
    

              

                                          

  

           

          

          

 

 

 

 

   

   

   

   

   

 

   

  

   

 

 

       

     

   

 

  

 

         

   

       

    

 

     

     

   

      

    

   

        

      

       

       

      

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 TEMPLATE 

General Information 

Date of report November 16, 2020 

Organization / Entity Stanislaus County 

Responsible Person / Title Damian J. Martinez, Senior Management Consultant 

Contact Person / Title Same 

Address Stanislaus County 

Chief Executive Office 

1010 10th Street, Suite 6800 

Modesto, CA 95354 

Email / Phone martinezda@stancounty.com, 209-353-6435 

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 AND IMPLEMENTATION PLAN GOALS AND OBJECTIVES 

• To promote awareness about the Census, the process, and how to complete the 

questionnaire and meet key deadlines. 

• To publicize locations where the public may receive information regarding the 

Census in their native language and assistance completing the Census 

questionnaire through Questionnaire Assistance Centers (QAC’s) and 

Questionnaire Assistance Kiosks (QAK’s) including libraries, schools with 
knowledgeable personnel to assist the public in completing the Census 

questionnaire, and answer questions related to the Census. 

• To motivate the community to complete and return their questionnaire by 

explaining it in ways that are relevant to them and what the Census means to 

California, their counties, and cities. 

• To focus funding and efforts in geographic areas and demographic populations 

who are least likely to respond including, but not limited to: Latinos, African 

Americans, Native Americans and Tribal Communities, Asian Americans, Middle 

Eastern populations, Immigrants and Refugees, Farm Workers, People with 

Disabilities, Seniors/Older Adults, LGBTQ+ populations, Veterans, Homeless 

Due Date: November 16, 2020 

mailto:martinezda@stancounty.com
mailto:martinezda@stancounty.com
www.census.ca.gov


   

 

 

        

    

 

 

 

        

       

     

       

    

 

   

     

      

   

        

      

      

          

       

   

 

      

        

       

   

       

      

 

       

       

       

   

 

   

    

   

 

      

     

    

    

 

  

                                                 
     

   

Stanislaus County 

Individuals and Families, children 0-5, areas with low broadband subscription rates 

and limited/no access, and households with limited English proficiency. 

REVISIONS DUE TO COVID-19 

Our objectives to educate, motivate, and activate Stanislaus County did not change 

because of COVID-19. What did change, though, were the strategies to effectively 

outreach to our community. We pivoted quickly from doing face-to-face outreach 

events to utilizing all forms of social media including Facebook, YouTube, Instagram, 

and Twitter; and no-contact community outreach. 

We also utilized radio ads and Public Service Announcements (PSA’s) in English and 

Spanish through Radio Lazer and iHeart Radio, and geo-fencing1 through Entravision. 

The campaign for Stanislaus County was focused on the hard-to-count census tracts 

identified by Census 2020 Self-Response Rate Fact Sheets for Stanislaus County 

(Region 4). When someone was in the “fenced” area, apps (i.e., weather, news, 

games, etc.) appeared on their phone or tablet, advertising our Census 2020 ads. 

Once the ads were clicked, users were then re-targeted with the Census 

advertisement each time their device was opened. Our Census ads included all sub-

contractors and partners with rotating logos and the ads also had an option to click 

that would bring up the Census form ready for completion. 

In addition, we pivoted to no-contact community outreach. Our subcontractors 

would deliver, distribute, and mail Census materials. In particular, some of our 

community partners delivered Census flyers to community members’ doorsteps. 

Moreover, we held two Census caravan events where we drove through the hardest-

to-reach communities, playing Census radio advertisements on loudspeakers and 

delivering Census packets to the doorsteps of community members. 

We also asked our City and County governments and associated bodies to advertise 

the Census in their promotional materials and during their meetings. Those meetings 

included City Council, Board of Supervisors, Municipal Advisory Councils, and the 

Community System of Care. 

We immediately grasped the fact that COVID-19 created a different scenario and 

that utilizing any and all virtual platforms and no-contact marketing would be the best 

strategy to maximize outreach. 

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). 

