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| OVERVIEW

In 2008, Macro International conducted the Census Barriers Attitudes and Motivators Survey
(CBAMS). The primary purpose of the CBAMS was to support the development of the Census
Integrated Communications Campaign (ICC). In particular, the CBAMS was designed to
optimize:

@ Audience targeting,
@ Message and creative development,

Additionally, the study would allow for media strategy enhancement, online response option
planning, and metrics and measurement planning for copy testing and tracking.

Macro collected 4064 interviews total: 2,701 landline telephone interviews, 300 cell phone
interviews, and 1,063 in-person interviews with Hard-to-Count (HTC) populations. The
sampling design, survey experience, and weighting approach are described in detail in the
Methods Report.

This report details the analysis of the CBAMS data and the results as they pertain to each of the
key message features: audience and, content.

.l Universal Truths

A descriptive review of the data revealed several measures that reflected high consensus in the
U.S. population. Aided awareness of the Census was very high with 93% of the population
reported having heard of the Census when prompted with a description. Among aware
respondents, 76% knew that the Census was used to count the population and 87% say they
would respond to the Census if it were held today.

Analysis of key segment drivers revealed that two key attitudes were common across segments
and race/ethnicity groups. These attitudes, Collective Opportunity (important that all be
counted, responsibility to complete the Census and lets government know needs) and
Skepticism (misuse of information, lack of privacy and confidentiality) about the Census (See
Section 3), were found to be determinants of Census favorability and were found to be
negatively related to each other. As Census favorability increases, collective opportunity
increases while skepticism decreases. Although there were shared attitudes across segments,
the segmentation showed that there was also variation in other attitudes that served to
distinguish between segments (Section 1.2).

[.2 Key Observations

1.2.1 Message Audiences

Segmentation (Section 2) revealed five distinct segments that varied in their knowledge of the
Census and their attitudes toward the Census. The population segments represent five
“mindsets”:

e The Leading Edge are both informed as well as positive about the Census.

Census 2010 1CC Market Survey ~ Analytical Report ]



e The Head Nodders include those who are positive toward the Census, but not well-
informed. '

© The Insulated is those who have heard of the Census but consider themselves unfamiliar
with its purpose and intent.

e The Unacquainted is a representation the population who has never heard of the Census.

® The Cynical Fifth is characterized by an absence of positive attitudes toward the Census
and some skepticism about its purpose despite high knowledge about uses of Census
data.

The Insulated and Unacquainted are two population groups that are very poorly informed
about the Census in terms of awareness and purpose. The other three segments have greater
familiarity with the Census - the Leading Edge, the Head-Nodders, the Cynical Fifth, but vary
on their attitudes and understanding of the Census. These findings provided an understanding
that there is not a consistent relationship between positive attitudes and knowledge about the
Census.

1.2.2 Message Content

The Key Drivers analysis (Section 3) suggested that the content of successful messaging would
need to vary between segments. In particular, while messages about the true purpose and uses
of the Census might be effective for most groups, they may not be effective for the Head
Nodders who may be positive toward the Census in part because they feel they are familiar
with it, yet their responses about the use of census data suggests that they are misinformed. The
results of the drivers analysis underscored the linkage between universally important drivers -
skepticism about the Census and collective opportunity - and the strategic idea that ‘only you
can make the Census ours’. These universal drivers suggest population commonalities related
to the Census, while other attitudinal variables provide true distinctions between segment
mindsets. These discriminating variables are discussed in the proceeding sections.

Census 2010 1ICC Market Survey ~ Analytical Report 2



2 MESSAGE AUDIENCES

To determine the number and nature of different audiences for the Census ICC, we conducted
attitudinal segmentation analysis. This type of analysis partitions people into groups depending
on how similar their attitudes and beliefs are. The identified segments can then be approached
with customized messages suited to their perspectives.

2.1  Q-type Factor Analysis

We used Q-Type factor analysis for the CBAMS segmentation. In conventional factor analysis,
the data are organized in an N x M matrix where N is the number of respondents, and M is the
number of questions. Responses to each question are related with responses to all the other
questions to determine whether there are groups of questions that go together. In Q-type factor
analysis, the matrix is an M x N matrix, and the purpose is to determine whether there are
groups of respondents that go together.

The value of the Q-type factor analytic approach to segmentation is that the factor eigenvalues
provide an objective measure of the number of segments while the factor loadings provide
information for classification.

211 Data Used

The following measures from the CBAMS survey were included in the segmentation analysis:

Measure
aided Have you ever heard of the Census of the United States!?
unaided The Census is the count of all the people who live in the United States. Have you ever heard of

that before?
knowledge  Count of correct responses to C4 series (facts about the Census)

B3 How likely are you to recommend participating in the Census to a family member or friend?
BS Thinking about the Census overall, how important do you feel it is for you to participate in the
Census!
C2 Overall, how would you describe your general feelings about the Census!?
C3 In general, how familiar are you with the way Census data impacts you and your community?
DI As far as you know, does the law require you to answer the Census questions?
D2 As far as you know, is the Census Bureau required by law to keep information confidential?
intent If the Census were held today, how likely are you to participate?
cddi Count of "don't know" responses to C4 series (facts about the Census)
cdref Count of refused responses to C4 series (facts about the Census)
ela The Census is an invasion of privacy.
elb It is important for everyone to be counted in the Census.
elc The Cens;is Bureau would never let another government agency see my answers to the Census.
eld People’s answers to the Census cannot be used against them.
ele Taking part in the Census shows | am proud of who | am.
elf Filling out the Census form will let the government know what my community needs.
elg | just don't see that it matters much if | personally fill out the Census form or not.

Census 2010 ICC Market Survey - Analytical Report 3



Measure

elh It is a civic responsibility to fill out the Census form.

eli The Census Bureau’s promise of confidentiality can be trusted.

elj | am concerned that the information | provide will be misused.

elk I prefer to stay out of sight and not be counted.

ell The government already has my personal information, like my tax returns, so | don’t need to fill
out a Census form.

elm P'll never see results from the Census in my neighborhood.

eln It takes too long to fill out the Census information, | don’t have time.

elo | don't like to fill'out paper forms or use the mail because | prefer to do everything online.

elp The Census is only for people who speak English. ‘ ‘

elq Computer “hackers” could obtain Census information about you if they really tried.

eneutral Count of "no opinion" responses to E series questions

Edi Count of "don't know" responses to E series questions

Eref Count of refused responses to E series questions

2.1.2  Results of the Analysis

We conducted iterative principal components analysis with Varimax rotation! across the 3,724
survey respondents who were aware of the Census. Respondents unaware of the Census did
not answer most survey questions and are treated as a unique segment (Segment 0 throughout
this document). Missing data were eliminated pairwise.

