
     

               

                                          

  

          

          

          

 

 

 

 

   

   

  

 

   

 

 

  

   

    

 

 

          

         

  

 

        

    

      

 

 

          

         

         

    

          

  

 

 

         

     

       

     

  

State of California – Government Operations Agency GAVIN NEWSOM, Governor 

California Complete Count-Census 2020 DITAS KATAGUE, Director 

400 R Street, Suite 359 

Sacramento, CA 95811 

www.census.ca.gov 

(916) 852-2020 

FINAL REPORT 

General Information 

Date of report 12/21/20 

Organization / Entity County of Riverside 

Responsible Person / 

Title 

Frankie Ezzat / Chief Deputy County Executive Officer 

Contact Person / 

Title 

Jason Farin / Principal Management Analyst 

Address 4080 Lemon Street, 4th Floor, Riverside, CA 92501 

Email / Phone jfarin@rivco.org / 951-955-1124 

Narrative Report 

1) List your goal(s) and objectives as it appears in your strategic and implementation 

plan. What and how did you revise the objectives due to COVID-19 and the US Census 

Bureau’s operational adjustments? 

Strategic Plan’s Goals: The County’s goal is to ensure that hard-To-count (HTC) 

communities and populations in the County are accurately counted in the 2020 

Census, thereby achieving the highest self-response rate possible for the County 

and the region. 

Implementation Plan’s Goals: Ensure that HTC communities and populations are 

accurately counted in the 2020 Census, thereby achieving the highest self-

response rate possible for Region 7. We will do this by building and strengthening 

capacity by collaboratively working with a network of community-based 

organizations, local governments and others across sectors to ensure that 

everyone is counted. 

Implementation Plan’s Objectives: 

• Develop a regional approach that encourages cross-sectoral collaboration 

between the State-awarded Administrative Community Based Organization 

(ACBO), Counties, University of California, Riverside’s Center for Social 

Innovation (UCR-CSI), the Inland Empire Complete Count Committee (IECCC), 

and other stakeholders. 

Due Date: December 21, 2020 

mailto:jfarin@rivco.org
www.census.ca.gov


     

 

 

         

      

 

      

        

        

     

      

 

 

 

        

          

       

          

         

       

     

 

           

      

           

        

      

 

 

       

        

           

    

 

  

  

 

          

          

          

       

            

         

 

 

 

         

    

        

           

          

County of Riverside 

• Utilize existing points of contacts with HTC populations including the education 

and non-profit sectors to conduct Census outreach and gain commitments to 

participate. 

• Engage residents through door-to-door canvassing efforts in the hardest to 

count Census tracts to gain pledges to participate in the Census. 

• Provide Census messaging via local ethnic media to our HTC communities. 

• Conduct “Get Out the Count” outreach to re-engage and provide support to 

HTC communities through events, phone banks, texting, and Questionnaire 

Assistance Centers. 

Revisions to the Implementation Plan Objectives: 

As the pandemic progressed and the ability to do in person contact became 

increasingly limited, the County and the partners developed a contingency plan 

to continue the deployment of the objectives. Primarily, the objectives that 

required in-person contact were shifted to either virtual or over the phone 

outreach. For instance, as door-to-door canvassing was no longer an option, the 

partners switched to phone banking. Also, trainings that were planned to be in 

person were transitioned to virtual sessions. 

Additionally, messaging was revised to include an emphasis on safety and to 

inform residents of the new deadlines as the Census campaign continued beyond 

the original end date. Fortunately, the partners who carried out these tasks had 

the ability and support to continue the outreach successfully despite the 

challenges and many competing demands that were experienced. 

2) Reflecting on your own operations and outreach strategies throughout the 

campaign, please provide a response with specific examples for the following 

questions. Please also indicate which timeframe you are referring to in your response 

(i.e., education, NRFU period). 

Contracted partner’s operations 

What worked well operationally? 

The collaboration among all Region 7 partners, including the various CBOs, school 

districts, and neighboring jurisdictions, was an element of this campaign that was 

beneficial for the County’s operations. The amount of information sharing 
regarding best practices, strategies, as well as identifying operational and 

outreach gaps and how to fill them, was critical for the County’s operations, 

especially in working together to resolve obstacles related to the pandemic. 

What hindered the operations? 

The pandemic was the greatest impact to the operations. Unfortunately, as the 

Census campaign extended through the summer and into the fall, staff capacity 

became limited, as operational demands were heightened. Thus, the pivoting of 

outreach efforts was more difficult to overcome due to the availability of staff, 

who were already stretched thin dealing with the impacts of the pandemic. 

2 



     

 

 

 

  

   

 

        

          

          

           

     

 

           

         

            

       

        

      

       

 

         

          

     

      

   

 

         

       

       

            

        

      

 

 

 

       

         

        

          

 

 

          

         

         

 

          

           

          

     

 

County of Riverside 

Contracted partner’s outreach 

What outreach tactics worked well? 

In preparation for the education phase of the Census campaign, the County 

purchased Census “swag” that consisted of reusable grocery tote bags, hand 

sanitizers, pens, and cups with the Inland Empire (IE) Census logo. These items were 

very well received at our in-person events, especially in the town hall meetings in 

the unincorporated communities throughout the County. 

These items were also widely distributed at one of the County’s largest events of 
the year, the Riverside County Fair and Date Festival held in Indio. The County 

strategically placed IE Census booths at the entrance of the festival to distribute 

the informational flyers and give participants a chance to win the Census “swag” 
by spinning a wheel. All ages and demographics participated in the spin the 

wheel activity and it prompted conversation and engagement with members of 

the public about the importance of the Census. 

The location of the festival was equally important, as Indio is in the east part of the 

County, which primarily consists of the County’s hardest to count communities and 
populations. The Festival provided the County the ability to reach and engage 

those who were at the highest risk of not being counted and provide them with 

the most current and accurate information. 

Thankfully, we were able to conduct this two-week outreach effort prior to the 

closures prompted by the pandemic. There were several other similar events that 

were planned throughout the County’s HTC communities, however, they did not 

come to fruition due to changes mandated as a result of the pandemic. The 

undistributed Census swag was distributed to the various food banks throughout 

the County, thereby reaching a different HTC population. 

What hindered the outreach? 

The pandemic greatly hindered the County’s in-person outreach efforts, including 

in-person events in the County’s HTC regions and the deployment of Questionnaire 

Assistance Centers and Kiosks that the County was planning to host in 

coordination with the County’s library system and the Riverside County Office of 

Education. 