1 Geo-fencing creates a virtual fence on an individual’s social media account in a designated 

area as small as 500 feet to entire zip code areas. 

2 



   

 

 

  

 

    

 

       

      

    

      

       

 

 

      

    

     

       

      

      

    

    

         

         

       

        

    

         

 

       

       

     

      

     

          

 

        

    

         

      

      

      

      

    

    

       

       

   

   

 

Stanislaus County 

Contracted Partner’s Operations 

WHAT WORKED WELL OPERATIONALLY? 

Stanislaus County subcontracted with a local community-based organization, El 

Concilio, to implement the County’s marketing and outreach plan. In so doing, El 

Concilio subcontracted with several other well-respected community-based 

organizations to target specific hard-to-reach populations. The following 

commentary reflects what worked well operationally among Stanislaus County and 

each subcontractor. 

Some of our subcontractors had previous Census experience. California Rural Legal 

Assistance, Inc. (CRLA) indicated that their past experience provided them 

indispensable historical knowledge during the education phase. In March 2019 CRLA 

launched their own internal 2020 Census Committee. Their committee was composed 

of seasoned Census veterans who worked on the 2000 and 2010 Census. The meetings 

centered around creation of Census materials, funding status updates, and 

benchmark deliverables, and created CRLA’s All-In Strategy. This strategy focused on 

addressing mis-information and dis-information. For example, an effective strategy 

that worked well was their “Know Your Rights” presentation. The attendees were given 

a pre- and post-test/presentation to gauge their knowledge of the Census. Each final 

presentation included Census facts, which increased their knowledge about the 

Census and their likelihood to complete the Census. In addition, every phone call 

received from an outside phone line included a Census “pitch” and telephone 

“waiting-on-hold” music was changed to play Census PSA’s Spanish and English. 

Also during the education period, other sub-contractors such as Stanislaus County 

Lesbian, Gay, Bisexual, Queer, Transgender (LGBQT+) Collaborative and Peer Art 

Recovery Project organized and promoted a series of “drag shows,” which included 

Census information. Printed material was modified so that there were more LGBTQ+ 

visuals in outreach material. These organizations also used LGBTQ+-specific social 

media posts on their respective sites to encourage Census completion. 

Another partner, Mi Familia Vota, a national civic engagement organization, was 

able to reach out and target hard-to-reach communities by holding tabling events 

at Stanislaus County’s largest flea market (“El Rematito”), which is located in South 

Modesto, one of the hard-to-reach communities. Mi Familia Vota used these tabling 

events to provide language-specific Census information that encouraged patrons to 

complete the Census and explained the importance of the Census to the South 

Modesto community. Also, they held a U.S. Census Food Distribution event in 

partnership with Interfaith Ministries and Iglesia Bautista Emanuel in West Modesto, 

which was an effective partnership, particularly since it incorporated Census 

advertising with food distribution with religious organizations so that the faith 

community could be targeted. Prior to COVID-19, also during the education phase, 

they participated in door-to-door canvassing events where they distributed Census 

door hangers and flyers. 

3 



   

 

 

       

       

     

        

    

      

      

        

       

  

 

      

       

       

   

       

     

         

    

    

 

         

        

       

       

     

     

     

 

        

     

       

     

       

       

    

 

  

 

    

     

        

          

       

  

 

      

       

Stanislaus County 

Stanislaus Asian American Community Resources (SAACR), another partner, focuses 

on expanding opportunity and the quality of life for all Asian Americans in Stanislaus 

County. SAACR noted that since they were a small non-profit, the fast output of funds 

was really helpful to their outreach operations. Additionally, during the education 

phase, the best practice for the diverse South East Asian community was direct one-

on-one engagement, as such a strategy increased trust. Specifically SAACR, 

educated the Southeast Asian community on the purpose of the Census, its 

importance, and how to complete it. These interactions and messages were 

delivered and conveyed in the recipient’s mother tongue from a trusted community 

member. 