In this type of analysis, the conventional “over 1” rule for eigenvalues associated with
meaningful factors is not useful. There were 49 eigenvalues over 1 in the initial analysis. We
used a scree plot approach to evaluate the number of factors. Exhibit 1 shows the scree plot of
proportion variance explained for factors 2-10 for the initial analysis. The first eigenvalue was
2900 (71%). There is no obvious break in the scree for this analysis. An apparent change in the
slope begins at factor 3. We evaluated 2, 3, and 4 factor solutions and found that a three segment
solution was associated with the most interpretable profiles2.

" Equamax rotation is sometimes used in this context. However, because the number of factors was not clear from the scree
analysis, we used the more stable Varimax. ‘

2 Clearly, a one factor solution is both feasible and supported by the data. In many cases, a single factor analysis can yield
multiple reliable solutions (Lee & Ashton, 2007). In this case, the results of the factor analysis suggested that three or fewer
segments were appropriate in the initial solution. We tested up to seven and found that the three segment solution yielded
groups that were most conceptually distinct for the purposes of profiling.
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Exhibit I: Scree Plot of Initial Segmentation Factor Analysis
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After rotation, each respondent was assigned to the segment with the highest positive factor
loading. Exhibit 2 shows the distribution of the three segments and Segment 0.

Exhibit 2: Initial Distribution of Segments
Unweighted Woeighted

4,064 4,064
Total
100.00% 100.00%
o 340 297
& 8.37% 7.30%
g 1 2,621 2,727
8 64.49% 67.11%
9 5 715 779
17.59% 19.17%
] 388 261
9.55% 6.41%

Since such a large proportion of the respondents were assigned to Segment 1, an attempt was
made to further segment that group. Q-type factor analysis was performed on just those
respondents classified into Segment 1 using the variables from the initial analysis as well as
responses to the F and G series from the questionnaire. The additional questions were:

® Would be motivated by:
o Share of funds for schools
Representatives in Congress
Law requires participation
Help community: healthcare, school, daycare, job training
Plan future improvements schools, roads, fire & police

o 0 O O
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o 0 O ©°

o]

Might not get fair share if don't fill out

See what has changed about US

Doesn't ask sensitive info

More accurate if everyone participates

Census employees can go to jail for leaking personal info

® Mailing early saves taxpayer money
® Importance of purpose:

¢ O 0O 0 0 0 o 0o o

Profiles for each segment were created by comparing the segment scores on each index to the
overall scores. Solutions with 2, 3, and 4 segments were compared. Criteria were
internal consistency of direction (that variables with similar meanings should be correlated, and
that variable directions should suggest a consistent idea of what was driving membership in
each subcluster), and good size separation (no tiny clusters). The solution with 2 segments was
found to best meet these criteria, and Segment 1 was reclassified as Segments 1.1 and 1.2.
Exploring Segment 1 further revealed two groups that were homogeneous on many attitudinal
measures including favorability and intent to participate, yet different in terms of Census
knowledge and other underlying discriminators. This sub-segmentation provides insight
beyond the Segment 1 commonalities for developing and refining messaging and

Segment 1

Schools and the education system
Hospitals and healthcare

Care for the elderly

Roads and highways

Job training programs

Daycare for children

Public transportation

Fire and police stations

Political representation in Congress

communications strategies for these two groups

Exhibit 3: Final Distribution of Segments

Unweighted Weighted

Total
0
= 4.1
D
&
3 1.2
2
3

4,064 4,064
100.00% 100.00%
340 297
8.37% 7.30%
1,560 1,651
38.39% 40.63%
1,061 1,076
26.11% 26.48%
715 779
17.59% 19.17%
388 261
9.55% 6.41%
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2.2 Segment Profiling

In this section, we profile the segments based on the survey data. On the basis of these profiles,
the segments were named: Leading Edge, Head Nodders, Insulated, Unacquainted, and Cynical
Fifth. Following the profiles of each individual segment, the groups are compared based on
demographic profiles, attitudes toward the Census, and beliefs and knowledge about the
Census. The profiles include data highlights for each segment. Full data tables are located in
Appendix A.

Please note that the demographic percentages reported below exclude “Don’t Know” and
“Refused” responses.

Census 2010 1CC Market Survey — Analytical Report 7



Segment 1.2: The Leading Edge (26%)

The Leading Edge  population ——
segment is connected with their et
ensyus
community with a high degree of
civic involvement and the highest
level of voting among all segments.
This segment tends to be affluent
with high home ownership and a
long tenure at their current |
residence. Their education level is
high and the segment stays
informed of current events through
daily newspapers and gathering
online information. Members of this : ' LA Habitat
segment are typically white and Hum
between the ages of 35 and 54.

Definitely will |
papticipate

Collegeor more Ehe New ﬂm‘k Times

The Leading Edge demonstrates
high awareness and a high degree of
knowledge and understanding of ;
the Census. They are very positively predlsposed towards the Census and will inform family
and friends about the Census. The segment views the Census as a benefit to the community
rather than themselves personally and they are confident that they will see the Census results in
their community. They trust the Census Bureau to keep their responses confidential and
private.

e 87% feel part of the community; 42% have participated in a school or community association
.' 80% always or almost always vote in elections

e 47% have household incomes of $75,000 or more

e 84% own their homes; 44% have lived at current address for 10 years or more

e 73% have at least some college education; 47% have college degrees

e 87% use the internet

e 46% are ages 35-54; 82% are non-Hispanic white; nearly 59% are male

¢ 96% have heard of the Census

e 76% definitely will participate; 61% definitely will recommend family and friends participate

e Nearly all believe it is important to count everyone and that answering the census is a civic duty

Census 2010 ICC Market Survey ~ Analytical Report 8



Segment 1.1: The Head Nodders (41%)

A

Female

Non-White ’

-

The Head Nodders are the largest
population segment.  They are
demographically  diverse  with
average income and educational
attainment. They include a slightly
higher percentage of female.