3) Describe challenges and changes occurring outside or within your organization / 

agency that had an impact on the outreach work. Describe how you responded to 

these changes to work toward achieving a complete count. 

Unfortunately, as the Census campaign extended through the summer and into 

the fall, staff capacity became limited. Thus, the pivoting of outreach efforts was 

more difficult to overcome due to the availability of staff, who were already 

stretched thin dealing with the impacts of the pandemic. 

3 



     

 

 

              

    

         

           

         

    

 

     

         

          

      

      

            

    

 

           

         

          

              

      

 

   

   

 

        

     

    

        

      

        

   

     

       

   

    

        

       

 

 

       

         

 

 

    

       

 

 

County of Riverside 

Staff put in the extra hours to ensure the outreach efforts did not suffer the 

shortcomings associated with limited staff availability. Further, we made an 

emphasis to keep our weekly “Strategy Stakeholder Meetings” which were held 

via Zoom. These meetings were critical as it kept the key partners updated on the 

region’s efforts and provided the venue to continue the collaboration and 

momentum that was built upon since the beginning of the campaign. 

Additionally, the coordination with the State contracted media consultant 

occurred very late in the campaign and it was difficult to plan without knowing 

the scope of what would be provided when and where. The County moved 

forward with creating its own media campaign as we understood the time and 

effort it takes to conduct media buys and the urgency to get the messaging out 

to the public. Unfortunately, there may have been overlap in the billboards and/or 

print media among the partners. 

4) For county and ACBO partners, what was the county (or region’s) 2010 response rate 

and what was the 2020 response rate? If the response rate met and exceeded the 

2010 response rate, what contributed to that? If it did not meet the 2010 response 

rate, what were some of the challenges for that? For other partners, please note what 

data you used and how you used data for your strategies. 

Riverside County’s 2010 self-response rate: 63.5% 

Riverside County’s 2020 self-response rate: 67.2% 

Riverside County was able to surpass its 2010 Census self-response rate by 3.7% 

primarily due to the following efforts: 

• We developed a regional approach that encouraged cross-sectoral 

collaboration between the Inland Empire Community Foundation (Region 7 

ACBO), San Bernardino County, the University of California, Riverside’s Center 
for Social Innovation (UCR-CSI), the Inland Empire Complete Count Committee 

(IECCC), and other stakeholders. 

• Utilized existing points of contacts with HTC populations including the 

education and non-profit sectors to conduct Census outreach and gain 

commitments to participate. 

• Engaged residents through door-to-door canvassing efforts in the hardest to 

count Census tracts to gain pledges to participate in the Census. 

• Provided Census messaging via local ethnic media to our HTC communities. 

5) Please describe the process and results of your partnership coordination and how it 

educated and motivated the hard-to-count populations to complete the Census 

questionnaire. 

1) We developed a regional approach that encouraged cross-sectoral 

collaboration between the ACBO, Counties, UCR-CSI, IECCC, and other 

stakeholders. 

4 



     

 

 

           

           

    

        

       

    

          

       

        

     

 

       

     

   

 

        

        

         

       

          

       

      

           

         

       

 

      

         

 

        

          

        

     

             

           

       

    

 

 

        

 

 

         

       

         

      

            

County of Riverside 

This approach ensured that all geographies received their fair share of 

resources, all HTC populations were covered, and that resources were used 

in an efficient way leading to increased impact. This approach included 

development of and participation in the two-county IE Complete Count 

Committee, the development of 7 sub-regions, use of regional tables for 

on-the-ground coordination, and ongoing analysis from UCR-CSI. 

Additionally, utilization of a local software solution to track outreach 

locations and HTC populations was highly useful so that community-based 

organizations were able to collaborate efficiently, track progress 

collectively, and identify and respond to gaps. 

2) We utilized existing points of contacts with HTC populations including the 

education and non-profit sectors to conduct Census outreach and gain 

commitments to participate. 

Organizations and agencies who engage with HTC populations through a 

variety of services, activities, and events were the ideal trusted messengers 

to deliver Census messages to educate, motivate, and activate residents. 

We utilized these existing points of contact to provide Census messaging so 

that HTC communities heard about the Census from someone whom they 

have an established relationship with. Trusted messengers within CBOs and 

other agencies engaged their clients/volunteers/residents to make 

pledges to fill out the Census. During the non-response follow-up period, we 

continued to utilize this strategy, engaging trusted messengers to develop 

local strategies in the Census tracts with the lowest response rates. 

3) We engaged residents through door-to-door canvassing efforts in the 

hardest to count Census tracts to gain pledges to participate in Census. 

Not all individuals who fall into HTC populations are actively connected to 

CBOs and agencies. In fact, the most disenfranchised and isolated 

individuals were the hardest to count. We utilized door-to-door canvassing 

by trusted messengers/canvassers hired from HTC communities. We 

targeted Census tracts with an LRS score above 27 and an HTC index score 

over 46. Similar to what is detailed in objective #2, trusted messengers 

engaged residents at the door to make pledges to fill out the Census so 

that they can follow through to support those residents during the self-

response period. 

4) We provided Census messaging via local ethnic media to our HTC 

communities. 

Local and ethnic media often serve as trusted messengers and can deliver 

messages about the Census to populations in their language and include 

custom messages that are relevant and resonate within their culture and 

provide unique context. Media can often reach people who are isolated 

or who may not be willing to open the door to canvassers. Local media, 

5 



     

 

 

          

       

 

          

      

      

  

         

       

     

          

          

        

          

         

           

        

        

         

          

      

       

        

 

               

      

 

  

         

        

         

     

       

      

           

  

 

 

            

         

         

         

           

       

              

           

    

 

County of Riverside 

including billboards or advertisements in public spaces ensured that every 

single person was reached with Census messaging in an accessible format. 

5) We conducted “Get Out the Count” outreach to re-engage and provide 

support to HTC communities through events, phone banks, texting, and 

Questionnaire Assistance Centers and Kiosks. 

During the self-response period, we needed to ensure that all the residents 

and communities we have engaged will have the information, access to 

technology, and support to follow through and complete the Census 

questionnaire. During this period, we utilized proven strategies for “Get out 

the Vote” to re-engage all those who pledged to fill out the Census through 

their preferred method of communication and connect them to resources. 

In addition, we utilized the existing points of communication and local and 

ethnic media to get the word out and activate hard to count to 

communities. In order to ensure that HTC communities have access to the 

support and resources they needed, we developed a network of 

Questionnaire Assistance Centers and Kiosks (QAC/K) in a variety of 

locations and languages. However, unfortunately due to the pandemic, 

the County was unable to deploy the QAC/Ks as originally planned. 