Focusing on another hard-to-reach population and community, the West Modesto 

Community Collaborative (WMCC) is situated in West Modesto. WMCC was able to 

hold weekly meetings with outreach teams and develop strategies that would 

support reaching hard-to-count neighborhoods in West and South Modesto. In the 

non-response follow-up period during COVID-19, moving meetings to Zoom and 

WhatsApp proved to effective in facilitating planning efforts. Efforts went through 

social media platforms (i.e., TikTok, Facebook, WhatsApp, Instagram, and Twitter) to 

advertise the Census in both English and Spanish. Other effective efforts were phone 

trees used to educate and support families on the Census. 

Our main subcontractor, El Concilio, worked closely with Stanislaus County and their 

subcontractors to provide a clear Census messaging campaign. We made sure that 

our partners were up-to-date on all State Census information by holding monthly 

virtual meetings to disseminate important data and also as a sounding board for 

questions and concerns. For instance, El Concilio created Census tool-kits that were 

available for all community partners to utilize for uniform messaging at outreach 

events and letting the community know where the “trusted” messengers were. 

Finally, the most effective, strategic outreach strategy during the final Census period 

involved two caravan events. The communities targeted were Empire, and South and 

West Modesto, some of the hardest-to-reach communities. With over 20 vehicles and 

several community-based organizations we drove through those communities while 

Radio Lazer played music and Census PSA’s. We also distributed hundreds of bags of 

Census advertising materials, U.S. Census Enumerators accompanied us so that 

residents could complete the Census on-the-spot. 

WHAT HINDERED THE OPERATIONS? 

Many of our partners indicated that COVID-19 hindered their ability to get “boots-on-

the-ground” campaigns successfully implemented. Also, with the shift to virtual 

outreach we often lacked the knowledge about how to transmit Census advertising 

virtually in a culturally appropriate way. Merely posting flyers on social media was not 

the best strategy. We were not sufficiently prepared or knowledgeable about how to 

best advertise in the COVID-19 environment. 

In addition, given the nature of COVID-19 and the transition to virtual advertising, 

many of our partners did not have the internet, social media, or internet connectivity 

4 



   

 

 

      

    

          

       

     

       

      

 

 

        

       

     

         

  

 

     

        

       

 

     

        

        

        

        

        

      

     

 

  

 

     

 

    

  

         

 

       

    

        

      

 

        

    

    

    

       

     

  

Stanislaus County 

bandwidth to transmit the appropriate information. Our partners had limited budgets, 

but needed to expand Wi-Fi service, which was an added cost that many of them 

could not afford. Also, agencies tried to revisit their personnel and agency policies to 

allow for social media use, which was cumbersome and with reduced staff and 

decreased revenue, resulting in tremendous adversity. The other issue was training 

and competence for staff. Many staff had not been trained or were unfamiliar or did 

not have work time available to learn effective social media advertising and 

outreach strategies. 

There was also a great deal of ever-changing information on QAC’s and QAK’s. Given 

COVID-19, this issue was understandable, but it created some confusion because we 

were not sure of when or how or if we would receive the necessary information and 

items. This made it difficult to have one singular internal message with our partners 

and staff. 

Moreover, although SwORD appeared to be a great resource, several problems 

arose. In particular, gaining access to SwORD was often difficult, as some of the 

passwords did not work, resulting in limited or no access to our partners. 

Finally, the biggest area of confusion concerned the County Complete Count 

Committee. We worked closely with the U.S. Census prior to the State Census 

becoming involved. The U.S. Census provided us with one set of instructions and 

processes that did not coincide with the State Census. We were confused as to the 

role of the U.S. Census versus the role of the State Census at the beginning of the 

establishment of our Complete Count Committee. This confusion and mixed 

messaging created a great deal of tension among the committee members, as they 

and the County did not understand our roles or what was required. 

Contracted Partner’s Outreach 

WHAT OUTREACH TACTICS WORKED WELL? 

• Use of SwORD dashboard and self-response rate sheets to target low-response 

census tracts. 

• Weekly regional partner coordination calls to brainstorm and share new 

outreach ideas. 

• Monthly subcontractor coordination calls to disseminate new Census 

information and share questions and concerns. 

• Census tool-kits available for all sub-contractors (i.e., canopy, pop-up Census 

signs for different populations) and table covering with unified Census 

message. 

