single most believable message (83% “somewhat” or “very” believable) was that, “the American
Community Survey and the census show us not only the number of people who live in the country, but
also how we live as a nation, including our education, housing, jobs and more” (emphasis added). Nearly
three in five (58%) respondents said the message also made them more likely to respond to the ACS,
which was the third highest among the fourteen messages we tested.

Focus on personal milestones and avoid sensitive topics to describe the survey in the mail package
In order to explore the effects of providing an example of the kinds of questions on the ACS or a
checklist of documents to collect before beginning the survey, we tested three variations on the
description of the ACS. While all three variations had the same introduction, they listed different
examples of topics that the ACS covers in the survey.

16. Overall, how would you describe your general feelings about the American Community Survey?
100%

(PATH A) (PATH B) (PATH C)
...commute time, income, and ...disability status, income, and ...school enrollment, occupation,
the age of children.” the age of children.” and veteran status.”
75%
0

59% 59% 62%
- [
25% 1 —18%

15% .
i - 11% 27%
@
0% T
Favorable Unfavorable DK/Ref Favorable Unfavorable DK/Ref Favorable Unfavorable DK/Ref

While the favorable scores between the three variations were similar, topics such as “disability status,
income, and the age of children” triggered statistically significantly lower favorability (18% unfavorable)
of the ACS than “school enrollment, occupation, and veteran status” (11% unfavorable).

Mail Package Focus Groups and One-On-One Interviews

Description of Research

Team Reingold conducted a series of focus groups and one-on-one interviews across the country to
understand how different messages and design elements might affect the likelihood of potential
respondents to notice, open, or respond to the ACS mail package.

Locations were selected to represent a diverse range of geographies and racial/ethnic demographics. In
addition, we deliberately sourced these locations from low-response geographies (as determined with

reference to Olson, “ACS Self-Response Rates by Congressional District in 2012”) with the goal of
targeting low-response population groups (including minority, low income, and immigrant populations).

Demographics and ACS Response Rates by Location

Facility Location | 2012 Self- Percent Percent | Percent Percent | Percent Percent
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Response Rate | Hispanic Black White Asian Al/AN NHOPI
Pop. Pop. Pop. Pop. Pop. Pop.
Chicago .302-.612 28.9 32.4 31.7 5.4 2 -
Fresno, Calif. .302-.445 46.9 7.7 30 12.3 .6 A
Miami .302-.445 70 16.3 11.9 .9 A -
New Orleans .302-.445 5.2 59.6 30.5 2.9 2 -
New York, N.Y. .302-.612 28.6 22.8 33.3 12.6 2 -
Phoenix .302-.445 i 6.2 47.1 3.1 1.6 2

We used a screening process so that participant demographics approximated those in the chosen
geography. We also included participants who answered screener questions indicating that they may
have distrustful attitudes toward the federal government. About one-third of participants had relatively
distrustful attitudes toward the federal government on the basis of their responses to these questions.

We conducted six focus groups with 52 participants and interviews with 34 participants, for a total of 86
participants. Interviewees were recruited from the same pool as the focus group participants. They were

screened for the same characteristics as focus group participants, but those who fell into hard-to-reach
categories of particular interest (e.g., tribal members) were considered first for individual interviews to
ensure sufficient depth of input.

We interviewed four individuals from tribal lands, with an additional American Indian participating in

one focus group.

In Miami, we deliberately recruited a mixture of ESL (English as a second language) and English/Spanish
bilingual participants, with the goal of gathering perspectives from Spanish-speaking populations.

We developed and tested three design concepts — we refer to these as “Community,” “Official,” and
“Patriotic” themes — in addition to the existing package, which we also tested as an experimental

control.
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ACS Mailing Sequence: Elements in Existing and Alternative Concepts
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We asked participants to provide input on the design, messaging, and layout of each variation. The
different design concepts were presented to participants in a counterbalanced order to avoid potential
order effects. At each stage in the mailing sequence we asked participants to rank the concepts in order
from most to least effective (1 to 4) at bringing them to notice, open, or respond to the package. We
also gathered rankings for the concepts as a whole.
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Individual interviews mimicked the structure of the focus groups, but had a more granular focus. In
addition, the facilitator showed interviewees an alternative “B” version of one mailing package concept
(the Community theme), which differed only in the visual prominence given to “American Community
Survey.” The facilitator probed to determine whether participants had different reactions to the version
that did not prominently display the ACS name.

In Miami (where all participants were bilingual English/Spanish speakers), participants were also asked
to consider the packages from the imagined perspective of a recipient who did not speak English.

Key Finding and Implications

The existing ACS package was seen as most effective

Among the design alternatives, participants most frequently cited the existing design (“Control”) as
being the most effective at bringing them to take note of or open the mailing package and respond to
the survey.

Overall Design Rankings

50

45—
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=
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3
z

10 T ] — — —
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5
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Rank
Participants found that compared with some of the more colorful, image-rich, or “friendly” designs of
the alternative packages, the Control package — with its straightforward design, typeface, and
production quality — was more like what they would expect to receive from the government and was
therefore more important, more credible, and less likely to be an advertisement or a solicitation. They
frequently associated the simplicity of this design with something they might receive from other
governmental agencies — the IRS and state DMVs were common points of reference.

“The blank and dull one looks like other mail that’s important. If it says it’s from the government,
usually that will get your attention.” — Participant, Miami

The U.S. Department of Commerce seal featured in Control package was a strong signifier to participants
that the mailing was “official,” sent by the government, and therefore to be taken seriously. Participants
frequently said that these elements were “the first thing they saw” when perusing the packets. This is
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interesting in light of Refinement survey findings that saw a relatively low public favorability for the
Commerce Department. However, it was not clear that the content of the seal — including the name of
the originating agency — had this effect so much as the visual presence of the seal itself. In this case, the
use of a government seal — any seal — may have been more responsible for this positive effect than the
appearance of the Commerce seal, specifically.

“It’s simple, it’s to the point... It looks like my government is trying to save money and | like that,
because it’s my tax dollars.” — Participant, Phoenix

One participant had the interesting perspective that, while we may associate the existing design with
what the government is, some of the more colorful designs give a sense of what we would like the
government to be.

Despite the preference of many participants for the existing package, others felt the design to be dated
(“like something from the ‘80s”), text-heavy, and poorly presented.

Interestingly, some participants more readily “saw” things in the alternative designs than in the existing
package — including the response URL, Spanish-language directions, the “required by law” notice, and
reasons for completing the survey — even though they featured much the same content.

Some participants also said they would be less likely to remember prior mailings from the relatively
“unbranded” existing package compared with the more memorable, more distinctively “branded”
alternatives.

The first priority of a successful ACS mailing package should be that it looks official, legitimate, and
important. While the existing ACS package is successful on many of these fronts, there are significant
opportunities to make a future design appear more modern and better organized by applying best
practices of graphic design. A successful package will use color and visual emphases to clearly call out
proven messages, establish graphic hierarchies of important elements, and better help the respondent
visually navigate the package.

Consider a hybrid of effective design elements

We observed a fairly stark division between types of individuals who preferred the colorful, more
“designed” alternative packages and those who preferred the minimal, official-looking design of the
existing package.
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Ranking Scores Across Mailing Sequence
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The graph above charts a composite of participants’ rankings of the concepts across the different phases
of the mailing sequence, with four points awarded for each first choice, down to one point for each last
(fourth) choice.?

One interesting phenomenon we observed was a progressive movement away from the more colorful or
inviting options at the beginning of the sequence toward the more simple and stern designs (primarily
the Control) by the end of the sequence. There was a strong sense among many participants that the
mailings should intensify in urgency and take a “no nonsense” approach by the end of the sequence.

Several participants noted that the more “designed” versions “catch the eye” but seem less important.
Some participants thought that the more colorful versions invited a more “leisurely” response.

“First | liked the colorful ones because they were inviting you to go online. But now it’s a little
more serious.” — Participant, Miami

Interestingly, despite the low performance of the Official theme overall, there was significant interest in
the perforated, tear-open design of that theme’s additional postcard. Frequently, individuals who
generally preferred the existing package switched to preferring the Official design at this stage.

While the Control was the clear winner, based on positive responses to certain elements of other
designs, it is clear that the existing package presents a number of areas for improvement. There are also
significant opportunities to pull strengths from different pieces across themes to ultimately develop a
compelling “hybrid” package. A successful package will strike a balance between conveying that the
mailing is official and important while also being inviting and eye-catching enough to provoke

? The scale of this chart is truncated for visual clarity. The y-axis scale begins at 60 points.
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respondents to notice, open, and complete the survey. It may also be valuable to progressively increase
the appearance of gravity and urgency throughout the sequence.

Effective tactics to consider include using visual hierarchies to call out important messages,
demonstrating local community benefits more clearly, rethinking the design of reminder postcards,
incorporating “Keep this card” messaging, developing more engaging and streamlined brochures, and
using alternative color schemes.

“American Community Survey” doesn’t register

Remarkably, even by the end of long conversations about the mail pieces, a majority of participants had
never referred to the American Community Survey by name. Moreover, numerous participants
appeared to have ended the sessions without a clear sense of what exactly they had been discussing:
Many confused the survey with the decennial census (explaining it as “a count of the population”) or
referred to it merely as “a census survey.”

“l wouldn’t even consider the idea that the survey has a name. | just assumed it was the census.”
— Participant, Miami

When facilitators explicitly asked about alternate (“A/B”) versions of the Community package (one with
and one without an ACS “logo” alongside the Census Bureau logo) participants typically felt either that
the ACS identifier was “nice to have” but not essential to their understanding of the package or that it
actually detracted from the design. (By contrast, participants almost invariably noticed the Census logo
and, on the existing package, the U.S. Department of Commerce seal.)

Much of the indifference to the ACS label may have stemmed from the fact that participants had little
prior awareness of the survey relative to their strong awareness of the decennial census.

Several comments are telling:
= | don’t even think they need “American Community Survey.” It looks more official with just
“Census.”

= [The ACS logo] doesn’t hurt, but it doesn’t add a lot of value.