Although the County’s QAC/Ks strategy did not get deployed, residents 
were directed to other QAC/Ks that were hosted by our various partners, 

as well as the U.S. Census Bureau’s Mobile QAC opportunities. 

6) Please provide a list of key partners and describe their contributions of how they made 

a difference in your outreach efforts. 

Inland Empire Community Foundation (IECF) 

IECF’s capacity as ACBO was critical to the success of the entire region’s response 
rate. IECF’s contributions included pledge card drives, phone banking, 

coordination of the CBOs’ regional tables as well as trainings, virtual Questionnaire 

Assistance Centers, collaboration on the development of the region-wide 

strategic and implementation plans, among other activities. Their ability to 

engage and organize the local CBOs/trusted messengers and facilitate those 

efforts with the other stakeholders was invaluable for the region’s Census 

campaign. 

Inland Empowerment 

Inland Empowerment is a coalition of community organizations whose focus is to 

increase civic participation through engagement of historically ignored and 

disenfranchised communities. Inland Empowerment was a critical partner to the 

Census campaign as they not only supported the IECF, but developed and 

maintained a regional asset mapping application for CBOs and other partners to 

utilize. This application tracked activity detail including what language services 

would be provided in, which HTC groups are targeted, as well as the ability to see 

who is doing what, where, and when throughout the entire region to limit the 

duplication of efforts among partners. 

6 



     

 

 

      

         

           

         

      

            

    

 

  

           

      

       

        

  

 

  

         

      

   

     

 

              

        

           

          

         

      

    

 

      

            

        

            

     

        

 

        

 

       

          

           

  

 

         

         

           

          

  

County of Riverside 

University of California, Riverside – Center for Social Innovation (UCR-CSI) 

UCR-CSI’s contributions included coordination of the region’s first ever, bi-county 

complete count committee, also referred to as the Inland Empire Complete Count 

Committee where Dr. Ramakrishnan served as the committee’s director. Other 

contributions included website building and hosting, social media outreach, 

various assessments of the partners, and provided the venue for public forums and 

information gathering, among other activities. 

County of San Bernardino 

Riverside County collaborated with San Bernardino County on several levels. To 

name a few, we shared best practices to overcome similar obstacles, 

collaborated on a micro-media plan and outreach efforts, as well as 

collaborating on the development of the region-wide strategic and 

implementation plans. 

Riverside County Office of Education (RCOE) 

RCOE is designated as the region’s Title III Support, which is to ensure that English 
learners, including immigrant children and youth, attain English proficiency and 

meet the same challenging academic achievement standards that other 

students are expected to meet. 

With that in mind, RCOE was identified early in the Census planning process as the 

County’s partner who would be deploying QACs throughout the various HTC 

communities in the County. However due to the pandemic, this did not come to 

fruition. Although, RCOE was not able to provide QACs, they were still able to 

provide Census information throughout the school year and the summer months 

(summer lunch programs), as they are engaged with, and understand the needs 

of our HTC communities. 

Additionally, as the pandemic progressed, we collaborated on a gift card 

incentive program with RCOE and the U.S. Census Bureau. Residents who provided 

their Census confirmation numbers were eligible to receive a gift card to Stater 

Bros Markets, which were acquired at a discounted rate. This program served a 

dual purpose: 1) As an incentive to complete the questionnaire; 2) To provide the 

ability to purchase much needed groceries for families during the pandemic. 

Cities of Banning, Cathedral City, Coachella, Indio, Lake Elsinore, Menifee, Palm 

Springs, Perris, Rancho Mirage, and Riverside. 

The County released a funding opportunity for the cities, in which the funds would 

be utilized to develop and conduct Census outreach specific to their 

demographics. Of the 28 cities in the County, 18 cities opted-in, however only 10 

cities executed funding agreements. 

The cities who opted-in provided education as well as developed and deployed 

outreach activities specific to their residents. The cities utilized existing resources 

and “localized” them to ensure the messaging resonated with their various 

demographics, while coordinating with the County and other partners to limit the 

duplication of efforts. 

7 



     

 

 

 

        

         

     

            

         

         

 

  

     

 

 

  

         

  

 

 

          

    

   

 

      

          

      

 

         

            

         

       

 

       

         

 

 

               

           

      

 

        

          

              

                

              
 

           

            

     

 

County of Riverside 

As the pandemic continued into the summer and fall, several cities experienced 

a reduction in staff capacity, while having to revise their outreach plan to adjust 

to the current conditions. Several cities expressed difficulty reaching specific 

residents. In this case, the County and the other regional partners advised those 

cities on the adjustments that were successful in other jurisdictions and paved a 

pathway to increase the response rates as the Census campaign entered the fall. 

CA-CCC Office 

Provided resources and overall guidance for the Census campaign at the State 

and local level. 

United States Census Bureau 

Provided resources and guidance for the Census campaign at the national and 

local level. 

7) Please describe how you provided accessible and in-language outreach activities, 

including how you ensured equal and meaningful access to limited English proficient 

individuals and people with disabilities? 

Unfortunately, the County could not deploy QAC/Ks Questionnaire Assistance 

Centers and Kiosks due to the pandemic. This was a major part of our initial 

outreach identified in the County’s strategic and implementation plans. 

The U.S. Census Bureau as well as the State provided a tremendous amount of 

resources in a variety of languages. These were the materials that were primarily 

utilized. A majority of the requests we received were to translate materials to 

simplified Spanish for the communities in the east part of the County. 

Additionally, our non-profit partners identified organizations who would be able to 

provide additional translation services, in languages other than Spanish, when 

needed. 

8) Please share a story(s) of how your work has made a difference to Census 2020 and 

the impact on the community. Please include images and quotes, so we are able to 

understand the narrative behind the numbers. 

“The Census efforts were definitely felt around our entire community. Driving down 

the freeway you would see reminders from non-profits, cities, and the County to fill 

out the Census online. It was especially nice seeing the goodie bags that were all 

over the place at our County Fair-the reusable bag is still in my car and ready to 

be used when I am at the grocery store.” - Andres Coronel, Resident of Palm Desert 

“In Indio, we saw all the efforts at our Date Festival/County Fair, the billboards, and 

even seeing the mobile billboard on the last day was awesome to see!” – Benjamin 

Guitron - Indio Police Department 

8 



     

 

 

 

            

 

         

       

        

          

       

         

 

 

        

         

 

      

 

   

 

     

 

   

 

       

        

            

 

  

         

       

    

County of Riverside 

9) Please add any suggestions for the 2030 Census efforts, including timelines. 