The Head Nodders demonstrate
high awareness of the Census and
believe they are knowledgeable
about the Census. But they lack a
good understanding of the purpose
and intent of the Census. They
maintain high positive
predisposition towards the Census
and view the Census as having
positive community and individual
benefits.  They consider Census
participation to be a responsibility
and they are proud to be counted.

They trust the Census Bureau to keep their responses confidential and private. They trust the
Census Bureau to keep their responses confidential and private.

e 41% of the population is Head Nodders

e  34% are non-white

s 53% have some college or more; 31% have high school degrees

e 59% have household incomes less than $50,000

e 59% are female
e 87% have heard of the Census

e  70% favorable toward the Census

e 76% believe the Census determines the unemployment rate; 51% to determine state income taxes;
51% to determine property taxes; and 51% to locate people living in the country illegally

¢ 65% believe it is very important to participate; 70% are favorable toward the Census

e 92% consider it a civic duty to answer the Census; 89% consider it a sign of pride

Census 2010 1ICC Market Survey - Analytical Report 9



Segment 3: The Insulated (6%)

The Insulated is a small segment.
They have lower educational
attainment and lower incomes. The
segment is racially and ethnically
diverse with high percentages of
Hispanic and black. Many don’t
speak English in their homes. The
segment is mostly female and older
with a high percentage of widows
and lower percentage of children in
the home.

The Insulated are aware of the
Census, but admittedly “don’t know”
when asked about the purpose and
intent. They have long tenures in their
neighborhoods, yet question the
impact of the Census since they don’t
feel they've seen results in their SR
neighborhoods. They are more interested in individual benefits of the Census rather than
community benefits, most likely due to their perception that Census benefits don’t reach their
community.

e 57% have a high school degree or less; 30% do not have a high school degree
e 29% have household income less than $25,000

e 69% are female; 25% are 65 or older; 20% are widowed

e 21% are Hispanic; 16% are non-Hispanic black

e 17% speak a language other than English in the home

e 54% have lived at-their address for 10 years or more

¢ 90% have heard of the Census

e 33% are familiar with Census impact on community

¢ 40% are do not believe that confidentiality can be trusted
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Segment 0: The Unaquainted (7%)

The Unacquainted population segment has a large percentage of minorities including Hispanic,

Asian, American Indian and Black.

population. Over 40 percent of the
segment is foreign born and many
speak a language other than English
in the home. The segment is bi-
modal in terms of age, with many
younger members and many older
members, but little in the middle age
groups. Many of the Unacquainted
are not married and tend to be
renters rather than homeowners.
Household sizes tend to be large
with a high percentage of children in
the home. The segment has lower
educational attainment and
household income.

The Unacquainted are less likely to
vote in elections, their level of civic
engagement is low, and do not tend

The segment size is small at seven percent of the

Unaware of
Celisus

Non=White

Non-US boim

to be community oriented. This segment is unaware of the Census, even after a brief
description of the Census and report a low likelihood of participation.

e 100% are unaware of the Census

e 59% are non-white; 43% are foreign born

e 37% speak a language other than English in the home

o 23% are 65 or older; 47% are 18-24
e 40% have never been married

e 60% do not own their homes

e 22% of the households have 5 or more people; 41% have children in the home

e 76% have a high school degree or less

e 62% have household incomes of $25,000 or less

e 32% always or almost always vote in elections

e 21% report they definitely will participate in the Census
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Segment 2: The Cynical Fifth (19%)

The Cynical Fifth population
segment closely resembles the ‘

; . Neverses
general population with respect to results of
race, gender, age, educational c““”F"
attainment, and income. The
Cynical Fifth claims unfamiliarity
with the Census, but in reality they
demonstrate a relatively high level
of knowledge about the intent and
purpose. They are mostly without
positive = attitudes toward the
Census and maintain  high FOvDIARIS oW sres
skepticism and do not trust the |1 gf
Census, yet recognize that the ’ o
Census is better if everybody is
counted. They are concerned that
the information collected is an
invasion of privacy and that what
they provide will be misused (or
maybe not well used).

¢ 34% say they are very or somewhat familiar with the Census

e 18% are favorable towards the Census

e 63% believe they will never see results

o 28% prefer to stay out of sight

e 54% believe the government already has their personal information

e 46% believe the information will be misused
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2.2.1  Attitudes toward the Census

One measure of attitudes toward the Census is intent to complete. 57% of respondents who
were aware of the Census said they would definitely respond. Exhibit 4 shows the proportion of
each segment who reported that they definitely would respond.

Exhibit 4: Intent to Respond to the Census by Segment (Definitely Will)

100%
90%
80%

F0%
# Leadling Edge
o0 5 LI

. B Head Nodders
50%
# Insulated
40% ‘
& Cynical Fifth
30%

20%

10%

Head Nodders were generally positive toward the Census (93% probably or definitely would
respond), but they were not as definite as the Leading Edge. The Cynical Fifth is so named
because of their relatively low intent to respond.

Four additional items measured affinity for the Census.

Exhibit 5: Affinity for the Census by Segment (Top Box)

100%

IS,

a1

Recommend Important Familiar Favorable

m Leading Edge @ Head Nodders Insulated @ Cynical Fifth
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Exhibit 5 shows the same general pattern of affinity across segments that emerged in the
measure of intent to respond. Again the Cynical Fifth does not have highly positive attitudes
toward the Census. The Insulated group is moderately positive toward the Census but
unfamiliar with it (more details about informedness appear in Section 2.3.2). And the Head
Nodders and Leading Edge respondents are the most positive.

2.2.2 Knowledge about the Census

Unsurprisingly, because knowledge was a segmenting variable, the segments differed markedly
in their knowledge about the Census. Exhibit 6 shows that Leading Edge segment members
endorsed the true items about the Census at the highest rate. Interestingly, Head Nodders, who
were positive about the Census, showed less knowledge of the Census’ actual purpose than did
Leading Edge respondents.

Insulated respondents, were characterized by relatively low endorsement of true statements

about the Census. Lack of familiarity and lack of knowledge about the nature of the Census
gives this group its name and character.