= [’d prefer it without it. | know what the census is. | see there’s a survey inside. The American
Community Survey doesn’t ring any bells for me.

= |fyou don’t have that “Census” on there, it just feels like a survey that comes in the mail.
= [fit’s coming from “American Community Survey,” | might not fill that out.

= [Removing the ACS logo] takes the marketing out of it.

Some participants felt that the word “survey” in “American Community Survey” made it seem as if their
response was optional or voluntary, in contrast with their understanding that responding to the survey
is required by law.

All of this said, for some participants, the ACS designation usefully conveyed that the survey in fact deals
with local issues — that “this is about your community.”
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Counter to an initial hypothesis stemming from our prior research studies, simply placing the ACS and
Census logos in close proximity on the alternative designs did not seem to be enough to bring
participants to clearly associate ACS with Census or for ACS to inherit the “glow” of the Census brand.
Considering also the frequent confusion of the ACS with the decennial census, alternatives for future
testing may be to further downplay or even eliminate the ACS designation in favor of Census branding or
else more explicitly and more prominently articulate the relationship between ACS and the decennial
census.

Punitive messages resonate more than altruistic messages

A more punitive, “stick” approach to messaging resonated foremost with participants. However, more
altruistic “carrot” messages — especially those about local community benefits — were an effective
complement and offered participants a reason to want to complete the survey.

“I want to do it more so than just filling it out because of the railroads or because of the
buildings.... | just don’t want to be in trouble.” — Participant, Chicago

Stern or punitive messages — in particular, “Your response is required by law” — were widely cited as
being the most effective at getting potential respondents to notice, open, and respond to the mailings
(Cf. Schwede, 2008). As one participant said, “If it's not required by law, it’s not going to happen.”

Interestingly, we found these messages to be a strong motivator both for individuals who preferred the
more colorful designs and for those who preferred the existing version, and also for both those who said
they would fill out the survey willingly and those who said they would do it only because they were
required to.

Moreover, we saw little resistance to the idea of more and earlier legal warnings, including the threat of
a fine. Frequently, participants — even more clearly cynical individuals — volunteered that strongly
worded warnings should be conveyed early and often if the Census Bureau expects people to respond in
a timely manner.

Secondary motivators to respond to the package were the “incentive” messages — primarily those
having to do with community benefit, including the frequently cited improvements to roads, schools,
and hospitals. Participants felt that by understanding how their responses would be used and how the
survey would benefit their communities, they would be more inclined to respond. As one participant
said, “I would answer if | knew it affects me.”

Some participants saw in these messages a compelling reason to want to complete the survey, rather
than to have to complete it. In general, knowing why they should respond inclined participants more
positively to the survey than simply knowing that they must respond.

As could be expected, there were a few individuals who bristled at the mandatory nature of the survey.
Still, given our experience of past research into ACS messaging, in particular with individuals who were
admittedly distrustful of the government, we were somewhat surprised that so many participants
accepted, and even welcomed, these stern notices.
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It will likely be beneficial to retain and even accentuate stern messages such as “Your response is
required by law” on the ACS mailing package. Moreover, to promote earlier response, it may be valuable
to introduce stern messages earlier and more frequently in the ACS mailing sequence. To maximize
effect, consider combining stern messages with positive messages about community benefits.

Less is more

Some participants felt strongly that the envelopes and overall mailing sequence contained too many
pieces, creating unnecessary clutter and wasting paper. Similarly, many felt that certain individual pieces
contained too much information and were too wordy or “busy.” Participants frequently volunteered the
idea that “less is more.”

Many participants confessed that clutter is a “turn-off” for wanting to complete the survey. Some
suggested that if respondents were too overwhelmed by the materials, they would just throw them out
and give up.

“When you have more pieces, you have more junk, and you’re probably going to throw away
something you need.” — Participant, Phoenix

Several participants said they would expect that all of the information contained in the paper mailings
would appear online as well, leading them to consider much of the paper unnecessary.

Some felt that certain pieces were redundant (for example, the Internet invitation letter and instruction
card) and could be eliminated or combined.

“Four documents telling me to do the same thing? I’'m going to get frustrated.”
— Participant, Phoenix

Many participants viewed the multilingual brochures, in particular, as superfluous. In practice,
participants may have glanced at or opened the brochures, but rarely spent time reading through them.
They felt that between the letter and instruction card, they had sufficient information to do what they
were being asked to do.

A streamlined package could be more effective at encouraging recipients to self-respond. For example, a
combined FAQ/multilingual brochure/instructional pamphlet (rather than multiple separate pieces) may
be all that recipients need or want. It will be valuable to think through what information is online and
what is not, and retain only the most essential information in the paper mailings.

Be deadline-oriented

Several participants volunteered that a stated deadline or due date would be a strong motivator for
them to respond in a timely fashion, especially when coupled with the “required by law” notice. Some
participants suggested using specific dates (e.g., “due by June 4”) or timeframes (“two weeks from
now”). In addition, several participants responded positively to “Respond now,” “Now is the time to
respond,” and similar urgent or deadline-oriented messages.
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We recognize that the idea of adding a self-response deadline is a matter given close consideration in
past Census Bureau research and that there are numerous difficulties in operationalizing a deadline
given the rolling schedule of survey dissemination. Nonetheless, the benefits of including some form of
deadline — or even the appearance of a deadline — may merit further deliberation.

Online Visual Testing

Full report available at:
http://www.census.qov/acs/www/Downloads/library/2014/2014 Hagedorn 04.pdf

Description of Research

The Online Visual Testing study used interactive, computer-based tools to gather input toward refining
and improving the visual design and messaging of the ACS mail package. This survey of n=2,010 U.S.
adults who generally handle the mail for their households explored Team Reingold’s three proposed
alternative mail package designs (“Community,” “Official,” and “Patriotic”) as well as the current ACS
mail package as a control condition.

Four Mail Package Designs
“Official” “Community”

United States

Census

i
0
it

4
!l-.

OPEN IMMEDIATELY

"YOUR RESPONSE IS
| REQUIRED BY LAW |

“Patriotic”

céngis

YOUR RESPONSE IS
REQUIRED BY LAW

The Online Visual Testing study had two goals: to identify ways to improve individual mail pieces
(though elements such as design, layout, and messaging) and to compare across the current mail
package and the three alternative mail package concepts to see if certain designs are more effective at
conveying information and encouraging responses.

Participants were sampled from an online panel that closely resemble the U.S. population using an

address-based recruitment approach. The panel vendor provided Internet access to recruited
households that did not have it.
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The Online Visual Testing design was monadic: Any given respondent saw just one of the four designs.
Each of the four test cells had roughly identical demographic characteristics (gender, age, and
race/ethnicity).

Participants self-administered the survey through an online portal on their computers. Respondents
went through a series of online exercises that follow the progression of mail items in the ACS mail
package. We tested a selection, though not all, of the items in the mail package.

As part of the survey, participants completed a series of exercises that tested various pieces of the ACS
mail package:

1. Mail Stack Exercise: This exercise presented participants with an interactive simulation asking
them to sort a collection of mail including the pre-notice envelope, the Internet invitation
envelope, or the reminder postcard. Participants also saw six pieces of non-Census Bureau mail
including a mix of simulated bills, letters, and advertisements that are representative of the mail
a typical household receives. The order of the mail pieces was randomized.

Participants viewed the mail pieces on their screen and flipped over mail item by clicking the
button to reveal the reverse side. Participants were able sort designs into either to “save and
read” or “trash” categories. A series of follow-up questions provided insights surrounding
participants’ recall and retention of aspects of ACS packaging.

2. Image Click Analyzer: This exercise asked respondents to click on the areas of designs that
caught their attention, illustrating the visual hierarchy of various layouts and mapping the flow
of the design. It identified where respondents’ eyes were drawn when they looked at the
designs — whether to logos, headings, bolded words, etc. Respondents used image click
analyzer tools a total of four times on several pieces of mail.

3. Message Highlighting: This exercise asked respondents to highlight words and phrases that they
found compelling within written text, rather than focusing on visual design elements.

Participants first saw text of the pre-notice letter and then the Internet invitation letter.

lllustration of the Three Visual Testing Exercises

Mail stack exercise Image click analyzer Message highlighting

& —

e———-» e———»

The mail stack exercise uses a “click-

and-drag” system to simulate letter
sorting.

Image click analyzer asks respondents to
click on parts of the image that draw
their attention.

Message highlighting helps identify the
words, phrases, and sentences that are
most compelling.
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4. Closing perception questions: These questions gauged participants’ perceptions of the range of
pieces they saw during the survey. Findings from these closing questions helped identify the
perceived “tone” of particular packages by assessing how well respondents felt certain
descriptive terms applied to the designs they reviewed. We also asked participants to assess
how likely they would be to participate in the ACS if they received these mailings at their home,
and what they perceived the purpose of the ACS to be.

Key Findings and Implications

Visual design elements can have a significant impact on how individuals interact with and remember
mail items

The Online Visual Testing study found opportunities to make the ACS mail package seem more eye-
catching, important, and authoritative to households.

After viewing the Internet invitation envelopes, for example, respondents who saw the Official design
were 2.8 times more likely to say the envelope was “urgent” than those who saw the Control. They were

also more likely to agree it was “important” and “attention-grabbing.”

Please indicate how much you believe the following words apply to the envelope you

0% just viewed.
? 65%

60%
> 50%
2 -
< m Official
g 40% .
S Community
(%] . o
% 30% M Patriotic
_<°- m Control
X 20%

10%

0%

Important Attention-grabbing Urgent Easy-to-understand

The front of the Official Internet invitation envelope was also the top performer in the Mail Sort
Exercise, with nineteen in twenty (95%) mail-handling adults indicating they would “Save and Read
Later.”