Regardless of how early the planning starts, we can never take into account the 

uncertainty the future holds, and the 2020 Census campaign certainly 

demonstrated that reality. However, the 2020 Census campaign provides plenty 

of data on how to overcome certain obstacles and how to strategically pivot 

given the circumstances. My suggestion would be to study the 2020 campaign 

and compile a playbook on what activities worked for each obstacle. 

Attachments 

10) Please confirm that you have submitted the following which will help us better 

understand the full breadth of the Census work and achievements. 

a) SwORD uploads of completed activities 

b) Updated list of subcontractors 

c) Evaluations or analytical reports, if any 

d) Sample products* 

* communication collaterals, including those in additional languages; toolkits; 

newsletters; phone or radio scripts; guidelines; communication analytics; articles; 

trainings; and other graphics (a digital copy is sufficient, the original copy is not required) 

Submission 

Please submit your final report and attachments no later than December 21, 2020 to: 

outreach@census.ca.gov with a copy to the RPM/contract manager. Please include 

your organization name in the subject line. 
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Attachment B - List of Riverside County Subcontractors 

Safeguard Business Systems 

Lamar 

Record-Gazette 

Palo-Verde Valley Times 

PVVT Online 

Desert Shopper 

Idyllwild Town Crier 

Informador 

Hemet-San Jacinto Chronicle 

La Poderosa Radio 

Blue Line Media 

Public Results 

Desert Sun 

KESQ.Com 

NCM 

Spectrum 

Blue Outdoor LLC 

Press Enterprise 

Clear Channel 

Fox 11 

KUNA 

KCAL/KOLA 

Patient Point 

Rivet Campus Media 

Sunline Transit Agency 

Inland Empire Community Foundation 

Riverside County Office of Education 

City of Banning 

City of Cathedral City 

City of Coachella 

City of Indio 

City of Lake Elsinore 

City of Menifee 

City of Plam Springs 

City of Perris 

City of Rancho Mirage 

City of Riverside 



 
 

 
 

Activity Type 
Advertising 
Booths 
Event(s) 
Other / Uncategorized 
QAC 
QAK 
Speaking Engagement 

Total 

Advertising Breakdown 
Digital Bulletins 
Digital C-Stores/Gas Stations 
Car parade/caravan 
Media 
Uncategorized 

Total 

Demographics (Single Target) 
Business 
Health Sector 
Higher Education 
HTC Communities 
Lowest Responding Tracts 
Rural 
Uncategorized 

Total 

Demographics (Multipe Targets) 
Business, Entertainment 
Business, Entertainment, Rural, Education K-12 
Entertainment, Rural 
Health, Faith-Based, Labor, Businesses, 
Entertainment, Rural, Technology and 
Innovation, Education K-12, Higher Education 
Health, Labor, Businesses, Entertainment, Rural, 
Technology and Innovation, Education K-12, 
Higher Education 
Rural, farmworkers, Latino/Hispanic 



Total 
Grand Total 



Number of Impressions 
12,748,098 

4,000,000 
50 

2,300 
0 
0 

815 
16,751,263 

Number of Impressions 
8,000 

33,500 
2,500 

4,260,390 
8,443,708 

12,748,098 

Number of Impressions 
399,924 

15,892 
130 

36,000 
2,300 
3,740 

5,792,348 
6,250,334 

Number of Impressions 
238,084 

4,000,000 
653,548 

5,558,802 

0 
50,495 



10,500,929 
16,751,263 



 County of Riverside 2002-01137 

Post Campaign Analytics 



 

 

 

Campaign Summary – OTT/CTV 

Order Number 2002-01137 

Time Frame 3/25/2020-5/7/2020 

Budget $9,107.14 

Contracted Impressions 260,204 

Delivery Details 

Delivered Impressions 273,208 

Video Completes 273,208 

Video Completion Rate 100% 

Over-delivery Impressions 13,004 

Over-delivery Value $455.14 

Delivered eCPM $33.33 

Product
Contracted 

Impressions
Net CPM Net Media

Actual Total 

Impressions
Completes Completion Rate Index

OTT/CTV 260,204 $35.00 $9,107.14 273,208 273,208 100% 105%

TOTALS 260,204 $35.00 $9,107.14 273,208 273,208 100% 105%



 

 
    

 

 
 

 
 

          
         

           
         

              
                

 
 

  
 

 

 

 
          

         

 
 
 

 

Riverside CA Census Campaign 
10/5/2020 

SUMMARY 

● Reach: Our texting campaign contacted 46,298 people. 
● Response Breakdown: We received 302 substantive responses with 281 

people saying they had completed their Census and 21 who hadn’t. 
● Response Rate: The Response Rate was 0.7%. 
● Clicks: Our texting generated 929 clicks at a click-thru rate of 2%. 
● Opt Out Rate: Our opt out rate was 1.1%, with 497 contacts opting out. 

CAMPAIGN BREAKDOWN 

SUMMARY 

Contacts 
Texted Clicks Click-Thru Rate Responses Response Rate 

46.298 929 2% 302 0.7% 



  
 

 
  

      

     

 
                                          
 
 
 
 

 
 

ADDITIONAL METRICS 

SUMMARY 

Wrong Number Moved Spanish 

10 38 4 

Questions? alan@publicresults.us 

mailto:alan@publicresults.us


 

 
     

 

 
 

 
 

          
          

           
         

             
    
              

 
 

  
 

 

 

 
          

         

 
 

 

Riverside County CA Census Campaign 
9/4/2020 

SUMMARY 

● Reach: Our texting campaign contacted 48,200 people. 
● Response Breakdown: We received 528 substantive responses with 502 

people saying they had completed their Census and 26 who hadn’t. 
● Response Rate: The Response Rate was 1.1%. 
● We collected valuable secondary data, identifying 14 wrong numbers and 22 

people who had moved. 
● Clicks: Our texting generated 667 clicks at a click-thru rate of 1.4%. 