• Providing Census materials in Spanish, Tagalog, Arabic, Punjabi, and Hmong to 

meet the language needs of the hard-to-count communities. 

• Utilizing native, indigenous-speaking Census Community Workers. 

• Distributing Census door hangers in low-response tracts. 

• Collaboration with schools, food banks, and other partners. 

• Distribution of COVID-19 protective masks and associated materials with 

printed Census 2020 information. 

5 



   

 

 

      

        

 

       

    

  

        

 

     

  

         

  

       

   

 

  

 

       

    

         

       

       

     

   

      

  

       

         

       

    

      

     

    

      

 

         

     

    

 

       

      

      

       

        

       

 

     

      

Stanislaus County 

• Distribution of Census 2020 swag bags during Great Census Caravan events 

• Outreach at local Asian markets, homeless camps, temples, and other places 

of worship. 

• PSA posts in targeted Asian languages: Vietnamese, Lao, Tagalog, Chinese. 

• Twitter campaigns: #micasacuenta and #mifamiliacuenta. 

• Phone banking and canvassing. 

• Trusted LGBTQ+ entities interacting with LGBTQ+ communities in culturally 

appropriate ways. 

• Utilization of geo-fencing ad campaign, targeting hard-to-count Census tracts 

throughout Census project timeline. 

• Utilization of radio ads (PSA’s in Spanish, Chinese, Assyrian, English) targeting 

hard-to-count Census populations. 

• Two Great Census Caravans targeted hard-to-count areas in Stanislaus County 

to inform communities of the Census. 

WHAT HINDERED THE OUTREACH? 

• COVID-19 prevented our subcontractor, El Concilio, and all their partners from 

hosting/participating in the “face-to-face” events that were originally 
planned. We were all unable to host Census tables at health fairs, farmers 

markets, school events, cultural events, and swap meets. 

• Difficulty in hosting virtual events with large audiences because most rural 

areas lacked reliable broadband, many low-income individuals do not own a 

personal computer, and some individuals expressed that they could not 

access the events because their child/ren needed to use the family computer 

for school work. 

• COVID-19 pandemic affected many households with unemployment, housing 

insecurity, health issues and in many cases death of a loved one that they were 

too “burned out” and “over extended” to respond to the Census. 

• Many hard-to-count communities had lasting misconceptions about the 

Census and were hesitant to share personal information, some thought the 

“citizenship” question was still on the questionnaire and were unaware of the 

laws protecting confidentiality. 

• Many did not believe that the Census could have any direct benefit to them. 

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. 

The Census timeline was a major challenge. At the outset, pre-COVID-19, Stanislaus 

County and its community partners had a plan in place for outreach. When COVID-

19 struck, understandably the timeline changed and shifted, but it shifted multiple 

times. Many of our community partners did not have the funding to provide outreach 

beyond the original Census end date. We responded by facilitating virtual meeting 

and using County resources to work within the originally stated timeline. 

Another operational challenge was that some Regional and ACBO subgrantee 

check-in calls had overlapping dates and times, making it difficult to participate and 

6 



   

 

 

    

        

     

         

      

  

 

       

     

     

   

        

       

     

  

 

 

        

     

      

      

   

 

    

        

         

        

 

        

       

    

       

         

       

    

 

    

      

  

 

    

         

     

       

       

    

      

     

Stanislaus County 

provide updates. Sometimes calls were scheduled back-to-back, taking up the whole 

workday. SwORD reporting schedule changed from monthly to weekly, which 

impacted budgeting. Although the meetings were informative, there were too many 

meetings with overlapping themes and often the focus was on updates and not 

necessarily sharing strategies. We responded by attending as many meetings as we 

could. 

COVID-19 limited public outreach initiatives as the rules on public gatherings/events 

seemed to change on a daily basis. Many subcontractors, by utilizing an all-hands-

on-deck response by revamping Census delivery implementation and utilizing 

messaging incorporating information about COVID-19 and voter registration 

information, increased presence on all social media platforms, geo-fencing, PSA 

campaign on local radio stations and working with subcontractors and partners. We 

responded by organizing several virtual events and keeping our community partners 

informed about what outreach strategies they could implement given the County’s 

restrictions. 