We attribute this strong performance to the high-contrast “Open Immediately” callout box on the front

of the envelope, the prominent use of the Census Bureau logo and governmental-looking Commerce
Department logo, and the overall “Spartan” aesthetic.
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Official Internet Invitation Envelope (A1/C1)

YOUR RESPONSE IS
REQUIRED BY LAW

OPEN IMMEDIATELY

Control Internet Invitation Envelope (A1/C1)

U3, DEPAKTMENT OF COMMERGE
Legmamics and Sty Admmiesicn

The Amecican Community Survey
Form Enciosed
YOUR RESPONSE IS
REQUIRED BY LAW

A 400 CowcRTINTY VTR

We saw similar results when respondents were asked to evaluate the full suite of materials. The
following table displays the percentage of respondents that indicated a given adjective applied
completely to the series they had just reviewed. Again, the Official design conveys a strong sense of

importance and urgency.

Descriptive Terms

% selected “Applies completely”

(+/- compared to Control package)

Official \ Community Patriotic Control
. 64 26 62 >8
Official 60 (+6) (-2) (+4) (n/a)
Important 53 (jg*) (ig) (+ig*) (:/t\)
Easy-to-understand 50 (i;) (11(5;) (icl)) (:/il)
Attention-grabbing a7 (Jjg*) (iz) (+i2*) (:/93)
Urgent 41 (Jjgzg*) (32) (:182*) (:Z\)
Trustworthy 36 (ii) (ii) (ii) (r13/5a)
Informative 32 (ig) (32) (+375*) (nz/i\)

*Indicates statistically significant difference with family-wise correction for multiple comparisons (p<.05)

The U.S. Census Bureau logo should feature prominently on appropriate mail items
The Census Bureau logo is a powerful tool for recognition. In the Image Click Exercise, the Census
Bureau logo received the majority of initial clicks in virtually every click test heat map.
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Example “heat map” from Image Click Analyzer
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In the Mail Sort Exercise, for example, we found that the pre-notice envelopes with the Census Bureau
logo in the top-left corner had a statistically significantly higher proportion select “Save and Read Later”
than the Control with a text-only “U.S. DEPARTMENT OF COMMERCE” header.

There was not a statistically significant difference between the three alternative pre-notice letter
designs in terms of “Save and Read Later” (p>.40). This suggests that the Census Bureau logo is the
driving factor for the differences observed between the alternative mail packages and the control. This
reinforces previous survey findings that the Census Bureau is an exceptionally well-known and respected
organization to the public (Hagedorn & Green, 2014).

Alternative Designs Control

Alternative Designs: 92% Control: 87%
select “Save and Read” select “Save and Read” (p<.05)
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Based on open-ended recall questions following the Mail Sort Exercise, participants were less likely to
recognize that the pre-notice envelope, Internet invitation envelope, and reminder postcard as coming
from the U.S. Census Bureau. Respondents who saw designs with prominent Census Bureau logos were
27 percentage points more likely to specifically mention the “census” when asked what they
remembered seeing in the mail sort exercise.

What kind of mail items do you remember seeing in the mail sort exercise?
(Coded open-ended responses, selected responses)

B Mentioned Census specifically Mentioned government/official (no mention of Census)
75% - 68% 69%

65%
50%
25%
0%
Official Community Patriotic Control
Mail Package

Those who saw the Control design, which uses the Census Bureau logo less prominently, were much
more likely to mention the mail as coming from the Commerce Department (29%) than the those who
saw the alternative designs (1% or less) in open-ended responses. As noted in previous studies, the
Census Bureau has significantly higher favorability than the Commerce Department or the federal
government as a whole.

Key messages should be emphasized using callout boxes, line spacing, and bolded text
Elements like Web addresses, telephone numbers, and text that were enhanced using graphic design

techniques received more attention.

Patriotic Internet Invitation Letter (A3) Control Internet Invitation Letter (A3)

Census
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For example, the Patriotic Internet invitation used a blue accent box to call out the Web address to
complete the survey: This item was clicked earlier and more frequently in the Image Click Analyzer
Exercise as compared to the same content when featured less prominently in other mail designs,
including the Control.

“Your response is required by law” attracts more attention than any other message

For envelopes, letters, instruction cards, and reminder notices, the “mandatory” messaging clearly
caught participants’ attention. For example, nine in ten respondents highlighted the words “required by
law” in the Official pre-notice letter, which was more than three times greater than the next most
identified words.

Message Highlighting: Official Pre-Notice Letter

U.S. DEPARTMENT OF COMMERCE

Economics and Statistics Administration
U.S. Census Bureau

National Processing Center
1501 Eaxt 10th Straer)eersomuils IH 47132-0001
An important message from the Director, U.S. Census Bureau:

Your address has been randomly chosen to complete the American Community Survey. The Census Bureau conducts this
survey each month to give our country an up-to-date picture of how we live-- our education, employment, housing, and more.

Using the enclosed Internetinstruction card, please complete the survey
online as soon as possible at: https://respond.census.gov/acs

Communities use infermation from this survey to decide where important services are needed, including things like:
= Reducing traffic congestion
= Providing job-training programs
= Building schools and hospitals

If you are unable to complete the survey online, thers is no need to contact us. We will send you a paper questionnaire in a few waeks.
Yourresponseisrequi red by |aw e s vs co, ssons 62 ane 1530
As a representative member of y ty. you will be asked to provide information about your househeld that is critical to meeting needs |

Qur communil
area. Because you'll be speaking on beha \f of your re\ ghbors and other members of your community, wur respense is critical to our ability to collect a::urale dala‘

Your responses will be kept completely confidential. sy mee 1, us. oo,
Section 9), the Census Bursau cannct publish or releass information that wiould identify you or your household.

ombine your answers with information that you gave to other agencies to enhance the statistical use of these data. This information will be given
the same protections as your survey respenses. Basad on the answers you provide, you may be asked to participste in other Census Bureau surveys that
are voluntary.

If you need help completing the survey or have questions, please call 1-800-354-7271.

Thank you in advance far your prampt respanse.

Sincerely, John H. Thompson Director, U.S. Census Buresu

These test results strongly support continued use and further exploration of mandatory message
language on envelopes and letters.

Avoid a commercial “marketing” aesthetic

In the Mail Sort Exercise, nearly one in three (31%) of respondents who initially saw the back of the
Patriotic reminder postcard (which featured a prominent Lincoln Memorial image) indicated that they
would sort the postcard into the “Trash.” Similarly, the respondents discarded the vast majority of the
advertising pieces in the “clutter reel” (department store ad: 80% “Trash,” dental insurance ad: 87%
“Trash,” car ad: 95% “Trash”). This suggests that upon first glance, this particular design does not appear
“formal” enough to be recognized as a legitimate government notification or communication.
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Mail Sort: Reminder Postcard (B1)
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Kl - — 11T 1T —— Among those who saw the back first:
S EEEES 84% 17%
F B selected flipped over mail item to
“Save and Read Later” view front side
Among those who saw the front first:
Cangi CERss 90% 13%
- ey s e e selected flipped over mail item to
= UBULL RN “Save and Read Later” view back side
£ s Among those who saw the back first:
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O |F B selected flipped over mail item to
“Save and Read Later” view front side
Among those who saw the front first:
Censtis * S 91% 9%
i ,9 selected flipped over mail item to
.g ot A YOUR RESPONE 5 REGUIRED Y AN : u" “Save and Read Later” view back side
-8 LT >7 Among those who saw the back first:
b 69% 14%
F selected flipped over mail item to
“Save and Read Later” view front side
Among those who saw the front first
91% 19%
selected flipped over mail item to
5 “Save and Read Later” view back side
E Among those who saw the back first:
8 77% 10%
F B selected flipped over mail item to
“Save and Read Later” view front side

The Census Bureau should be mindful of this threshold for a “commercia

IM

appearance when designing

further testing. On the other hand, designs that are formal yet evocative may be a catalyst for drawing
respondents into the ACS material. This is demonstrated by the Patriotic design’s use of color, a flag

motif, and American landmarks.
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KEY CONSIDERATIONS FOR ACS MAIL PACKAGE FIELD TESTING

Building on Team Reingold’s research, ACSO plans to conduct field testing with alternative mail
packages. Only real-world experiments can definitively identify which modifications improve self-
response rates.

Greater participation in the self-response phases can result in significant cost efficiencies by reducing
the number of telephone and in-person follow-up contacts necessary to preserve the ACS’ high-quality
data. In addition, fewer non-response follow-up activities can reduce the number of burdensome
personal contacts from Census Bureau representatives for the public at large.

Recommended Experimental Dimensions for ACS Field Testing

Based on our research findings and discussions about the ACS mail package, in the table below we
identify five changes to the ACS mail process that could have a sizeable impact on self-response rates.
We also include broad assessments about the opportunity for cost savings (if the hypothesis is validated
by testing). A “High” opportunity indicates the possibility of a significant change in response rates (>5%),
whereas a “Low” opportunity indicates the possibility of a smaller change (<2%). We also include an
assessment of how likely the hypothesis will be validated by testing. As real-world testing of these
elements has not yet been conducted, these assessments are speculative and subject to interpretation.

Opportunity Likelihood
# Priority Dimensions for Testing for savings of success

1 Pursue visual design changes through alternative mail package designs

We propose to move forward with two alternative designs (“Official” and

“Blended” concepts) that include prominent use of the Census Bureau logo,

changes to the return address, and enhancements to the text of letters Medium /
including callout boxes, bolding, and other visual devices. Based on the High High
Online Visual Testing results, we found these alternative designs were seen

as more “urgent,” “attention-grabbing,” and “important,” suggesting that

they present an opportunity for significant improvement in ACS response

rates.

2 Add deadline-oriented messaging to mailing envelopes

We recommend testing versions of the envelopes, letters, and mail pieces
that include instructions to “open immediately,” and respond “now.” For
comparison purposes, we recommend a control package that retains the
current language.

Medium High

3 Eliminate the pre-notice mailing in favor of an added actionable contact

We recommend that the Census Bureau test eliminating the pre-notice

mailing in favor of adding an “actionable” contact that allows recipients to

respond to the survey online. Cutting the pre-notice is also one of Don Medium High
Dillman’s core recommendations. We believe cost savings would be likely to

materialize from using an alternative contact to direct recipients to the online

response portal: Even as the paper survey response invitations are mailed,

online responses are still being completed at about 0.5% of initial eligible
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households per day. If the Census Bureau could gather just those online
responses earlier, then those households could be skipped with the bulkier
mail response packages.