CAMPAIGN BREAKDOWN 

SUMMARY 

Contacts 
Texted Clicks Click-Thru Rate Responses Response Rate 

48,200 667 1.4% 528 1.1% 



  
 

 
  

       

     

 
                                          
 
 
 
 

 
 

ADDITIONAL METRICS 

SUMMARY 

Opt Outs Wrong Number Moved 

349 14 22 

Questions? alan@publicresults.us 

mailto:alan@publicresults.us


 

 
     

 

 
 

 
 

          
          

              
            

         
              

                
 

 
 

  
 

 

 

 
          

         

 
 

Riverside County CA Census Campaign 
9/22/2020 

SUMMARY 

● Reach: Our texting campaign contacted 47,304 people. 
● Response Breakdown: We received 714 substantive responses with 675 

people saying they had completed their Census and 39 who hadn’t. This is in 
line with other campaigns where we placed a link after the question. 

● Response Rate: The Response Rate was 1.5%. 
● Clicks: Our texting generated 931 clicks at a click-thru rate of 2.0%. 
● Low Opt Out Rate: Our opt out rate was below 1%, which is better than 

average. 

CAMPAIGN BREAKDOWN 

SUMMARY 

Contacts 
Texted Clicks Click-Thru Rate Responses Response Rate 

47,304 931 2.0% 714 1.5% 



 
  

 

 
  

       

     

 
                                          
 
 
 
 

 
 

ADDITIONAL METRICS 

SUMMARY 

Opt Out Wrong Number Moved 

325 13 23 

Questions? alan@publicresults.us 

mailto:alan@publicresults.us
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El condado recibe una subvención estatal para
construir el parque Mecca 

MECCA - El Departamento de Parques y Recrea- La subvención financiará el desarrollo del Parque Depor- industrias de la agricultura y la hospitalidad.
ción de California otorgó $ 5.8 millones en fon- tivo Regional de La Meca, que brindará un espacio verde El futuro parque estará en terrenos del condado adyacen-
dos estatales para subvenciones estatales, que activo y servicios recreativos para la comunidad de La tes al Mecca Boys and Girls Club y complementará un 

anunció el premio el martes. Mecca, que alberga a muchas familias que trabajan en las Sigue en página 3 

(Sigue a la Página 8) (Sigue a la Página 2)

VALLE DE COACHELLA,-
Ca. Con el apoyo de Car-
denas Markets, Cardenas 

Markets Foundation lanza un nuevo 
programa de becas destinado a apo-

yar a estudiantes en California (In-
land Empire, Imperial Valley y Bay
Area), Arizona (Phoenix y Tucson)
y Las Vegas, Nevada) . 

Cardenas Market regala
$118 mil dolares en becas 

(Sigue a la Página 2) 

SAN JACINTO- Una mujer
sospechosa de tener una casa 
de cultivo de marihuana ile-

gal en San Jacinto permaneció en-
carcelada hoy en lugar de una fianza 

de $ 100,000. 
Los agentes presentaron una orden 

de allanamiento en una casa poco 
antes de las 4 p.m. El sábado en la 

Mujer arrestada durante
una redada en una casa de 

cultivo de San Jacinto 



5 82015 Highway 111 Indio, CA 92201 El Informador del Valle - Jueves 5 de Marzo de 2020



8 El Informador del Valle -  Jueves 5 de Marzo de 2020 E-mail: informador.newspaper@gmail.com

 

 

 

 

El asambleísta Eduardo García aplaude más de $ 15 millones
en fondos de la Proposición 68 para parques locales 

SA C R A M E N T O ,  
CA - El asambleís-
ta Eduardo García 

(D-Coachella) se enorgu-
llece en anunciar y cele-
brar la exitosa adquisición 
de más de $ 15 millones en 
fondos de la Propuesta 68 
para parques en su distri-
to. Hoy, California State 
Parks lanzó a los últimos 
beneficiarios del Progra-
ma Estatal de Desarrollo 
de Parques y Revitaliza-
ción de la Comunidad, 
que incluye proyectos de 
La Mecca, Calexico y He-
ber. Esto marca la primera 
ronda de los premios del 
Programa de Subvencio-
nes para el Desarrollo del 
Parque y la Revitalización 
de la Comunidad a nivel 
estatal financiados por la 
Propuesta 68.
“Me complace anunciar 

una victoria importante en 
los parques locales: Mec-
ca, Calexico y Heber reci-
birán más de $ 15 millones 
en fondos de la Propuesta 

68 para proyectos de par- nando desde su llegada a de financiamiento de Cali-
ques. Estos son exactamen- Sacramento. Nuestro tra- fornia priorizando parques 
te los tipos de inversiones bajo con la Proposición 68 en nuestras comunidades 
que hemos estado presio- creó la mayor oportunidad 

más desatendidas, como 
las de mi distrito. Estas son 
inversiones que crean un 
amplio espectro de benefi-
cios positivos y que paga-
rán dividendos para me-
jorar la calidad de vida de 
nuestros residentes”, dijo 
el asambleísta Eduardo 
García, autor conjunto de 
la Propuesta 68 y presiden-
te del Comité de la Asam-
blea sobre Agua, Parques y 
Vida Silvestre. 
La comunidad de La 

Mecca del Valle del Este 
de Coachella recibirá $ 
5,817,660 para construir 
un nuevo parque regional 
con un sendero para trotar, 
equipos de ejercicio, área 
cubierta para picnic / bar-
bacoa, campos deportivos, 
iluminación y arte público. 
Se adjudicaron dos pro-

yectos en el Condado 
Imperial. A la Ciudad de 
Calexico se le asignaron 
$ 8,500,000 para expandir 
Heber Park, incluido un 

nuevo gimnasio multiu-
sos, cancha de baloncesto 
al aire libre con luces, un 
campo de fútbol con luces, 
sendero para caminar, pis-
ta de atletismo, áreas de 
picnic y asientos en todo el 
parque. El Distrito de Ser-
vicios Públicos de Heber 
recibirá $ 700,000 para re-
novar y mejorar el parque 
de sus hijos.
En 2018, los votantes de 

California aprobaron la 
Ley de sequía, agua, par-
ques, clima, protección 
costera y acceso al aire 
libre para todos de 2018 
del miembro de la Asam-
blea Eduardo García de 
California (Propuesta 68). 
Esta medida de bonos, 
creada conjuntamente por
García, asignó varias in-
versiones históricas, como 
$ 200 millones para Salton 
Sea y New River, y $ 725 
millones para mejorar las 
oportunidades recreativas 
en vecindarios pobres en 
parques. 