Exhibit 6: Endorsement of True Statements about the Census by Segment

100% -
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Allocate Decide Track changes Plan for future Count ¢itizens
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citizens

® Leading Edge @ Head Nodders Insulated & Cynical Fifth
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Exhibit 7 shows endorsement of untrue statements about the Census. This chart reveals that Head
Nodders tended to endorse both true and untrue statements about the Census. This group’s strong
agreement bias suggests that their expressed positivity toward the Census in general may be less fixed
than the positivity expressed by the Leading Edge respondents. When actually faced with the task of
completing and returning the Census, this group may be less motivated than they appear.

Exhibit 7: Endorsement of Untrue Statements about the Census by Segment
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2.2.3 Beliefs about the Census

The four segments also differed in the beliefs they held about the nature and role of the Census.
In Exhibit 8, the beliefs statements are roughly categorized by the belief factor on which they
load highest. For more information about the factor structure of beliefs about the Census, see
Section 3. The Cynical Fifth is characterized by high rates of agreement with statements that
information will be misused or that the Census Bureau should not be trusted.

The Leading Edge respondents, those who show the greatest commitment to completing the
Census, express less skepticism about the process and the purpose of the Census than anyone
else. Everyone, including most Cynical Fifth respondents agrees that it is important for
everyone in the country to be counted.
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Exhibit 8: Beliefs by Segment (Top Two Box)

Leading Head Cynical

Edge Nodders 'm“3ted g,
Information will be misused 12% 21% 36% 47%
£ Takes too long 12% 16% 29% 53%
:_3_ Government already has personal info 7% 15% 36% 55%
2 Doesn't matter 4% 10% 20% 48%
@ Invasion of privacy 5% 1% 25% 38%
Prefer to stay out of sight 3% 5% 14% 29%
o B Important to be counted 100% 98% 97% 81%
& § Civic duty 97% 93% 87% 70%
% 3 Let the government know what we need 90% 1% 84% 66%
v§ Personal pride 84% 91% 84% 50%
o Answers can't be used against you 91% 83% 79% 73%
? Confidentiality can be trusted 88% 87% 68% 53%
= Census won't share my answers 51% 64% 50% 35%
Never see results 23% 35% 52% 68%
Prefer online 31% 25% 12% 36%
English only 2% 8% 12% 8%
Hackers could obtain info 71% 70% 80% 89%

2.24 Demographic Profiles

The five segments differed in their demographic profiles. Exhibit 9 shows that the Leading Edge
consisted largely of English-speaking, White respondents. The Insulated and Unacquainted,
had larger proportions of Hispanic, Black, and Asian respondents than the other segments.

Exhibit 9: Race and Acculturation Profiles of Segments

Cynical

Total Leading Edge Head Nodders lnsulated Unacquainted  Fifth
0,

% % % % % %
U.s. Born 87% 94% 87% 87% 57% 92%
White 68% 82% 66% 56% 41% 68%
Hispanic 13% 7% 14% 21% 32% 1%
Black 11% 5% 13% 16% 13% 12%
Asian 5% 3% 5% 3% 9% 4%
Al/AN 0% 0% 0% , 0% 0% . 1%
NH/PI 0% 0% 0% 0% 0% 0%
English at
home 91% 98% 90% 84% 63% 94%
Spanish at
home 6% 2% 1% 12% 25% 3%
_Otherathome 3% 1% 3% 5% 12% 3%
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Exhibit 10 shows the segment profiles on other demographic variables. Head Nodders and the
Leading Edge, differed markedly in their income profiles. Leading Edge was more affluent than
the Head Nodders as well as somewhat older. Exhibits 9 and 10 report percentages excluding
don’t know and refused responses.

Exhibit 10: Demographic profiles of segments

Cynical
Total  Leadin Head Insulated Unacquainted Eifth
% Edge % __ Nodders % % % %
Female 52% 41% 59% 69% 46% 47%
Male 48% 59% 41% 31% 54% 53%
18-34 30% 21% 32% 19% 47% 34%
35-54 38% 46% 38% 35% 23% 35%
55-64 14% 16% 15% 13% 4% 15%
65+ 15% 15% 13% 25% 23% 12%
‘Married 56% 86% 54% 46% 42% 53%
Widowed 6% 3% 6% 20% 8% 6%
Single/Other 38% 30% 40% 35% 50% 40%
# in Household
1 14% 12% 13% 24% 15% 13%
2 33% 37% 34% 25% 21% 32%
3 ' 19% 19% 19% 23% 24% 19%
4 20% 20% 21% 11% 17% 21%
5+ 13% 1% 12% 12% 22% 14%
Children in
household 36% 37% 37% 26% 41% 35%
No children 64% 63% 63% 74% - 59% 65%
High Schoolor Less  44% 27% 48% 57% 76% 42%
Some College or
College Degree 47% 56% 47% 35% 20% 52%
Post Graduate 9% 17% 5% 9% 4% 6%
<$25K 24% 9% 26% 39% 62% 27%
$25K — <$50K 26% 17% 33% 28% 24% 24%
$50K — <$75K 20% 27% 19% 14% 7% 20%
$75K+ 29%  4T% 21% 19% 7% 29%
Own Home 68% 84% 63% 68% 40% 69%

Across all demographic characteristics the Cynical Fifth closely resembled the general
population of the survey. Their race, gender, age, education, and income characteristics suggest
that cynicism about the Census is not associated with one or two discrete cultures but rather is
distributed fairly evenly across the US population.
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2,25 Summary: Segment Profiles
Five attitudinal segments were extracted from the CBAMS data.

The largest group—Head Nodders—expressed positive attitudes toward the Census but also
had relatively little knowledge about what the Census is actually used for. A general positivity
bias or tendency to say ‘yes’ to everything suggests that this group may not be as committed to
completing the Census by mail as they report being. The drivers analysis in Section 3 explores
this issue more deeply.

The next largest group — the Leading Edge — was also positive about the Census and showed the
most consistency in their attitudes and accuracy in their knowledge of the purpose of the
Census. This group represents the most secure Census respondents.

About 20% of the population falls into the Cynical Fifth group, which is characterized by
suspicion about the Census and its motives. This group does is not associated with a specific
demographic profile but is associated with the lowest self-reported likelihood to respond.

The final two groups are about the same size. Approximately 6% of the population is
“Insulated”, Americans have heard of the Census but are not particularly familiar with it or its
purpose. The remaining 7% of the population hasn’t heard of the Census at all. Both of these
groups are characterized by a lack of familiarity with the program, and both are
disproportionately Hispanic.