4 Test additional mailing pieces

We recommend testing whether or not a further mailing, such as an
additional reminder card, can prompt enough additional self-responses to
justify the additional mailing. Consider testing this piece in the Internet
response phase and/or at the end of the current mailing sequence. In 2011,
the Census Bureau found it was cost effective to send an additional reminder
postcard to households that could not be reached by CAPI operations. Our
goal would be to send additional reminder cards until we reach the point of
diminishing returns. Based on the ACS studies we have reviewed, the Census
Bureau has not conducted testing to determine the saturation point where
further mailings are not productive.

5 Further tailor materials for non-English speaking populations

Use alternative or additional mailings for households in areas that meet
certain criteria (i.e., in tracts with linguistically isolated communities). These
communities could be identified using ACS population estimates. Team
Reingold proposes, in particular, to send an additional English-Spanish
bilingual reminder postcard to appropriate target communities.

Medium

May vary;
more
analysis
necessary

Other testing approaches we considered, but do not find as promising, include the following:

# Secondary Considerations for Testing
1 Separately test each specific change in the visual design

We could test each element of the visual design that was changed in the
Official or Blended design (i.e. separately testing the logos, or the changes
to return address, or the Americana footer). However, this will add
significant complexity to the test and greatly increase the number of
households that have to be included in the mail test. The differences from
any one change could be quite small, so the testing may not be able to
detect differences.

2 Separately test each mail piece that has been revised

Similar to #1, we could test each mail item independent of theme—for
example, a test condition that includes every element of the “Control”
package along with a pre-notice letter from a different package. Another
package could change one other letter or any combination of changes. This
approach would quickly add many test conditions to the experiment, and
greatly increase the complexity and number of households included.
Furthermore, it could confuse participants who see a mix of visual
branding.
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3 Change timings of mailings

The current mail schedule is spaced out over several weeks. It’s possible
that participants forget receiving information between mail cycles—
therefore a more condensed mailing schedule would have an increased
impact on response. For example, mail items could be sent so that they
arrive at households on consecutive days. However, this would create
logistical challenges as the delays between mail items are necessary to
remove households that have completed their ACS response forms from
the mailing universe.

4 Remove disclaimer language in the pre-notice letter

In July 2014, prior to online visual testing, the Census Bureau requested
that updated designs include the following language, “We may combine
your answers with information that you gave to other agencies to enhance
the statistical uses of these data. This information will be given the same
protection as your survey response. Based on the information that you
provide, you may be asked to participate in other Census Bureau surveys
that are voluntary.” Some participants may find this language vague,
unnerving, or confusing. As a result, they may choose not to participate in
the survey—or delay beginning the response. The Census Bureau could
conduct testing to mitigate this risk—such as moving the disclaimer
language to the FAQ document, or removing it entirely to measure the
impact on response rates.

5 Add additional ACS branding to mail package.

We could test whether adding additional references to the American
Community Survey, such as a logo above the return address, would
increase response. Based on our findings from the Refinement messaging
study, we do not believe there is significant brand recognition of the ACS
that could drive a significant change in response rates.

Sequential Field Testing to Focus Experimental Dimensions

As the number of test conditions increases, the test becomes larger and more complex. Adding

Low-
Medium

Low-
Medium

Low

Low

High

Low

additional panels increases the number of households that must participate in the test — both from
larger numbers of test cells and from larger numbers of cases in each test cell to maintain the same
precision over multiple comparisons. As such, we likely cannot test all the hypotheses in a single field
test. To manage the size and complexity of any one round of field testing, the variations can be divided

into several rounds of sequential testing.

For example, the first round of field testing could explore variations in visual design and deadline

messaging, and subsequent rounds could look at additional reminder cards and a non-English outreach

program for selected areas.

It will be important to prioritize and streamline, where possible, the hypotheses and independent

variables in ACS field testing.
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Sampling and Design

Field testing for the ACS will use production sample from 2015. A selection of households will be
randomly selected to receive a variation on the mail package (specific number and types of variations
will depend on the hypothesis we are testing). Because previous research around self-response rates
and mail packages have found effect sizes between 0% and 11% (see Dillman, July 2014), we know that
any definitive field test will require a substantial number of households to draw statistically significant
conclusions (likely between 5,000-20,000 households per test cell, depending on the specifics of the
test).

Sample stratification

In ACS field testing, we recommend including addresses from both high- and low-response areas in all
mail treatment panels. The 2014 decennial field test stratified test cells into high- and low- response
areas.

Some treatments may be more effective with high-response areas or low-response areas. For example,
a particular mail strategy may be particularly effective in high-response areas with “fence-sitters,”
people who do not have particularly strong views about whether to complete the survey or not, but just
need a reminder to participate. Alternatively, a mail strategy may be particularly effective with multi-
unit renters, who require very noticeable mail to hold their attention. In that case, the Census Bureau
could design a geo-targeted program—for example sending additional reminder postcards to in-sample
households in low response areas.

A sub-sample of households that do not respond is selected for computer-assisted personal interviews
(CAPI). The CAPI sampling rate can vary depending on the response rate for the area. In most areas,
33.3% of the remaining households are selected for CAPI interviewing. However, in low-response areas,
the number can increase to either 40% or 50%.

CAPI Sampling Rate Percent selected

Select addresses in Alaska or Hawaii, or areas with concentration

of American Indians, (see ACS Design Methodology for specific 100.0 %
definitions)
Other unmailable addresses 66.7 %

Mailable addresses in tracts with predicted levels of completed

0,
interviews prior to CAPI subsampling below 35% >0.0%
Mailable addresses in tracts with predicted levels of completed 40.0 %
interviews prior to CAPI subsampling between 35% and 51% -
Mailable addresses in other tracts (greater than 51%) 333%

Adapted from ACS Design Methodology, Table 4-4: CAPI Sampling Rates

This implies that the Census Bureau realizes greater cost savings from an incremental increase in low-
response areas than from the same increase in high-response areas. For example, having a mailing flight
that increases the self-response rate by one individual reduces the number of CAPI-eligible households
by 0.5 in a high response area (typical self-response rate above 51%), but it only reduces the number of
CAPI-eligible households by 0.33 in a low-response area (typical self-response rate below 35%). It may
be even more difficult to complete a CAPI interview in a low-response area than high-response area,
resulting in even greater cost differences.
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As the Census Bureau designs the ACS mail test, we recommend stratifying the mail test into high- and
low- response areas. The research team can then oversample low-response areas relative to their
portion in the population. For example, one half of test addresses could be sampled from the lowest
quarter of self-response rates. This will provide more precise measures of what works in low-response
areas.

We would exclude unmailable addresses and group quarters from the ACS mail test. Similarly, we would
consider whether it is practical to include areas in Alaska, Hawaii, and concentrated American Indian
areas, as unanticipated declines in response rates could result in very expensive additional CAPI
interviews.

Evaluation

The primary measure of a successful mail package is that it increases the self-response rate over a
control that receives the current package. We anticipate that it will be useful to conduct this analysis for
both households in high- and low-response areas. Because several of the mail packages we have
designed include multiple mail pieces that are different from the control, we recommend assessing the
differences in response rates in several phases, such as weekly:

Self-response rate (online and by mail combined)

Example Week 1 Week 2 Week 3 Week 4 Week 5 Week 6

(Day 7) (Day 14) (Day 21) (Day 28) (Day 35) (Day 42)
Mail Condition A 16% 23% 26% 38% 44% 50%
Mail Condition B 44% 20% 28% 40% 44% 46%
Control 12% 18% 21% 34% 39% 43%

Additional Census Bureau analysis can examine error rates, imputation rates, and other measures of
data quality (see Horwitz et. al. [2012]. “Use of Paradata to Assess the Quality and Functionality of the
American Community Survey Internet Instrument”).

Proposed Alternative Mail Package Designs for Use in Field Testing

A 2011 follow-up study indicates that the top two reasons given by non-response households for why
they did not respond to the ACS were (1) they did not recall receiving any ACS mail, and (2) they did not
open the envelopes. This represents just over half (56%) of non-response households (Nichols, 2012).

On that basis, the Team Reingold created alternative mail designs using visual design principles aimed to
attract and hold attention. The Online Visual Testing suggests that the Official and Patriotic designs
succeed in looking more “urgent,” “attention-grabbing,” and “important.”

Based on our research to date, Team Reingold proposes to move forward with two alternative designs
(referred to as “Official” and “Blended” concepts) for field testing, in addition to the current ACS design
as a control. We arrived at these concepts through multiple rounds of revision reflecting learnings from
successive research studies, including mail package focus groups and online visual testing of design
concepts.
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Our proposed “Official” design builds on successful elements of the existing ACS mail package, and
introduces improvements to visual design and messaging suggested by our research. In our final
research study, the online visual testing survey, we found that this design concept outperformed all
other designs tested, including the Control, on several criteria.

Our second proposed design represents a “blended” approach, incorporating successful elements from
the Official concept with the more evocative visual aesthetic of our earlier “Patriotic” design theme.
While the Official version outperformed Patriotic overall in the last round of testing, we would propose
testing some elements of Patriotic that seemed to perform well. The goal with this mailing series is to
deliver some straightforward and simple pieces interspersed with more designed elements. We would
like to determine whether some recipients who would overlook a straightforward, minimal-looking
package would be drawn to a more eye-catching, evocative design. This quasi-Patriotic blend is intended
to cater to diverse tastes. It is also designed to appear progressively governmental and “severe” as the
mail sequence goes on: it begins with a brighter, friendlier look, and becomes increasingly stern and
“governmental” by the time of the final mailing.

Proposed Adjustments to the ACS Mail Sequence
In field testing these alternative concepts, Team Reingold proposes to make some adjustments to the
role of certain pieces within the existing mail sequence.