Específicamente, otorga-
rán un total de 59 becas; un 
premio de $ 2,000 por cada 
una de las tiendas que ope-
ran. 59 ganadores merece-
dores serán seleccionados 
en función de sus califica-
ciones académicas, necesi-
dades financieras y atributos 
de liderazgo. También de-
ben demostrar durante todo 
el proceso de solicitud, un 
fuerte deseo de seguir una 
educación superior y un 
compromiso de servir a sus 
comunidades. 
Cardenas Markets y Car-

denas Markets Foundation 
comprenden lo importante 

Cardenas Market regala $118 mil
dolares en becas 

que es completar la univer-
sidad para los estudiantes. 
Esta es la razón por la cual, 
en los últimos 15 años, la 
Fundación Cárdenas Mar-
kets ha brindado asistencia 
educativa a través de sub-
venciones y becas para apo-
yar a cientos de estudiantes 
en las comunidades atendi-
das por las tiendas Cardenas 
Markets y en asociación con 
colegios comunitarios, uni-
versidades y colegios comu-
nitarios locales. programas
Los requisitos de elegibili-

dad incluyen:
• El estudiante debe estar 

inscrito en la escuela se-
cundaria y se espera que se 

gradúe antes del 30 de junio. 
2020 o inscrito en una ins-
titución de educación supe-
rior, formación profesional
acreditada o un programa
de posgrado de grado avan-
zado. 
• El estudiante debe residir 

dentro de los códigos pos-
tales válidos de cualquier
tienda de Cardenas Markets 
o Los Altos Ranch Market. 
• Complete la solicitud en 

línea que se encuentra en 
https://aim.applyists.net/
cardenas 
• Presentar la solicitud 

completa antes del 29 de 
abril de 2020 

(Sigue de la Primera) 

¡EL 1 DE ABRIL DE 2020 ES 
DÍA DEL CENSO DE EE. UU.!

¡ S É  C O N T A D O ,  C A T H E D R A L  C I T Y !

La información es
confidencial por

72 años

Todos los residentes
Deben ser contados

cada 10 años

Cada residente que es
contado equivale a un estimado de

$2,000 anuales para el cuidado
de la salud, escuelas, carreteras

y puentes, parques y mucho más ...

Expira 10/31/2020 



























 

 

  

 

      

LOCATION #1 

Advertising Strengths: This location reaches the Hispanic Market and is a great 
artery to target local commuter traffic in the East Valley in the cities of La Quinta, 
Indio and Coachella. 

Market: PALM SPRINGS 

Panel: 6831 

Geopath Id: 239721 

Location: DILLON RD NL .5M W/O HWY 86 EF 

Lat/Long: 33.70377 / -116.18647 

Media/Style: Rotary Bulletin / Regular 

*Weekly Impressions: 52,097 

Panel Size: 10' 6" x 36' 0" Spec Sheet 

Vinyl Size: 11' 6" x 37' 0" 

Facing/Read: East / Right 

Illuminated: YES 

Current Advertiser: RIVERSIDE COUNTY PURCHASING & FLEET SERVICES 

*Impression values based on: Persons 0+ yrs 

77-583 El Duna Court, Palm Desert, CA 92211 

PALM SPRINGS 866.885.2627 lamar.com/palmsprings 

http://salesmarketing2.lamar.com/specsheets/10.6x36.0_Bulletin.pdf
https://lamar.com/palmsprings


 

 

  

 

      

LOCATION #2 

Advertising Strengths: This location reaches the Hispanic Market and is a great 
artery to target local commuter traffic in the East Valley in the cities of La Quinta, 
Indio and Coachella. 

Market: PALM SPRINGS 

Panel: 3404 

Geopath Id: 621955 

Location: GRAPE FRUIT BL EL 200' N/O MITCHELL DR SF 

Lat/Long: 33.69692 / -116.18847 

Media/Style: Poster / Retro 

*Weekly Impressions: 127,023 

Panel Size: 10' 6" x 22' 9" Spec Sheet 

Vinyl Size: 10' 7" x 22' 10" 

Facing/Read: South / Right 

Illuminated: NO 

Current Advertiser: RIVERSIDE COUNTY PURCHASING & FLEET SERVICES 

*Impression values based on: Persons 0+ yrs 

77-583 El Duna Court, Palm Desert, CA 92211 

PALM SPRINGS 866.885.2627 lamar.com/palmsprings 

http://salesmarketing2.lamar.com/specsheets/Poster%20Specs.pdf
https://lamar.com/palmsprings
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DEMOLI ION 
(continued from page 1) 

says. 
At its inception, Michael 

Oman of Palm Springs-based 
MG Banning LLC was hoping 
to attract retailers catering to 
the medical and legal fields to 
the Banning Business Center, 
though no tenants were ever 
announced. 

MG Banning LLC’s finan-
cial partner at the time was 
La Jolla-based Scripps 
Investments and Loans, a pri-
vate lender specializing in 
real estate acquisition, devel-
opment and construction. 

By 2008 the centers were 
struggling to obtain funding 
after their bank fell through 
and the recession loomed, and 
company representatives 
anticipated construction to 
begin in September of that 
year on the nine anticipated 
buildings. 

Representatives claimed at 
the time that there were 
“many interested parties 
looking to take advantage” of 
the Banning Business 
Center’s location. 

By 2016 the existing six 
buildings had fallen into neg-
lect and had become a nui-
sance and a public safety con-
cern: more than 100 service 
calls, several fires and at 
least $35,000 in uncollected 

citations by January of that 
year prompted the city to ini-
tiate receivership. 

The three parcels at the 
time were then owned by 
Mission Viejo-based Zukaza 
LLC (the only one who was in 
compliance with code 
enforcement, having boarded 
up its buildings), San Diego-
based 40 Bruin Lancaster, 
LLC, and Temple City-based 
Palm Investment Group LLC 
and De Ortega N.G. Trust. 

On Nov. 21, 2017 Riverside 
County Superior Court Judge 
Irma Poole Asberry appoint-
ed Richardson Griswold, a 
Solana Beach-based attorney, 
as the receiver. 

Through 2017, Griswold 
had been credited with having 
been appointed a receiver 
more than 50 times in 12 
California counties. 

Three days prior to that 
action, another fire had bro-
ken out at the abandoned cen-
ter, forcing the closure of one 
lane on eastbound Interstate 
10 that required the attention 
of 26 firefighters. 

Up through that date of 
that year, at least 19 fires had 
been reported at the center. 

“The balance of harms to 
the public, particularly the 
safety concerns and the 
expenditure of public funds, 
outweighs private property 
ownership rights,” Judge 
Asberry wrote in her order. 