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. 

Stanislaus County’s 2010 response rate was 66.7% and the 2020 Response Rate was 

77.1%. We used the Census 2020 Fact Sheet for Stanislaus County and all efforts were 

focused on the hard-to-count Census tracts. Fact sheets were sent to all partners on 

a weekly basis with maps showing the lowest response areas to target. 

Some partners (LGBTQ+ and Peer Recovery Art) know that historically the LGBTQ+ 

population is undercounted and disenfranchised. Policies against LGBTQ+ persons by 

the federal administration sowed seed of mistrust and many in the LGBTQ+ community 

did not feel safe with completing the Census. Peer Recovery Art and LGBTQ+ did not 

rely solely on Census Fact sheets to drive their effort. They assumed that the response 

rate would be low for LGBTQ+ persons so they focused their efforts on building trust in 

the LGBTQ+ community. 

Geo-fencing and targeted media outreach efforts were hugely successful in sending 

out the Census message. Just these two efforts reached over 300,000 people in 

Stanislaus County. 

We feel that all of our combined marketing and outreach efforts contributed to our 

high response rate. There are, though, a few contributions that were enormously 

successful. First, the multi-partner partnership, including our County Complete Count 

Committee. These partnerships allowed us to touch almost every sector of our 

community. Second, during the education phase, all of our partners were at almost 

every large event or gathering in the County. Third, our social media campaign, 

including geo-fencing and radio ads with all of our partners’ social media accounts 

reached hundreds of thousands of our community residents. 

7 



   

 

 

 

        

     

  

 

        

       

       

     

   

  

     

     

    

       

 

         

           

       

       

 

           

   

 

      

       

     

 

      

      

      

  

    

    

      

     

      

    

  

        

    

        

    

          

 

       

  

Stanislaus County 

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. 

Our community partners were selected based on their respect in the community, their 

client base, and their ability to reach the hard-to-reach populations. In addition, these 

organizations needed to be respected leaders and bridge-builders in the various 

target populations who had been deemed least likely to respond (based on 

California’s statewide targets and vulnerable populations) and have a clear 

understanding and a track record of outreach in specific geographic areas which 

had been deemed least likely to respond to the Census (determined through the use 

of Census tract data segmented by the lowest 2010 Census response rates). We firmly 

believe that the selection of our partners and their individual expertise with the hard-

to-count population enabled us to meet and exceed the 2010 Census Rate by 4.4%. 

We would meet with our partners in-person (pre-COVID-19) and virtually on a monthly 

basis. Each partner was required to submit a progress report to the County, also on a 

monthly basis. The County would also meet with our partners and the Chairs of the 

County Complete Count Committee (CCC) to plan for the monthly CCC meeting. 

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

a difference in your outreach efforts. 

Stanislaus County, along with our community partners, provided outreach and 

marketing in countless ways throughout the entire Census process. What is listed 

below is a sample of their effective outreach efforts. 

a) Assyrian American Civic Club of Turlock provided advertising through several on-

camera interviews with government and community officials about the 

importance of the Census, both in English and Assyrian, through their TV channel 

and radio station. 

b) CRLA purchased washable filtered face masks and distributed them to 

farmworkers who were being denied face-masks. 

c) El Concilio mainly focused on media outreach through geo-fencing and PSA’s in 

English and Spanish on local radio stations. They also worked with iHeart Radio to 

reach a broader audience in the Central Valley. Additionally, they helped with 

organizing two Great Census Caravans, distributing Census swag and 

educating/assisting with Census questionnaire completion. 

d) LGBTQ+ Community Collaborative organized a series of drag shows and events 

focused on vulnerable LGBTQ+ youth and adults. 

e) Mi Familia Vota Census canvassers reached out with door-to-door canvassing and 

were able to complete 2,434 Census questionnaires. 

f) Peer Recovery Art visited homeless housing shelters and assisted with Census 

completion. 

g) Radio Lazer provided PSA’s on their radio stations and through social media. They 

also participated in the Great Census Caravan Events. 
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Stanislaus County 

h) SAACR focused on the Vietnamese Catholic Church, Asian Protestant Churches, 

Hmong Church, Lao Buddhist Temple, Cambodian Buddhist Temple, Vietnamese 

Buddhist Temple, Chinese Churches, Tzu-Chi Foundation, local Asian 

businesses/grocery stores/restaurants and pharmacies. 

i) West Modesto Community Collaborative leaned on their Spanish and Cambodian 

Promotoras to educate families in West and South Modesto by creating materials 

used on the WhatsApp virtual platform. 