Team Reingold
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Proposed Adjustments to the Existing ACS Mail Process

® © ®© ®

Telephone
) » Contact (CATI) s
Internet  Reminder |  Reminder Paper . 2nd Reminder Personal
Invitation letter Postcard Questionnaire Postcard Visit (CAPI)
Additional ul
Postcard
¥ Al Envelope  + Reml. Envelope v 81 Perforated  « (1. Envelope ¥ D1 Two-sided + E1. Two-sided
¥ Al Instruction ~ Rem?i. Letter bilingual v (2. Instruction card postcard postcard
card ¥ Rem3. Muld postcard (choica)
¥ A3 Letter lingual buck slip 3. Paper survey

+ A4 Mult
lingual brochure

C4. FAQ brochure
C5. Return envelope
Ch. Choice letter

€ o4 % W

Suggested revisions include:

= Eliminate the pre-notice mailing in favor of an actionable reminder letter
We believe the pre-notice contact represents a missed opportunity as it does not enable
recipients to respond to the survey. In our tests, some participants objected to “a mailing telling
me to look out for a mailing that tells me to go online” as a waste of their time and of taxpayers’
money. Don Dillman also strongly advocates removing this mailing. To preserve the current
number of respondent contacts, we follow Dillman in suggesting — in place of the pre-notice
mailing — a sealed reminder letter featuring the response URL to be sent following the Internet
invitation mailing (which would now be the first mailing in the sequence). The advantage of
sending a sealed-letter mailing at this stage is that it can provide explicit instructions about
inputting the user ID at the response URL.

= Send a sealed, perforated reminder postcard in place of the first reminder postcard
In mail package focus groups and interviews, one of the highest-scoring pieces we tested was a
sealed, perforated postcard (See item B1, Appendix A). Advantages of this card include its
connotations with other important government-issued mail; a sealed format conveying
confidentiality and enabling more explicit instruction about inputting the user ID at the response
URL; and a bi-fold format providing added space to include foreign-language text. Based on the
effectiveness of this piece in testing, we propose to send it to all respondents as an initial
reminder postcard preceding distribution of the paper questionnaire mailing. Potential added
costs of producing a more complex piece should be weighed against its potential to increase
early response rates. This piece can also be customized with Spanish or other foreign-language
text for distribution in communities known to have sizable populations of non-English speakers.

= Eliminate the user guide and multilingual brochure in favor of integrated instructional
brochures
The current 16-page ACS user guide was largely found to be intimidating or unhelpful, and
contributed to a sense of “clutter” in the survey mailing. Similarly, while we recognize that the
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Census Bureau has conducted testing on the effectiveness of the current multilingual brochure,
most participants in our research who interacted with the brochure — including in our bi-lingual
focus group and interviews— found the piece unhelpful or the layout perplexing. Don Dillman
also recommends removing both of these pieces. In their place, we propose to 1) combine key
multilingual text with OMB-required language into an attractive, intuitive brochure for inclusion
in the Internet invitation mailing, and 2) incorporate the useful “Why do we ask these
guestions?” section of the user guide with elements of the existing ACS FAQ and multilingual
brochures into a comprehensive brochure for inclusion in the paper questionnaire mailing.
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APPENDIX A: MAIL PACKAGE DESIGNS

Current ACS Mailing Package
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Internet instruction card

Front
United States- q v g - AN ’ .
C = American Community Survey
US. Department of Commerce  Economics and Statistics Adenistration &
Go 10 https:/irespond.census /acs 10 c the American Community Survey online.

(Vea el otro lado
para espariol.)

IMPORTANT: You will need information from the address label on this card to log in. If you need help or have
questions about the American Community Survey, call the toll-free number 1-800-354-7271

Back

' ‘Altmeriéa;‘n Cor'nmunityy._:s-uy

US. Degartment of Commerca | EConomics 3nd SIistics Adevnistration

Vaya a https://respond.census.gov/acs para completar la Encuesta sobre la Comunidad Estadounidense por
Internet en esparol.

ATENCION: Necesitara informacién que aparece en la etiqueta en el otro lado de esta tarjeta para iniciar la sesién
Si usted necesita ayuda para llenar la encuesta o tiene preguntas acerca de la Encuesta sobre la Comunidad
Estadounidense, llame sin cargo al 1-877-833.5625.

See other side for English.
ACS-34 M {080872013)
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Internet invitation letter
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Outside spread
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Census
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Inside spread
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Reminder postcard

Front
u.s. DEPAET':;‘W OF COMMERCE p——
U.S. Census Bureau FIRST-CLASS MAL
1 E 1 POSTAGE & FEES PAD
121 E1 Street .5, Consus Bureay
Jattersonville IN 47132-0001 Peeit No. G-58

ACS-29{2017) (5-2012)

OFFICIAL BUSINESS
Penalty for Private Use

Back

f '\ UNITED STATES DEPARTMENT OF COMMERCE
ACS 20502013 1520120 N R e
% j Washington, DC 20233-0001
= OFFICE OF THE DIRECTOR

A message from the Director, U.S. Census Bureau ...
A few days ago, you should have received instructions for completing the
American Community Survey online. If you have already responded, thank

you. If you have not, please do so as soon as possible at
Census . If we do not receive your response, we

‘will mail you a paper questionnaire in a few weeks.

Local and national leaders use the information from this survey for planning
schools, hospitals, roads, and other community needs.

If you need help completing the survey or have gquestions, please call our
toll-free number (1-800-354-7271).

Thank you.
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Paper questionnaire

envelope

.
Ec

5. DIFﬂmIN‘l’ OF COMMERCE
enomics and Statatics Administration

U.8. CENSUS lmﬁm
1201 East 10th Strea
Jaflarsonilla 1N 7132.0001
OFFICIAL BUSINESS
Penalty for Frivate Use $300

ACSA8Z0NZ) 53017}

The American Community Survay

Form Enclosed

YOUR RESPONSE IS
REQUIRED BY LAW

Paper Questionnaire

13184014
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Instruction letter (choice)

f/ '\ UNITED STATES DEPARTMENT OF COMMERCE
i Economics and Statistics Administration
vt ml ot B ;| U.s.Census Bureau
BT # | wastingen, b6 202330001
=

OFFIGE OF THE DIRECTOR

‘A message from the Director, U.S. Census Bureau...

About two weeks ago, the U.S. Gensus Bureau sent instructions for completing the American
Community Survey to your address. We asked you to help us with this very important survey by
completing it online. But we have not received your response yet.

If you have already completed the survey, thank you very much. If you have not, please complete
the survey soon using ONE of the following two options.

Option 1: Go to https://respond.census.goviacs to complete the survey onfine.
Option 2: Fill out and mail back the enclosed questionnaire.

This survey is so important that a Gensus Bureau representative may attempt to contact you by
telephone or personal visit if we do not receive your response.

The information collected in this survey will help decide where new schools, hospitals, and fire
stations are needed. The information also is used to develop programs to reduce traffic
congestion, provide job training, and plan for the health care needs of the elderly.

The Census Bureau chose your address, not you personally, as part of a randomly selected
sample. You are required by U.S. law to respond fo this survey. The Census Bureau is required by
U, Taw fo keep your answers confdeniial. The enclosed brochure answers requertly asked
questions about the survey.

If you need help completing the survey, please use the enclosed guide or call our toll-free
number (1-800-354—7271).

Thank you.

Enclosures

census gov

Instruction card (choice)

l l Option 1 -Go to census.gov/acs 10 the survey online, IMPORTANT: You

Please choose ONLY one way to respond. If you need help or have questions about the American Community Survey,
call the toll-free number 1-800-354-7271.

ACSS4M (D4OAZ01Y)

United States”

Cens

US. Department of Commerce

Two Ways to Complete the American Community Survey:

Option 2 -~ Fill out the enclosed questionnaire and mail it back in the postage-paid envelope.

Front

u American Community Survey

Bureau

onomics and Statistics Admiistration

will need information from the address label on the enclosed questionnaire 1o log in

Viea e/ otro lado para espanol.

Team Reingold
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Hay dos maneras para completar la Encuesta sobre la Comunidad
Estadounidense:

| Opcién1-Vayaahttp census.gov/acs p la por Internet en
( voas | mAmﬂu:mmmummhmduemmum

para iniciar la sesion.

‘ES Opcién 2 - Liene y devuelva por correo el cuestionario adjunto en el sobre de envio incluido.

Por favor, escoja SOLAMENTE una manera de responder. Si usted necesila ayuda para llenar la encuesta o tiene
preguntas acerca de la Encuesta sobre la Comunidad Estadounidense, llame sin cargo al 1-877-833-5625.

See other side for English.

16-Page User Guide

CensiE

Your Guide for

American
Community
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Return Envelope

OFFICIAL BUSINESS.
Panalty for Private Usa $300

BIBS-AT(2014) (10-2013)

"N G sy
W MALLED
i ThiE
UNTED STATES
—
—
—
—
BUSINESS REPLY MAIL e
FIRST-CLASS MAIL  PERMIT NO. 16081  WASHINGTON DT ——
—_—
POSTAGE WILL BE PAID BY THE U.S. CENSUS BUREAU
DIRECTOR
US CENSUS BUREAU
PO BOX 5240
JEFFERSONVILLE IN 471995240
(s BT R BT T R R TR R}

2nd Reminder Postcard

Front
U.S. DEPARTMENT OF COMMERCE PRESORTED
U.S. Census Bureau Pl;alamss & FEEE“P.A_.ID
1201 E 10th Street U5, Cares Buras
Joflersonville IN 471320001 ot Ne. G-58

ACS-29({2013) (5-2012)

OFFICIAL BUSINESS
Penalty for Private Use $300

Back

ACH-29000) (83017 UNITED STATES DEPARTMENT OF COMMERCE
Bémireatration

/'\ Eeanamice and Statistics
4 é \ | US Consus Bureau
oc 1
/| oo ne cexeron

A message from the Director, U.S. Census Bureau . . .

wmmmuamm meu&camm

ncan wvyuow Intho'lmo to eomphl-lho
survey nyou have not alnm done so. Please complete the questionnaire
and retum &t now OR go to hitpsrespond census.goviacs 1o respond onlm

Your response to this survey is required by U.S. law. If you do not
respond, a Census Bureau interviewer may contact you to complete the survey.
Local and national leaders use the information from this survey for planning schools,
hospitals, roads, and other community needs.