2.3  Segment Classification

For the purpose of further research with each segment, an attempt was made to create a
classification scheme that successfully assigned survey respondents to segments. We used
discriminant analysis to predict segment in the CBAMS survey from the following measures:

@ Have you ever heard of the Census of the United States?
@ The Census is the count of all the people who live in the United States. Have you ever
heard of that before?
® How likely are you to recommend participating in the Census to a family member or
friend? '
® Thinking about the Census overall, how important do you feel it is for you to participate
in the Census?
& Opverall, how would you describe your general feelings about the Census?
® In general, how familiar are you with the way Census data impacts you and your
community.
® If the Census were held today, how likely are you to participate? By participate, we mean
fill out and mail in a Census form.
® The Census is used... (C4 series on the CBAMS instrument)
o Count of correct answers (out of 10)
o Count of “don’t know” responses (out of 10)
® Opinions... (E series on the CBAMS instrument)
o The Census is an invasion of privacy.
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o The Census Bureau would never let another government agency see my answers to

the Census.

People’s answers to the Census cannot be used against them.

Taking part in the Census shows [ am proud of who I am.

[just don’t see that it matters much if I personally fill out the Census form or not.

It is a civic responsibility to fill out the Census form.

The Census Bureau’s promise of confidentiality can be trusted.

['am concerned that the information I provide will be misused.

[ prefer to stay out of sight and not be counted.

The government already has my personal information, like my tax returns, so I don’t

need to fill out a Census form.

['ll never see results from the Census in my neighborhood.

It takes too long to fill out the Census information, I don’t have time.

o Idon'tlike to fill out paper forms or use the mail because I prefer to do everything
online.

o The Census is only for people who speak English.

o Computer “hackers” could obtain Census information about you if they really tried.

O 0 0 0 0O 0 0 0

[oNe]

We tested a variety of measures from the original CBAMS instrument with the goal of creating a
classification scheme relying on as few questions as possible. Initially, we evaluated whether the
knowledge score, based on 10 survey questions, could be estimated from responses to fewer
knowledge questions. We evaluated the correlations between the individual items and the
overall knowledge score and found that responses to items that were actually true were worse
predictors of the knowledge score than were responses to items that were not true. This is
probably due to a combination of the “yes” bias on these items and high overall knowledge of
the true purpose of the Census. Because responses to untrue items varied more, we eliminated
the true items (c4a, c4b, cdc, c4f, c4i) from the calculation of the knowledge score. The new
knowledge score used in classification reflects respondents’ ability to correctly identify untrue
statements about the purpose of the Census.

To further reduce the number of questions used in the classification scheme, we used stepwise
discriminant analysis to eliminate items that did not contribute to explaining at least 1% of the
variance in the categories. :

Classification into The Unacquainted was determined a priori from responses to Al and A3, the
unaided and aided awareness questions.
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Exhibit 11 shows a summary of the success of the final classification scheme. The Unacquainted
was identified with 100% accuracy because its definition was based on a single question not
included in the discriminant analysis for the remaining four segments. Overall, the classification
scheme was successful 74% of the time. Most errors were made in the classification of The
Leading Edge and The Head Nodders, the two segments that are positive toward the Census.

Exhibit 1 I: Success of Segment Classification Algorithm

Predicted Total

Actual Leading Edge Head Nodders Insulated Cynical Fifth

Head Nodders 385 137 69 1344
10% 5%

Leading Edge 27 32 954
‘ 3% 3%

Cynical Fifth 74 27 33 1602

12% 4% 5%

Insulated | 29 300
0% 10%

Total 1210 954 586 3200

The final measures used in the classification scheme were:

® Have you ever heard of the Census of the United States? (used to classify The Unacquainted
only)
® How likely are you to recommend participating in the Census to a family member or
friend? '
® Overall, how would you describe your general feelings about the Census?
® In general, how familiar are you with the way Census data impacts you and your
community.
e Knowledge of the Census based on correct answers to:
o C4d. To determine property taxes?
o C4e. To help the police and FBI keep track of people who break the law?
o C4g. Tolocate people living in the country illegally?
o C4h. To determine state income tax rates?
o C4j. To determine the rate of unemployment?
@ Confusion about the Census based on “don’t know” answers to the C4 questions above
® Agreement with the following opinion questions:
o Ela. The Census is an invasion of privacy.
o Eld. People’s answers to the Census cannot be used against them.
o Ele. Taking partin the Census shows I am proud of who [ am.
o Elg. [Ijustdon’tsee thatit matters much if I personally fill out the Census form or
not.
o Ell  The government already has my personal information, like my tax returns, so
[ don’t need to fill out a Census form.
o Elm. I'll never see results from the Census in my neighborhood.
o Eln. Ittakes too long to fill out the Census information, I don’t have time.
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o Elp. The Census is only for people who speak English.
® Elq. Computer “hackers” could obtain Census information about you if they really tried.

2.4 Cultural Context

Another way to think about Census audiences is to consider how different cultures within the
Unites States think about the Census. Some race groups were associated with specific segments,
but some were not. Here, we present the attitudinal profiles of several key race groups
including those that have been historically difficult to count. For complete survey results
compared by ethnicity, see Appendix B.

Non-Hispanic American Indians demonstrated a high level of knowledge about the Census. They
understand that the Census “lets government know what my community needs,” but “never
see results in my neighborhood”. They do not tend to consider it a “civic responsibility” to
answer the Census, but answering the Census reflects pride in one self. Many did not feel it was
important to participate in the Census nor did they view it favorable.

Non-Hispanic Asians tend to view the Census as civic duty and a reflection of pride in one self.
They tend to be trusting of the Census and feel that info will not be misused. They had higher
rates of misperceptions that the Census was used for locating undocumented and law breakers;
setting state income taxes; and determining the unemployment rate. Many Asians did not view
the Census favorably, but most believed it was important to participate. Intent to participate
among Asians is low.

Non-Hispanic Blacks tend to report a lower level of trust in the Census with confidentiality
concerns and that answers could be used against them. Many thought that the Government
already had personal information. They report a high level of familiarity about the impact of
Census in their community. They report high levels of importance for many programs that rely
on Census data to determine funding, but feel that they never see results in their neighborhood.