After more than a year of 
rehabilitation inactivity and a 
failure to secure the bound-
aries of the property by its 
owner, and despite legal 
efforts by the owner to pre-
vent Griswold’s reappoint-
ment as receiver, the city 
announced on Aug. 14, 2019 
that Riverside County 
Superior Court Judge L. 
Jackson Lucky granted the 
city’s motion for Griswold’s 
reappointment. 

Photo by David James Heiss 

Demolition and property cleanup and disposal of the Banning Business Center is expected to take four 
months. 

Attorney Wright applauds 
Griswold’s persistence to get 
the Banning Business Center, 
well, off the ground. 

“One of the huge hurdles 
was that each property had a 
different owner, each with 
varying investors, and busi-
nesses crossed property 
lines,” Wright says. “I am 
honored that Silver & Wright 
LLP was able to assist the city 
with getting this extremely 
dangerous property rehabili-

tated for the citizens of 
Banning. The improvement to 
the economy, and the patience 
of winning this step by step 
finally made full rehabilita-
tion of the nuisance property 
economically feasible.” 

Staff Writer David James 
Heiss may be reached at 
dheiss@recordgazette.net , or 
by calling (951) 849-4586 x114. 

mailto:dheiss@recordgazette.net
www.recordgazette.net


Your monthly source for 
coupons, deals & more! 

Call 760-922-3181 to advertise! March 2020 
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TUESDAY, SEPTEMBER 29, 2020 SOUTHERN CALIFORNIA NEWS GROUP » INLAND EMPIRE |  NATION+WORLD A | 9 

Nation+World news feed 
TAX SCANDAL 

Trump went even further than 
other uber-rich to shrink taxes 
WASHINGTON » The tax-avoidance 
strategies that President Donald 
Trump capitalized on to shrink his 
tax bill to essentially zero are sur-
prisingly common among major real 
estate developers and other uber-
wealthy Americans. 

Yet Trump characteristically 
pushed those strategies to the limit, 
perhaps to the breaking point. 

So say tax experts in the wake of a 
New York Times report Sunday that 
found that Trump paid only $750 in 
taxes in both 2016 and 2017 — and 
none at all in 11 of the 18 years that 
the newspaper examined. 

“The things that Trump did are 
typical of wealthy businesspeople 
and particularly wealthy real estate 
developers,’’ said Steve Wamhoff, di-
rector of federal tax policy at the In-
stitute on Taxation and Economic 
Policy. 

“There are a lot of things that 
Trump has done that may exceed 
what is allowed by the law,” Wam-
hoff said. 

– The Associated Press 

U.S. ARMED FORCES ELECTION MAIL EUROPE 

As suicides rise, Army brass US judge orders stop to Postal Armenia, Azerbaijan clash in 
reassessing outreach Service cuts, echoing others separatist region for a 2nd day 
FORT BRAGG, N.C. » While the driv- PHILADELPHIA » A federal judge in YEREVAN, ARMENIA » Armenian and 
ing factors of the suicides remain un- Philadelphia joined others Monday Azerbaijani forces fought over the 
known, Maj. Gen. Christopher Dona- in ordering a halt to recent Postal separatist region of Nagorno-Kara-
hue, who assumed command of the Service cuts that critics say are caus- bakh for a second day Monday, with 
storied 82nd Airborne Division at Fort ing mail delays and threatening the both sides blaming each other for 
Bragg in July, believes that the forced integrity of the presidential election. resuming the attacks that report-
periods of isolation and other stress- Six states and the District of Co- edly killed and wounded dozens as 
ors the coronavirus pandemic have lumbia presented “compelling ev- the decades-old conflict has reig-
imposed on his troops and their fami- idence” from the U.S. Postal Ser- nited. 
lies have been a major factor. vice itself that shows “a pronounced The Azerbaijani Defense Minis-

2020 has been an unprecedented increase in mail delays across the try claimed Armenian forces shelled 
year for the 82nd Airborne Division. country” since July, the judge found. the town of Tartar, while Armenian 
In January, for the first time in three The Postal Service, in response, officials said the fighting continued 
decades, the Division’s Immediate Re- called election mail the agency’s overnight and Baku resumed “offen-
sponse Force was activated amid ris- “number one priority.” In an agree- sive operations” in the morning. 
ing tensions with Iran. At the same ment reached Friday in a similar Azerbaijani military officials told 
time, Lowe’s unit was finishing up a New York case, the agency agreed to the Interfax news agency that over 
nine-month rotation in Afghanistan, handle it as First Class Mail when- 550 Armenian troops have been “de-
America’s longest-running war. ever possible and to put more re- stroyed (including those wounded)” 

By the time soldiers returned to sources toward the effort. in a claim that Armenia denied. 
Fort Bragg in the spring, the CO- Lawyers for the agency insist that According to officials in the pre-
VID-19 pandemic was well underway new Postmaster General Louis De- dominantly Armenian enclave of 
as it threatened to overwhelm the U.S. Joy never ordered a slowdown or Nagorno-Karabakh, 58 servicemen 
public health system. Patriotic wel- overtime ban. However, they con- on their side have been killed so far. 
come home ceremonies were replaced ceded in court last week that local The territory’s Defense on Sunday 
with a mandatory two-week quaran- managers may have interpreted the also reported two civilian deaths — 
tine and restrictions. guidance from Washington that way. a woman and her grandchild. 

– The Associated Press – The Associated Press – The Associated Press 

RABAT, MOROCCO 

MOSA’AB ELSHAMY – THE ASSOCIATED PRESS 

Sneaking in some soccer: Boys play soccer in the Kasbah of Oudayas, a 12th century 
fortress overlooking the Atlantic Ocean, in Rabat, Morocco, Monday. 

Online: For continuous coverage of national and international news, go to our website. 

PANDEMIC 

Worldwide death toll from the 
coronavirus eclipses 1 million 
By Adam Geller and 
Rishabh R. Jain 
The Associated Press 

NEW DELHI » The worldwide 
death toll from the corona-
virus eclipsed 1 million on 
Tuesday, nine months into 
a crisis that has devastated 
the global economy, tested 
world leaders’ resolve, pitted 
science against politics and 
forced multitudes to change 
the way they live, learn and 
work. 

“It’s not just a number. 
It’s human beings. It’s peo-
ple we love,” said Dr. How-
ard Markel, a professor of 
medical history at the Uni-
versity of Michigan who 
has advised government of-
ficials on containing pan-
demics and lost his 84-year-
old mother to COVID-19 in 
February. 

“It’s our brothers, our sis-
ters. It’s people we know,” he 
added. “And if you don’t have 
that human factor right in 
your face, it’s very easy to 
make it abstract.” 