If you need help completing the survey or have questions, please call our
toli-free number (1-800-354-7271).

Thank you.

Team Reingold
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Final reminder postcard
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Alternative Concept: “Official” Design

®  kem © ®© ©

Telephone
” Contact (CATI) |~
. Pa
Internet Reminder Reminder per 2nd Reminder
- - - Questionnaire P rd Personal
Invitation letter Postcard ostca u Visit [CAP1)
Additional ”
Postecard
¥ Al Envelope ¥ Reml. Envelope v B1. Perforated  + (1. Envelope v D1 Two-sided + E1. Two-sided
¥ A2, Instruction + Reml. Letter bilingual « 2. Instruction card postcard postecard
card ¥ Rem3. Multi- postcard {choice)
¥ A3, Letter lingual buck slip ¥ C3. Paper survey
¥ A4 Multi- ¥ C4.FAQ brochure
lingual brechure ¥ (5 Return envelope
¥ 6. Cholece letter

Note: Team Reingold has also provided Prenotice-stage materials for ACSO’s potential use in field
testing.

Prel_Pre-notice Envelope
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Pre2_Pre-notice Letter

&) censis

S, Cormat Bm
Washingon, OC 20233

ACS $99 959 09 01 111 4301 16
46000102000

TO THE RESIDENT OF:
Apt. 2, 2147 Montgomery Orive
Anytown, MO 03612-138)

John H. Thompson.

Inefowdey,

Federal, tribel, state,

& highways, hospitalh, and schools

Please look for this important Census Bureau survey in
the mail and complete it as soon as possible.

address,

Bylow,

wouid identify you o you househoid.

Metps:itwmw.consus.gowscs
Thank you in advance for your promes response.

Sncaraly,
q"}'ﬁw
John W,

Thomgpeon
Dwector, US. Conaus Buress

s s e

Al_Internet invitation envelope
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Back

C United States"

— Bureau

Your response is required by law.

A2_Internet instruction card

Front

United States™ Complete the American Community Survey online.
Census

Keep this card.

You will need information from the

8828892828

ACS 909301 1111301 14
SEQC 09

Apt 2, 2147 Montgor

omery Dr.
Anytown, MD 03612-1383 Voa ol otro lado pars sspatiel,

https://respond.census.gov/acs

1 you need help or have questions, please call 1-800-354.7271.

25 34m pa2014

‘address label on this card to log in.

Back

CUnited States™
reau
Complete la Encuesta sobre la Comunidad Estadounidense en Internet.
RE:ZggAM https://respond.census.gov/acs

Si usted necesita ayuda o tiene preguntas acerca de la Encuesta sobre
la Comunidad Estadounidense, por favor llame 2l 1-877-833-5625.

Guarde esta tarjeta.
Necesitaré la informacion de la etiqueta de direccién en el otro lado de esta tarjeta para iniclar
13 sesidn en Internet.

Soe the other side for English.
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A3_Internet invitation letter

A4_Multilingual Brochure

)| censiis

The American
Community Survey:

From the US. G ..
wwah%wma

ERUBEHABLEARNAUS, WER 1-600-638-5045,

frorhietid it

REAOHEREEND
Théng tin quan trong tir Vin phong Théng ké Din
8 Hoa Ky

B. "

18662252297,
RO WD O R MO W XAIK BM WE UW AP
1-800-722-6728¢28 EHHUND.

Census

A Nt 01 e

Team Reingold

HHOPMALH Bropo nep

naceermun CLUA
0|3 A FEAIF0IN T2l T2 Y
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Inside spread

Do your part for your community — Ls Oficina del C . i ireccion 2l
. P azar| l Su
plete the Al Y <ta s poral o= ilzers
Survey now. P identificar y saticfacer idadl, Por ley
spsibiin e & stetocar sy
The US.C Amarizan Co " ant: favor llame ol 1-877-833-5625.
provide an it of our s ities. Each ysar, thanks WAL T
1 local it the country

23 improving rosds. schools. and hospitals.

®. 8 TR A8t ol
R AR IS0 1-800-838-5045.

Your response is required by law.
The C: our. otyou persnally, Cye 2 o Ce a

szpartofal Iy le. To craats quy giavio cuic By tra Cling Ring

pictur iy, it cri Your C ity Survey). Luzt 2B
response to this survey is required by law (Trtle 13, U.S. Cods. Sections 141 o tra nay. Céc ch tr I olie quj vish dug stf dung v
and 193). Py b Iongcong fong che A K. cée
Your answers are confidential. i i a v NS quf v cin 7 gl hay o6 e hly g1
By law the C st koop ol 1-877-2219436.
(Titlo 13,5, Code, Section 5). Tha Cencus Bureau uses the information
Used to identify you. The Ci " y o &
information the o fs
ofthese data. This on given the came. y . o
y Basad ontha i ion you provide, youmay be [
asked to participate in other Censs Bursal surveys that are voluntary. ycrariomm Bty Amiocrs. Eca Batt napatyatcn novowus iy Bac
Respond online now. 203y sonpoco, 3eonTe no Tenedory: 1-866-225-2297.
Complats the Amarican Comrmunity Survay now st SIRBATE 012 XA HEEA Foith7] HE Hetel FE
you nesd help or BHYE HFSAGUCH 0 HE Al e Asiel SR Wor

please call 1-800-354-7271

2T EUCh Fste] WE At AN XAtz 278 setsin o8
£2ai| 9lsi Al Helulch, o3 wol w2} isie| B el Jldel
ST el st 6 ASE + BiEUc =20l IR 20l
SIE Z% 1-800-772-672B8 2 = £5/51AIAl2.

Rem1_Reminder Envelope

Outside spread

8200 East 10th Sureet
Jaferscmelle I 47132.0001

DFFICAL BUBNESS
Py dor Prwsms U $330

YOUR RESPONSE IS
REQUIRED BY LAW

Inside spread

Your response is required by law.

Su respuesta es requerida por la ley.
WERE TR,
Luét phép yéu cau phai cé phin hdi cla quy vi.

Baw oTeeT ABARETCA OOR3ATEABHEM N0 JAHOHY.

Hete| 2Ee Yo aFEYCh
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Rem2_Reminder Letter

Front

7\ United States
(4, Ceiisiis

£8888.9282¢

A Mansage From John H. Thompson, Ditector of the U.S. Cansus Bureau

Alew days ago, you should for completing

oniine. Local communities depend on information from this survey to decide where schools,
highways, hospitals, and other important services are needed. ff you have n y responded.
Please d0 10 now.

I d.census.

Respond now at http P
Log in using this user ID: 12345-67890

if we do not receive your response online, we will mail a paper questionasire 10 your address.

Your response to this survey is required by law.

Your response s critically important 10 your local commanity and your country. Respoanding promptly
will prevent your receiving additionsl reminder mailings, phone calls, or personal visis from Census
Bureau interviewers.

1 you need help completing the survey or have questions, please call 1-800-354.7271
Thank you in advance for your prompt response.

Sincerely,
j/‘; S h—

John H. Thompson
Dwrector, U.S. Census Bureau

Enclosure

Rem3_Multilingual “buck slip”

Front

C United States"

Bureau

Complete la Encuesta sobre la Comunidad Estadounidense ahora.

Hace unos dias, usted debid haber recibido instrucciones para completar por Internet la Encuesta sobre la Comunidad
Estadounidense de la Oficina del Censo de los Estados Unidos. Su respuesta a esta encuesta es requerida por la ley.

Complete la encuesta en espaiiol en https://respond.census.gov/acs
Importante: Usted necesitara la informacién de la etiqueta de direccién en este correo para iniciar la sesién de Internet.

Su respuesta es completamente confidencial. Por ley, la Oficina del Censo no puede compartir informacién
personal suya con ninguna persona, incluyendo otras agencias del gobierno.

Sinecesita ayuda o desea solicitar un cuestionario en espafiol, por favor llame al 1-877-833-5625.

ACS-12(1)3 (2014) (5/2016)
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Back

Complete the American Community Survey.

Vaya a census.gov/acs par I

la Encuesta sobre la Comunidad Estadounidense en Internet. Si usted
necesita ayuda o tiene preguntas, por favor llame al 1-877-833-5625.

AORREBF R S2FFUME. W
Wui g cung e8p phin hdi cho cude Bidu tra Cang % My cia Cue Thing ki Diin 5 Hoa Ky ngay by gitr. Ludt phip yéu ciu phbi
ublphin:;‘ghquiw.mwwdnwgﬂphymrﬁkw;u&:6!-.77-221-’.“ yranEs P
I o Onpocy Bop cwa,
Baw orser 5 0 2anomy. Ecr B y Tenodony:
1.866-225-2297.

ol BARE ol XA HEZA AT BN FYUAL. A2l GHE g2 2T HUCH SRl W2 WF0 UR AP
1-800-722-6728¥ & 2(stilAI2.

B1_Reminder postcard

Outside

i
|

OFFICIAL BUSNESS
Pumaity for Provete Use: $300

AN EOAL CAPORTUNITY EMROTER
Acz 200002000

NI

88880.928)

A
YOUR RESPONSE IS pese .
REQUIRED BY LAW P e A |

Su respuesta es.
requerida por la ley. |

e

SS3INISNE TVIDIH440 :S_ﬂSUB)

§JRIS DALY,

FOUD, CREASE. AND REMOVE THIS STUB AT PERFORATION
NOLIVEO 443 1¥ SNUS SIHL IAOHEYS ONY 353D ‘0104

NOUYSOA34 1¥ G5 SIHL INONGE ONY F5¥38D 104 N1
15214 50N HIOR ¥ S8NL% JAONGY
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deis de direccié
la parte delantera de este correo para iniciar la sesidn en Internet.

la ley. Todas las
y no pueden ser utilizadas para
de su hogar.