Hispanics report that taking part in the Census reflects pride in oneself and presents an
opportunity to benefit the community, yet they never see results in their neighborhood. They
report low familiarity with the Census and many have misperceptions about how the Census
information is used. Many are skeptical about the Census reporting that it doesn’t matter if
they fill out the Census form; that the information will be misused; and that the Government
already has their personal information.

Non-Hispanic Whites report high awareness of the Census and lower levels of skepticism relative
to other race groups. Relative to other groups, they are less motivated by daycare for children;
job training; and public transportation.
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2.4.1  Affinity for the Census

While intent to respond to the Census may not predict response behavior, it is a good measure
of positive attitude toward the Census. Among race groups, American Indians and Asians had
the lowest overall intent to respond.

Exhibit 12: Intent to Respond to the Census by Race (Definitely Will)
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American Indians and Asians also reported less favorability and were less likely to think
responding to the Census was important. While negative attitudes toward the Census were
associated with low perceived familiarity among Asians, the opposite was true among
American Indians. American Indians felt that they were familiar with the Census and its
purpose. This is evidence that messages targeted to American Indians should focus on
appealing to a sense of civic duty as well as on specific information about the Census. We
discuss this possibility further later in this section and in Section 3. Asians, on the other hand,
may be more successfully influenced by an information campaign.
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Exhibit 1 3: Affinity for the Census by Race (Top Two Box)
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24.2 Knowledge of the Census

Exhibit 14 shows that endorsement of true statements about the Census was reasonably high for
all respondents. Knowledge of the fundamental purpose of the Census—to count citizens and
non-citizens—was about the same (over 70%) in all groups. Hispanic, American Indian, and
Black respondents were less likely to know that the Census is used to plan for the future and to
decide about representation.

Exhibit 14: Endorsement of True Statements about the Census by Race
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Exhibit 15 shows that misinformation is also common to all groups. More than 30% of each
race/ethnic group believed that the Census is used to locate illegal aliens, although
endorsement was much higher among Asian and Black respondents. A very large proportion of
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all race/ethnic groups except American Indians believed that the Census was used to determine
rates of unemployment.

Exhibit 15: Endorsement of Untrue Statements about the Census by Race
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24.3 Beliefs about the Census

American Indians in particular were characterized by a unique belief profile. They were much
more likely than other groups to express skepticism about the use and purposes of the Census
and the security of Census data, and they were the only group for which agreement that it is
important for everyone to be counted was lower than 90%.

Asians were characterized by significant trust in the system and duty and they also had the
highest rate of online preference.
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Exhibit 16: Beliefs about the Census by Race (Top Two Box)

Hispanic Amel.flcan Asian Black White
Indian

Information will be misused 17% 29% 22%

g Takes too long 36% 24% 21%
3 Government already has personal info 32% 25% 28% 19%
B Doesn't matter 31% 5% 20%  14%
7 Invasion of privacy 23% 18% 12% 22% 13%
Prefer to stay out of sight 8% 17% 2% 15% 10%
@ g Important to be counted 97% 89% 96% 90% 95%
g ,z, Civic duty 86% 85% 97% ‘ 82% 90%
5 8 Let the government know what we need 85% 84% 87%
v 8' Personal pride 85%
w Answers can't be used against you 87%
§ Confidentiality can be trusted 79%
= Census won't share my answers 57%
Never see results 51%
Prefer online 25%
English only 8%
Hackers could obtain info 72%

2.4.4 Summary: Race/Ethnic Profiles

Affinity for and intent to respond to the Census was low among American Indians and Asians.
American Indians felt they were already familiar with the Census, but Asians did not. This
difference suggests that different messaging approaches may be appropriate for the two groups.
In particular, American Indians may respond better to messages focusing on feelings about the
community or trust in the Census rather than specific pieces of information.

Knowledge of the true purpose of the Census is limited. Most groups believed that the Census
is used to determine rates of unemployment, and more than 30% of Asian, Black, and American
Indian respondents were unaware that the Census is used to allocate money within
communities and to determine representation in congress.

This lack of knowledge is probably related to the low endorsement of questions related to
Collective Opportunity among Black respondents. Because this group is relatively uninformed
about what the Census is for, they may not feel that their response has a positive outcome.

American Indians shared some of Blacks” cynicism about the importance of the Census, but they
were particularly characterized by suspicion about the use and purpose of the Census.

Importantly, Asians agreed overwhelmingly that the Census is important and showed almost
no suspicion about its use or purpose. But 76% of them would prefer to complete the Census
online.
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3 MESSAGE CONTENT: DRIVERS ANALYSIS

In the first phase of analysis, segmentation, we established the distinct audiences for Census
messages, identifying groups of people who see the Census similarly. We also reviewed exactly
what the “average” attitude in each segment and race group looks like. We learned about how
each group feels about the Census, what each group knows about the Census, and what beliefs
each group holds about the Census. This process presented in Segment 2 begins to reveal what
kinds of messages might be most appropriate for each Message Audience.

In this section, we further explore what attitudes, knowledge, and ideas are directly related to
favorability toward the Census. The goal of this analysis is to identify the specific message
content that is most likely to drive Census response among Americans in general and for each
specific audience.

We used simultaneous and stepwise regression to explore the drivers of positive Census
attitudes. Here, we describe how we created the measures to include in the analysis to promote
valid, actionable results. In Section 3.3, we discuss the outcomes of the regression analyses and
their implications for message content,

3.1  Outcome Measure

Three measures of Census attitudes were considered:

@ Intent to complete the Census—87% Probably or Definitely Will
e Favorability toward the Census—62% Moderately or Highly Favorable
e Importance of completing the Census —93% Somewhat or Very Important

The three measures were related to each other (Cronbach’s alpha=.75). We chose to use
Favorability as the outcome measure in drivers analysis because each of the other measures
suffered from a restricted range.

3.2 Drivers

To reduce the threat of multi-collinearity and to produce the most meaningful possible analysis,
we undertook a substantial amount of data reduction to produce the final set of drivers. The
steps we took to create the final measures are detailed in this section.