The bleak milestone, re-
corded by Johns Hopkins 
University, is greater than 
the population of Jerusa-
lem or Austin, Texas. It is 2 
½ times the sea of human-
ity that was at Woodstock 
in 1969. It is more than four 
times the number killed 
in the 2004 earthquake 
and tsunami in the Indian 
Ocean. 

Even then, the figure is 
almost certainly a vast un-
dercount because of inade-
quate or inconsistent test-
ing and reporting and sus-
pected concealment by some 
countries. 

And the number contin-
ues to mount. Nearly 5,000 
deaths are reported each day 
on average. Parts of Europe 
are getting hit by a second 
wave, and experts fear the 
same fate may await the U.S., 
which accounts for about 
205,000 deaths, or 1 out of 5 
worldwide. That is far more 
than any other country, de-
spite America’s wealth and 
medical resources. 

“I can understand why 

REBECCA BLACKWELL — THE ASSOCIATED PRESS 

A cemetery worker digs a grave in a section of the Valle 
de Chalco Municipal Cemetery which opened early in 
the coronavirus pandemic to accommodate the surge in 
deaths, on the outskirts of Mexico City, Sept. 24. 

... numbers are losing their 
power to shock, but I still 
think it’s really important 
that we understand how big 
these numbers really are,” 
said Mark Honigsbaum, au-
thor of “The Pandemic Cen-
tury: One Hundred Years of 
Panic, Hysteria and Hubris.” 

The global toll includes 
people like Joginder Chaud-
hary, who was his parents’ 
greatest pride, raised with 
the little they earned farm-
ing a half-acre plot in cen-
tral India to become the first 
doctor from their village. 

After the virus killed the 
27-year-old Chaudhary in 
late July, his mother wept 
inconsolably. With her son 
gone, Premlata Chaudhary 
said, how could she go on 
living? Three weeks later, on 
Aug. 18, the virus took her 
life, too. All told, it has killed 
more than 95,000 in India. 

“This pandemic has ru-
ined my family,” said the 
young doctor’s father, Ra-
jendra Chaudhary. “All our 
aspirations, our dreams, ev-
erything is finished.” 

When the virus over-
whelmed cemeteries in the 
Italian province of Bergamo 
last spring, the Rev. Ma-
rio Carminati opened his 
church to the dead, lining 
up 80 coffins in the center 
aisle. After an army convoy 
carted them to a crematory, 
another 80 arrived. Then 80 

more. 
Eventually the crisis re-

ceded and the world’s atten-
tion moved on. But the pan-
demic’s grasp endures. In 
August, Carminati buried 
his 34-year-old nephew. 

“This thing should make 
us all reflect. The problem is 
that we think we’re all im-
mortal,” the priest said. 

The virus first appeared 
in late 2019 in patients hos-
pitalized in the Chinese city 
of Wuhan, where the first 
death was reported on Jan. 
11. By the time authorities 
locked down the city nearly 
two weeks later, millions 
of travelers had come and 
gone. China’s government 
has come in for criticism 
that it did not do enough to 
alert other countries to the 
threat. 

Government leaders in 
countries like Germany, 
South Korea and New Zea-
land worked effectively to 
contain it. Others, like U.S. 
President Donald Trump 
and Brazil’s Jair Bolsonaro, 
dismissed the severity of 
the threat and the guidance 
of scientists, even as hospi-
tals filled with gravely ill pa-
tients. 

Brazil has recorded the 
second most deaths after 
the U.S., with about 142,000. 
India is third and Mex-
ico fourth, with more than 
76,000. 

2020 ELECTIONS 

Harris to voters: Don’t give up 
as Trump rushes court pick 
RALEIGH, N.C. » Kamala Harris urged 
voters on Monday not to be discour-
aged by Republican efforts to fill a Su-
preme Court seat before the election, 
sayIng it’s the GOP’s goal to make peo-
ple feel like their votes don’t matter. 

“We will not give up, and we will 
not give in,” the Democratic vice pres-
idential nominee said. “We will not 
let the infection that President Trump 
has injected into the presidency and 
into Congress, that has paralyzed our 
politics and pitted Americans against 
each other, spread to the United 
States Supreme Court.” 

Her remarks, delivered in swing-
state North Carolina, marked Har-
ris’ most expansive yet on the vacant 
court seat that was held by Justice 
Ruth Bader Ginsburg until her death 
earlier this month. Beyond serving on 
the Democratic ticket, Harris will play 
a direct role in the confirmation battle 
as a member of the Senate Judiciary 
Committee tasked with vetting the 
nominee, a spot in which she’s shined 
during past nomination fights. 

– The Associated Press 

BELARUS 

500 detained at weekend anti-
government protests 
KYIV, UKRAINE » Authorities in Be-
larus have detained about 500 peo-
ple during weekend protests against 
the country’s authoritarian president, 
who has claimed a sixth term in office 
in an election widely seen as rigged. 

Belarus’ Interior Ministry said 
Monday that 150 protesters were de-
tained on Saturday and over 350 
more on Sunday, when anti-govern-
ment protests spanned 22 cities. Daily 
rallies have rocked Belarus for over 
seven weeks now, with the largest 
ones drawing up to 200,000 people, in 
the biggest challenge yet to President 
Alexander Lukashenko’s long reign. 

About 100,000 demonstrators 
marched in the Belarusian capital 
of Minsk on Sunday, demanding the 
resignation of Lukashenko, who has 
cracked down hard on opposition and 
independent news media during 26 
years in power. 

According to the Viasna human 
rights group, the clampdown on the 
protesters this weekend wasn’t as vio-
lent as before. 

– The Associated Press 

Your 2020 Census data is safe, protected and confidential. 

CaliforniaCensus.org  @CACensus Updated English: June 2020 

BUILD BETTER ROADS AND SCHOOLS 

FUND COMMUNITY PROGRAMS FOR 
SENIORS, CHILDREN AND FAMILIES 

CREATE JOBS 

IMPROVE HOUSING 

ENHANCE HEALTHCARE FACILITIES & 
EMERGENCY SERVICES 

ONLINE AT 
my2020census.gov 

ThreeWays to Complete the Census 

BY PHONE AT 
844-330-2020 

BY MAIL 
Complete and return your 
Census form! 

All communities deserve the opportunity to thrive and provide for their families. 

Complete the Census Before October 31, 2020. 

You can make a difference for your community! The 
simple, nine question survey help determine dollars that 
fund important programs for the next 10 years. 

Participate 
in the Census Now! 
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