Iguna pregunta, por

C1_Paper questionnaire envelope

Team Reingold ACS MMPAR Cumulative Findings 83



Back

C United States"

Your response is required by law.

Paper Questionnaire (current ACS design)

1319401

(@j tie American Community Survey

US. DEPARTMENT OF COMMERCE

U CEHSUS BUREAD

peaple who are living or staying at the

person who is

Respond online today at: Please print today’s date.
https:/ llwwunu census.goviacs S
Complete this fcvrm all\! mail it
o o O e
This form asks for information about the Last Name

address on the mailing label and about the
house, apartment, or mobile home located
at the address on the mailing label.

First Name.

Area Code + Numbar

TP e I

e ACS-12014)KFI

Dloxe
T 00 SEE ST e ophent s hee e
Telephons Device for the Deat (TDDI: REGBE e mmhmmrmmm-n 2monthe.
o F500-583-5530. The telepnons call 1 free. You are v e
© iNcLupe & doss
NECESITAAYUDA? i usedhala spatel y Sy ven ey e hrsor 3 oo s °
ayuds para complet . INCLUDE sryone wha i ving somewbers sl fo mors than
o i drge g 3 -77-03 4 62 Son i a0 Elcoe S ol o omecns 1o
Ustc lambién pusds completa su entrevsta e Farceson desayimen
Pt eéhons ot areviiaaes 306 habla N of peopls
Eepahol O puada eaponar por inamet an:
hitpairaspond cansus goviace I:l
For mor nformation about the American
Coramanity Survey, vk oot s s 1 23 . who's
. canzus govacain! complets the rest of the form.

oM No. 06070210
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C6_Instruction letter (choice)

C2_Instruction card (choice)

Cenisiis

Two ways to respond: Select only one.

Option Two
Complete and return the endlosed questionnaire.
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Back

Census

Hay dos

L — 3

\J

See other side for English,

de responder: Seleccione sélo una.

Opcién Una (recomendada)

vayaa hitps://respond.census.gov/acs

Opcién Dos

Complete y devuelva el cuestionario adjunto.

S usted necesita ayuda o tiema preguntas acerca de & Encuesta sobve la Comunidad Estadounidense.
por favor llame al 1.877-833-5625,

C4_FAQ + Why do we ask certain questions?

24
What is the American Community % .

Survey
The

How does my response benefit
my community?

- *

Outside Spread

T

Go to https://respond.census. goviscs

census

CUnued States

The American
Community Survey:
Frequently Asked Questions

Team Reingold

ACS MMPAR Cumulative Findings

86




| 1.4 miian people in thiy
_"“"" conntry (e mithout full
i At et indeor plembing Whenwe
S p— - know where they Ive, wo
b aming g amang e e can prevent groundwater
coveamneton
Howe valus or rant payment
yow - Qoo 4nd plarnimg agerans tae smeawe b Sase gmane Pubdbe Hoekt Dosetor
ol e dotn. T ke st v be guom the ating Sesnmnce piore ber ohborly o bor-smoarme Mol r
e b 0 s e s e e e A S ————.

Inside Spread

LY werttome

4t grn S L whad S sale wd smtar g

b it 4 e brras 0ed s Bw e S e

C5_Return Envelope

ormoaL
ety

A ST Do

SO0

suseurss

Ore $300

BUSINESS REPLY MAIL |

FIRST.CLASS MAIL PERMITNO. 16081 WASHINGTON DC

POSTAGE WILL BE PAID BY THE LS. CENSUS BUREAU

oirgcTOR

US CENSUS BUREAU
NATIONAL PROCESSING CENTER
PO BOX 5240

JEFFERSONVILLE IN 47199-5240

D1_2nd Reminder Postcard

Front

e Bt

@ | cétisiis

MNationsl
1201 E. 10th S
Jufiarsoewite, IN 471320001

OFFICIAL BUSINESS
Penalty for Private Use: $300

YOUR RESPONSE IS
REQUIRED BY LAW
ACS 99 997 07201 1111301 16

3011

9
SECO001-0000% BBB8S 9283

TO THE RESIDENT OF:
Apt. 2, 2147 Mongomary Drive
ACS 205 0801 Anytown, MD 03612-1383

Team Reingold
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Cefisiis

Now is the time to respond.

The U.S. Census Bureau has sent you sevaral requests to complete the
American Community Survey. If you have not already responded, it is imperative that
'you complete this survey now.

Complete and mail back your paper questionnaire now.
Or respond at https://respond.census.gov/acs

Your response is required by law.

If you do not respond promptly, a Census Bureau interviewer may contact you to
complete the survey.

If you need help completing the survey or have questions, please call 1-800-354-7271.
Thank you.

E1_Final reminder postcard
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Alternative Concept: “Blended” Design

Proposed ACS mail sequence

®  Rem © © ®
Telephone
Contact (CATI) [»
Internet | Reminder |  Reminder Paper 2nd Remind
Invitation letter Postcard Questionnaire Postcard OR
Additional ”
Postcard
¥ Al Envelope ¥ Reml. Envelope v B1. Perforated + (1. Envelope “ D1 Two-sided v E1. Two-sided
¥ A, Instruction ' Remd. Letter bilingual ¥ 2. Instruction card postcard postecard
card ¥ Rem3. Multi- posteard {choice)
¥ A3 Letter lingual buck slip ¥ C3. Paper survey
¥ A4 Multi- ¥ C4.FAQ brochure
lingual brochure ¥ (5 Return envelope
¥ Ch. Choice letter

Personal
Visit {CAPI)

Note: Team Reingold has also provided Prenotice-stage materials for ACSO’s potential use in field

testing.

Prel_Pre-notice Envelope

Faay U Brates

\§), Census

U.5. DEPARTMENT OF COMMERCE
Eronomics end Statatics Adminstrston
UL Carmn Bursan
N Prscuaing Comter
0 o et
Jeersaervibe N 471120001
omon stz

R e o 130

e
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Pre2_Pre-notice Letter

United States
Census
LENsus
o rete

0 THE RESIDENT OF.

Please look for this important Census Bureau survey
in the mail and complete it as soon as possible.

i, Tho Covnses B RPRR———
wa persmnally: o sruchve the sarvey a1 partof 3 natiaally prrscetsive sampl. Brcasse ey il be previding

ety b bl i

 the Crnss B bk it

ey Barvey, v vitthe Cimous Buroseis bt o

Al_Internet invitation envelope

Front

Census

e I Loy
o e ettt s bk i

Frmteal P oy st
13800 v
S

ixtaria 112 000 Iy

YOUR RESPONSE IS
REQUIRED BY LAW
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Back

United States

Census

Bureau

YOUR RESPONSE IS REQUIRED BY LAW.

espuesta o5

| WAL

requerida por a ley

A2_Internet instruction card

Front
United States Complete the American Community Survey online.
Census
wsronowow,  INIIININNT g
: * 6000100000 e this card
[ ——— 16 THE RESIGENT OF
b 2l 1000154 7271, Ape. 2, 2147 Moregomary Drive
Anytoun, MD 034121383
[ ——

Back
Cefistis
Complete la Encuesta sobre la Comunidad Estadounidense en Internet.
:’lspundn Ahora

://respond.census.gov/acs
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A3_Internet invitation letter

Census

* Massing for the heakh care noeds of che elderly

Respond now at https://respond.census.gov/acs

response is required by U.S, law.
hold

drance for yut prosspe revponic

2 $400 billion in federal func

to communities nationwide

Ccensus gov

A4_ Multilingual Brochure

Outside spread

United States

Census

Completa the Amarican Community Beresy

ickest end essest way 1o

Go to bttps://respond.consurgoviacs

¥ you need S
Sorvey, plasse call 1.800-254.7;

or have Questons sbexct the American Commenty The American
Community Survey:

Important Information From the U.S. Census Bureau

Informacién Importante de la Oficina del Censo de
los Estados Unidos

ERAOHESERESD

Théng tin quan trong tlr Viin phdng Théng ké Dén
6 Hoa Ky

Bano@a nHdopMapn OTBIOPO NepenucH

naceaerven CLUA

oj3 IREAIROIAM HME2E R MY

United States

Census
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Inside spread

Do your part for your community —
plete the American C y o iy L g i
summ_ Pra ayder 3 erhcar y wmetacer o necenciades de W comunaded o ey
rtwrret S usted .

The US. Cansus Bureas condhucts the American Communey Survey 10
Exch year tries

izt meodert i
AL 7 AR

aon
wmmmlhm local commuries

Larvies G a1 GG AR oD G POt

Your response is required by kew.
The Ceraus Burea s rncomly sl your v, ot you pasonaly

a0 accuratn pictare of your
egran i ey & g by o 11015 Cocn Sociors 11
o 744

Your answers are.

EHERAREAT. FARFRNENT LS. 08
B 1-800-E30-5045.

o« p
e W i o 45 v s
@ by e o 46 v 8 o g e dehra vt
g chc o cbu g e v, Towes ke ok o K, cl:

R T L b T T
et v Alprias ey b uctl oy s e i w9 ey oo
(Trde 13 US Code, Sacton 71 The Corus Buroa uses the information
o provacte for aatcal purpoaes ok, 5 your
coof e bt 3
7 ey
of these data. Tha irdormation wil be gven The S3Me DrOtECIONS 38 your o ore, o ]
Tl oo peorl Lo oderil e : -
aekec 10 participete n other Coraus Buresy surveys that am volurtary s
Py e ,
Respond online now. oy BOnpOw, e 00 Tarsw: 1886 225 2397,
Complete the Amencan Comemunty Survey row st
¥you oy CARMIIL 0] QAN l(!hﬂ 'ﬂil?l LRl “.

plasse cal 1800.3547271

FHHE SYNBGC. o] ¥ 45 SR8 Y2

RIUGG, AN S A w XA 23 AUA3 ol
BEUI WM ALY RO, 018 W B AU GUS Y 70
NUNM S KT o AFE P BRUC. LR WREAG WO
58 D% 1.000.772. 672060 R EANGNZ

Rem1_Reminder Envelope

Hasinnal
HE01 East 1000 Swveet
Jeersamie M 471320031
OFTCuAL MssTSS

Panaity s Pt e 1300

Front

YOUR RESPONSE IS
REQUIRED BY LAW

Back

Your response is required by law.