The measures we used in the drivers analysis were:

Unaided awareness

Sensitivity

C3. Familiarity

C4. Census is used for taxes

C4. Census is used to track people
E_factor score: Skepticism
E_factor score: Duty

E_factor score: Trust

elm. Never see results

¢ & & ¢ ¢ ¢ @& ¢ @

Census 2010 1CC Market Survey ~ Analytical Report 26



® elo. Prefer online
o elp. English only
& elq. Hackers could obtain info

3.21 Unaided Awareness

Unaided awareness was 1 when the response to the first question was “Yes”. Otherwise, it was
0. Positive relationships in the regressions indicate that greater awareness is associated with
greater favorability.

3.2.2 Sensitivity

CBAMS respondents were asked whether the Census is used for each of a series of purposes.
The statements were coded such that 5 of them were accurate (“Yes” response was correct) and
5 were inaccurate (“Yes” response was incorrect). One way to measure familiarity with the
purpose of the Census is to add up all the correct responses. However, there is a strong
tendency to respond “Yes” to all items, and a respondent employing this strategy would have
been right 5 out of 10 times without actually having any true knowledge of the Census’ uses. To
address for this bias, we calculated a sensitivity score for each respondent.

To control for this effect, we used signal detection analysis to calculate a score that reflects only
the actual information that people knew about the Census and not their overall tendency to say
“yes” to every question. This measure, d’, is calculated as d'=Z(hit) - Z(false alarm), where a
“hit” is a yes when the answer really is “yes” and a “false alarm” is a “yes” when the answer
really is “no”. Each of these score is Z transformed with respect to a normal curve.

That is, sensitivity is the proportion of the time respondents got a “hit” on a yes question minus
the proportion of the time they had a “false alarm” on a question to which the answer was
really no.

Positive values of sensitivity show that respondents do know what the Census is for. Higher
values reflect greater knowledge.

Negative values of sensitivity show that respondents are actually saying “yes” to no questions
and “no” to yes questions. These are people who are not just ignorant of the nature of the
Census —they have the wrong idea entirely.

Sensitivity —how much people actually know — is contrasted against familiarity —how much
people think they know. The two are only very modestly correlated in the CBAMS data (r(3,614)
= .16, p<.001).

Positive relationships in the drivers analyses indicate that more knowledge is associated with
greater favorability.

3.2.3 Census is Used for Taxes / Census is Used to Track People

Because there was a great deal of missing data for the C4 series (1,497 out of 3,724 eligible
respondents refused or responded ‘don’t know’ to at least one question), a factor analysis was
not an appropriate data reduction approach. Instead, we evaluated the content of the questions
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a priori and pairwise correlations to determine clusters of related questions, and then we
evaluated reliability of these measures using Cronbach’s alpha.

Exhibi¢ 17: Correlations between Knowledge Questions

cdd cde cdg cdh

c4d. Is the Census used...? To determine property taxes?
cde. Is the Census used...? To help the police and FBI keep track of

people who break the law? 044

c4g. Is the Census used...? To locate people living in the country

: 032 053
illegally?

cdh. Is the Census used...? To determine state income tax rates? 055 039 030

Correlations among beliefs about the Census purpose ranged from 0 to .55 with a mean of .15
(SD=.14). These low correlations suggest that endorsement of most items was independent from
endorsement of the others. Four questions did have relatively high correlations, however.

Two of these questions are clearly related to tax rates and two are related to tracking
Americans. We treated the two pairs of questions as separate because they are conceptually
distinct and to reduce the impact of missing data on scoring.

These pairs of questions represent two issues that may be of unique concern to Americans who
are unwilling to respond to the census. We decided to include them despite the fact that they
share variance with the measure of sensitivity. The other C4 questions were not included
because we did not see their specific variance as being of more value to the analysis than the
overall measure of knowledge — sensitivity.

The following are the final measures of beliefs about the Census used in analysis:

® c4d & c4h. Census is used for taxes (Cronbach's alpha=.71)
® cde & c4g. Census is used to track people (Cronbach's alpha=.69)

For both of these measures, positive relationships in drivers analyses indicate that more
agreement with the statements is associated with greater favorability toward the Census.

3.24 E Series: Beliefs about the Census

Respondents provided information about the extent to which they agreed with statements
about the Census. These 17 questions were submitted to an initial factor analysis. Four
eigenvalues in this analysis were greater than 1. Scree plot analysis suggested that the optimum
number of factors was 2, 3, or 4. After examining rotated factor solutions for all three of these
scenarios, we determined that a 3 factor solution provided the most interpretable results.
However, 4 questions did not load highly on any of the 3 factors. The research team decided to
treat these questions as measures in their own right. -

The factor analysis was run again without the independent questions (515 of 3,724 eligible
respondents were not included in the analysis because of missing data). In this analysis, three
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eigenvalues exceeded 1. The three factors explained 51% of the variance in the 14 analyzed
questions. The rotated solution produced three factors that explained 22%, 15%, and 14% of the

variance respectively and were easily interpretable as Skepticism, Duty, and Trust.

Exhibit 18: Beliefs about the Census: Factor Loadings

Skepticismm  Duty Trust
a. The Census is an invasion of privacy. 0.68 -0.14 -0.16
b. It is important for everyone to be counted in the Census. -0.34 0.65 0.1
¢. The Census Bureau would never let another government agency
0.09 0.18 0.73
see my answers to the Census.
d. People’s answers to the Census cannot be used against them. -0.14 0.16 0.64
e. Taking part in the Census shows 1 am proud of who {'am. -0.01 0.68 0.25
f. Filling out the Census form will let the government know what my
. -0.11 0.61 0.23
community needs.
g. I just don’t see that it matters much if | personally fill out the 0.67 025 0,04
Census forim or not. ) ) ’
h. It is a civic responsibility to fill out the Census form, -0.39 0.6 0.05
i. The Census Bureau’s promise of confidentiality can be trusted. -0.24 0.26 0.66
j. 1 am concerned that the information | provide will be misused. 057 - 0.12 -0.48
I. 1 prefer to:stay out of sight and not be counted. 0.62 -0.31 -0.03
l. The government already has my personal information, like my tax 0.7 .11 0.13
returns, so | don’t need to fill out a Census form. ’ ’ )
n. It takes too long to fill out the Census information, | don’t have 0.64 011 0

time.

For analysis, we used the responses to the following questions as independent measures:

® Elm. I'll never see results from the Census in my neighborhood.

e Elo.Idon’tlike to fill out paper forms or use the mail because I prefer to do everything

online.
® Elp. The Census is only for people who speak English.