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? 

We provided accessible and in-language outreach activities to limited English 

proficient individuals and people with disabilities, either directly or indirectly, meaning 

that we partnered with several community-based organizations. 

• CRLA worked with certified interpreters to film 2020 Census walk-through videos in 

multiple indigenous language variants including Mixteco, Triqui, and Zapoteca. 

These videos were posted on all social media platforms and forwarded to partners 

to air on their social media platforms. 

• At the outset of the Census 2020 project, our team met with representatives from 

the Disability Resource Agency for Independent Living (DRAIL) who were already 

spear-heading a Census project for those community members with disabilities. 

• El Concilio focused on media outreach through geo-fencing and PSA’s in English 
and Spanish on local radio stations. They also worked with iHeart Radio to reach a 

broader audience in the Central Valley. Additionally, we held two Great Census 

Caravans distributing Census swag and educating/assisting with Census 

questionnaire completion. 

• Mi Familia Vota utilized materials from Stanislaus County of Education that were 

distributed in Modesto City Schools lunches at schools that were located in hard-

to-count census tracts. 

• SAACR translated materials from English to Vietnamese, Khmer, Hmong, Lao and 

Chinese. Many of the languages were listed on the Census website but were not 

easily understood by communities trying to access them. 

• West Modesto Community Collaborative created outreach material to educate 

the community in a way that they would see the representation of what it meant 

to be counted. They printed checks to represent the $20,000 that they would 

receive in services, resources, and information. They also included outreach 

material in the form of information cards that could be used to call us for support 

with understanding how to complete the Census questionnaire. 

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. 

One of our success stories throughout our outreach efforts has been with youth 

volunteers. One of the initial challenges that we had was that many families were not 

active on social media, but we did not want to lose out on the opportunity to reach 

9 



   

 

 

   

      

    

    

       

    

 

      

     

 

     

     

       

         

       

      

         

    

     

         

      

    

     

       

     

        

       

          

     

     

 

       

     

 

   

 

 

 

Stanislaus County 

them. We were able to involve them in the process that opened up dialogue in the 

family. We received feedback from grandparents, parents, extended family, and the 

community that confirmed that even though they did not have social media, they 

did have a grandchild, daughter, or youth in the home that showed them the skits 

and information. This was a big success because we were able to reach a population 

that we otherwise would not have been able to reach. 

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

suggestions from our partners include: 

• Better coordination between State and Federal Census. 

• List of resources and dates/timelines to use. 

• Clearer delineation of duties among CCC, ACBO, and Backbone Agencies. 

• Census planning should begin locally at least two years prior to April 1, 2030. 

• ALL contractors—ACBO, County Office of Education, County and City 

governments, CBO’s, etc.—who are working in the County in any Census capacity 

should be required to meet at least monthly to provide updates on progress. 

• 2030 Census should eliminate outdated terminology and become more inclusive 

by including more selection options under the “sex” question. 

• Census phone-lines had long wait times so wait times need to be shortened. 

• Confusion during preplanning stages regarding homeless individuals and those 

who use P.O. boxes. 

• Confusion over Group Quarter count. 

• Census staff should only have 1 assigned position to each County. Different 

contacts for different contracts/efforts made the Census effort a bit confusing, as 

no one individual was aware of all efforts in the County. 

• Clearer communication from Census regarding “additional funding.” It was 

unclear as to who was eligible to receive funding and how to access funds. 

• There should have been funding available or technical assistance provided on 

how to advertise in a virtual environment. 

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

understand the full breadth of the Census work and achievements. 

• Please see the attached ZIP file. 

10 
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