Su respuesta es requericla por la ley.
TRl B,
Ludt phap yiu cBu phdi b phin hii cla quy vi.

Baw oTeeT ABARETCA OGAIATEALHEM NO JAKOHY.

Hstel BEE Yo e EUC
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Rem2_Reminder Letter

Census

A Mewsuge Fronm oo 1. Thoasapusn, Dhrsos of the |

Re i now at https://respond.census.gov/acs
\ th 12345-67890

Rem3_Multilingual “buck slip”

Front

Census

Complete la Encuesta sobre la Comunidad Estadounidense ahora.

Complete la encuesta en espanol en https://respond.ce /acs

tar un cuestionaria en espafiol, por favor llame al 1.877.833.5625.

Si necesita ayuda o desea

A

Back

Complete the American Community Survey.

Jirespond census.gov/s a completar la Encuesta sobee s Comunidad Estadounidense en internet.
yuda o tiene preguntas, por faver llame al 1-877-833-5625.

WPMASARAORRNFRORNLEAE. SRZRNE SOATUAR. ONTRRARS. WHE 1-600-630-5845,

Wui Kong cung cip phin i cho cudc Dl trs Cling g Ngudk My olls Cue Théng kil Din 85 Hos Ky ngsy blty gitk Lult phép yiu ciu phii
05 phiin b cia quy v, Néu quy vi cin b i by c6 thikc mic, iy 9o ¥4 85 1-877-221-9436.

TomasyAcTa, OMpaBsTE OTbem 1O OPPOCy SMEpVIKENOIOND COOBLIRCTES, COCTBBABNHON B0 NeperwcH nacemersmn CLLIA, RpRo cedvac:
Blous OTDeT RBARETEN OBRITEAL 10 Sony. B Bam POTPEGYETCR NoMO Wk y BAC BOIMIMYT BONPOCH, SBOHTE 1O TBABSONY:
1-866-225-2297.

OfR BN 0|3 MAAIN 4B A XF FEH FUAR. Aot §UE Yo R P SRHO| RN WL UR YL
1-800-722-6728¥ 28 EAUNR.
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B1_Reminder postcard

Outside

B8BES.9283

r. 99909301 1111

i
|

YOUR RESPONSE IS
REQUIRED BY LAW

Su respuesta es
requerida por la ley.

neiog

SSANISNE TVIDI4H40  SNSUI)

~$3)BIS pagnuN

FOLD, CREASE, AND REMOVE THS STUB AT PERFORATION
NOUNHO 34 1¥ BNLS SIHL AONGH ONY I5VE0D 0104

NOUYBOR53 1¥ BILS L ANOTEE ONY F5¥30 104 Nl
1584 SONG HIOR I SIS INONGE

Back

C United States

Dear resident:

The U.S. Census Bureau has requested that your household complete
the American Community Survey. If you have not already responded,
please do so now.

[ rpe— rpr————

s | a5 commu gov 363
You will naed ir i front of

this maifing to log in.

1 we do not receive your response online, we will mail a paper

‘Questionnaire to your address.

Your response to this survey Is required by law.

i you need help completing the survey or have questions, please call

1-800-354.7271,

Thank you.

Estimado residente:

La Oficina del Censo de Estados Unidos ha solicitado que su hogar
complete la Encuesta sobre la Comunidad Estadounidense. Si ain no lo
ha respondido, par favor, higalo ahora,

Responda ahora en https:/respond.census.gov/acs |

Usted itard fa 6n de la etiqueta de direccidn en
la parte delanters de este correo para inicier la sesién en Internet.
Su esta por la ley. Todas las

son y no pueden ser utilzadas para
identificarle & usted ni 8 miembros de su hogar.

Si necesita ayuda para completar la encuesta o tiene alguna pregunta, por
favor lame al 1-877-833-5625.

Gracias.

Team Reingold
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C1_Paper questionnaire envelope

Censtis

Your response is required by law.

Su respuesta es requerida por la ley.
WEHETFURE.

Luit phap ydu chu phai c6 phan hdi cia quy vi.
Baw OToET ABARETCA OBASATEALHEM NO 3AKOMY.
Fslel §Ee Wer 2FEdch
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Paper Questionnaire (current ACS design)

1319401

(@; tHe American Community Survey

US. DEPARTMENT OF COMMERCE
S, CENSUS BUREAU

Respond online today at:
https:/ mesvund census.goviacs

Complete this farm am: mail it
as soon as poss

This form asks for information about the
peaple who are living or staying at the
address on the mailing label and about the
house, apartment, or mobile home located
at the address on the malling label.

1t you need belp o have questions

bt completing this form, pissse

O SR e einbort s oo
‘Telephone Device for the Deaf (TDD):
Call 1-800-562-8330. Tha talephone call s free.
{NECESITA AYUDA? S atd abla spatly

Jetar 2u euastionano,

o et e

hipsirespond cansus goviacs.

For mare information about he American

Community Survey, vi
i e orshr

Please print today’s date.

e
© e st S
==

First Name. M

Area Code + Numbar

© iourmamy poope are v
RGBS

ol

o for mors than
e in the

. who is
e e e e e i Lty
complete the rest of the form.

1 ACS-12014)KFI ‘oMB No. oe07-0810

T

C6_Instruction letter (choice)

United States

Census

A Message From foba H. Thompuen, DX

The LLS. Conmes Bueas scversly sere yos & reqaest 83 coenpd

o [f yo

Complete the srvey using ONLY ONE of the following optioss:

* Respond online at https://respond.census.gov/acs

« If you are unable to respond online, please fill out and
mail back the enclosed questionnaire

20 hat raadomdy w
nalh

Your amewers ase completcly confidcntial

My b, the Cemans Buresu canmod poblich oo relesse informarion thar would deessfy you

1 yont e e compltinng, the sarvey or have questions, plesse call 18003547271

Thank yon fie your prompe sespronse

H. Thompuon

sesproended 10 this i

by U.S. baw 10 reapend to thin suevey,

g new achocds. boupeea

do tum sexgpond proengely, 3 Cenius Bereas inscrvic

ecton of the VLS. Coneen Besras

he American Comemanly Sarvey
plesse b o e

5 comgl

Team Reingold
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C2_Instruction card (choice)

Front

Census

Two ways to respond: Select only one.

Option One (recommended)
coto hittps://respond.census.gov/acs
r— %

Important: You wil need information o login.
\ j Option Two
Complete and return the endosed questionnaire.
Vea ¢l otro lado para espahel. 1f yeu noed help or have questions abeut the American Community Servey, please call 1.800-354.7271,

United States
Census

Hay dos

Back

de der: Selecci sélo una.

P

. Opcién Una (recomendada)
vayaa https://respond.census.gov/acs
- : .

Importamte: Usted necesiard |a informacién & i 0 adjunto iniciar la sesidn de Intesnet.

\D Opcién Dos

Complete y devuelva el cuestionario adjunto.

See other side for Exglish. s ayuda o tiene pregustas acerca de s is Comundad Estadousidense
por favor Hame al 1.877-833.5625.

C4_FAQ + Why do we ask certai

n questions?

e

*
What is the American Community % .
Survey? ..

How does my response benefit
my community?

It my response be confidential?

Outside Spread

Census

Go to https://respond.census. goviscs

The American

Community Survey:
Frequently Asked Questions

United States

Census

Team Reingold
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Inside Spread

Why Do We Ask Certain Questions?

Bowy aowinan we st o
e o tarenes b dm i ot bt ek . ah
Name

L AV P S W SV —
o bt ot e i o nd b, W b 8 S e e

o bt s 3w e 30 St ot bl b
o sorve Sranamisat) asdaminged thidren ond w wmdy
e

N Sys
It traming programa. smang wher nn

Howe valus or rant payment

row P AN S—
e cp - -
o e, This b i b am vy Hore tor skioly e lomrsmamms
pridaprineriopimapasimbod oy i bt o Faseperition i entire o poope vobot

Jourmey to work

PO — P ee———)

e doreion mivte vamapiot s torraes 44 dese
Educotion

indoor pimbing. When we
know wher they e, we
can prevent groundwater
contaminetion ™

S -,
Pulibc Haak: Dt

C5_Return Envelope

OINCAL BUSNESS

SO0

BUSINESS REPLY MAIL

FIRST.CLASS MAIL PERMITNO. 16081 WASHINGTON DC

POSTAGE WILL BE PAID BY THE LS. CENSUS BUREAU

oirgcTOR

US CENSUS BUREAU

NATIONAL PROCESSING CENTER
PO BOX 5240

JEFFERSONVILLE IN 47199-5240

D1_2nd Reminder Postcard

Front

United States

Census

Masiansl
201 E 10w 5
Jaericrwtla, 4 47122-5000

OFFICIAL BUSHESS

Panaly for Private Lie: $350
YOUR RESPONSE IS
REQUIRED BY LAW
ALCS 599 995 093 0

Your community Is counting  ssooo ooy

on you to respond.
ACS FOS- T

T THE RESIDENT OF:
Ag. 2, 2147 Mantgomery Drive
Asytomn, MD 036121383

ETIRF I

88848 21E

Team Reingold
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Coitiis
Now is the time to respond.

The U.S. Ce

Y 'v
that you complate this survey now.

d mail back

Your response is required by law.
i aC

complate the survey.

i you read h
Thank you,

Final reminder postcard

Team Reingold

ACS FFF F9F 09300 111 1301 16

SEQO01-0000% : e

TO THE RESIDENT OF:
Apt. 2. 2147 Montgomery Driva
Anytown, MD 03612-1383

ey

¥ :onphhﬁlwwym

)y U.S. law to respond to thi

y (Title 13, U.S. Code, Sections 141 and 193).

Complete and mail back your paper questionnaire now.
Or respond at https://respond.census.gov/acs

ACS MMPAR Cumulative Findings
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