Elq. Computer “hackers” could obtain Census information about you if they really tried.

And we created factor scores using the loadings displayed in Exhibit 18 for the three factors:

® Skepticism
e Duty
® Trust
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3.3 Results

We used single-entry regression models to explore relationships between the predictors and
favorability toward the Census. While some variables were correlated with each other, the
threat of multi-collinearity was limited (VIF <2).

Some of our analyses were threatened by high rates of item non-response on the E series, beliefs
about the Census. Before running single entry regression models, we imputed the mean to
missing values of these variables.

The results presented below are shown with standardized beta weights (StB). These values can be
read like correlation coefficients. Larger absolute values represent drivers with stronger
relationships with the outcome variables. For instance, in Exhibit 19, Familiarity (5tB=.24) has a
stronger relationship to favorability than does Trust (StB=.11). However, this does not means
that Familiarity is 2X as strong a driver as Trust because StB is not linearly related to effect size.

The StB squared, however, is a rough estimate of the effect size of the relationship. Thus
Familiarity (5tB2=.06) is about 6X as strong a driver as Trust (StB2=.01).

3.3.1 Drivers Overall
The results of the overall drivers analysis are shown in Exhibit 19.

Exhibit 19: Drivers of Census Favorability

N - 3,294
Adj. RA2 29%
SiB
Unaided awareness
Sensitivity
C3. Familiarity
CA4. Census is used for taxes -0.04

C4. Census is used to track people
E_factor score: Skepticism
E_factor score: Duty

E_factor score: Trust

elm. Never see resulls 0.00
elo. Prefer online
elp. English only
elq. Hackers could obtdain info 0.02

While almost all relationships were significant, they varied greatly in their size. The strongest
relationships were:

® Skepticism about the use of the Census was negatively related to favorability

Census 2010 1CC Market Survey ~ Analytical Report 30



e Familiarity with the Census was positively related to favorability
® Seeing the Census as a civic duty was positively related to favorability
® Trustin the U.S. Census Bureau was positively related to favorability

Interestingly, actual knowledge of the purpose of the Census was only weakly related to
favorability toward it. This was probably not an effect of high knowledge in general since
sensitivity had a large range ( -6.5 to 7.1, M=2.5, SD=24). Instead, it seems that the amount
people think they know about the Census is a more important driver than is the amount they
actually know.

Belief that the Census is used by the FBI and the INS to track people was actually positively
related to favorability. In Section 3.3.3, we explore how this relationship was different for
respondents in different race groups.

This initial analysis informs our general approach to communicating with the American
population about the Census. In the next sections, we drill down deeper to understand how
drivers relationships vary by segment and race.

3.3.2  Drivers within Segments

While favorability was the best candidate for the outcome measure in these drivers analyses
because its range was less restricted than the other affinity variables, its range was more
restricted in some segments than others. Exhibit 20 shows that very few respondents in most
segments reported less than favorable attitudes toward the Census. In fact, the range for Head
Nodders, Leading Edge, and Insulated respondents was functionally restricted to “Neutral”,
“Moderately Favorable”, and “Highly Favorable”. The effect of this restriction was to reduce
the proportion of variance explained and the sizes of relationships in these groups.

Exhibit 20: Favorability toward the Census by Segment

70%

60%

40%
30% -
20% -
10%

0% — ; .

RATHER NOTTOO NEUTRAL MODERATELY HIGHLY
UNFAVORABLE FAVORABLE FAVORABLE FAVORABLE

wmsssen [0 (] Nodders  mesws| pading Edge = Cynical Fifth  ses==|nsulated

Exhibit 21 shows the results of drivers analyses for each CBAMS segment. Skepticism and Duty
were important predictors of favorability toward the Census in every segment although the
relationships were least strong among Head Nodders. Again, the relative weakness of the
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relationships between individual beliefs about the Census and overall attitudes toward the
Census among Head Nodders suggests that their responses were driven by more than just
attitudes toward the Census such as an overall positivity bias or tendency to say ‘yes’. Head
Nodders was the only group in which unaided awareness of the Census emerged as a
significant, positive predictor of favorability toward the Census, and the strongest driver of
favorability in this group was perceived familiarity with the Census. Among Head Nodders,
mere exposure to the idea of the Census seems to be the strongest driver of favorability. Actual
knowledge, as measured by sensitivity, does not predict favorability. The key to motivating
this group to respond to the Census may be to maintain their existing sense of holistic
positivity.

Exhibit 21: Drivers of Census Favorability by Segment

. i . Lleading Head Cynical
Single-entry regression models Edge Nodders Insulated Fifth
N 1033 1449 129 682
Adj. RA2 16% 18% 35% 13%

Uncdided awareness

Sensitivity

C3. Familiarity

C4. Census is used for taxes

C4. Census is used to frack people
E_factor score: Skepticism
E_factor score: Duty

E_factor score: Trust

elm. Never see resulis

elo. Prefer online

elp. English only

el

Hackers could obtdininfo

Among Leading Edge respondents, on the other hand, actual knowledge of the purpose of the
Census did predict favorability as did trust in the Census and its purpose. To the extent that this
group needs additional motivation to complete the Census, they might be motivated by
messages that spoke to the importance of the Census, the purpose of the Census, or the general
positivity of the Census. In fact, there is not much evidence that any message could fail with this
group.

Among the Cynical Fifth, on the other hand, perceived and actual familiarity (sensitivity) with
the Census were unrelated to favorability toward the Census. The measures most related to
favorability in this group were duty and skepticism about the system. To the extent that they

can be swayed, this group may be sensitive to messages with reassurance about the true
application of Census results.
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Drivers analysis for the Insulated segment was a challenge because of high item non-response
in this group. By definition, this group is unfamiliar with many of the concepts we asked about
in the survey. Unexpectedly, agreement with the statements that the Census is used to calculate
taxes was a strong driver of favorability among those Insulated respondents included in the
analysis. This may be an artifact of the analysis, but it is consistent with the strong positive
relationship between the Duty factor and favorability. Most interesting in this group was the
relationship between sensitivity —actual knowledge about the purpose of the Census—and
favorability. Unlike other groups, Insulated respondents may respond well to being informed
about the actual purpose of the Census.

3.3.3 Drivers within Race Groups

Another way of thinking about what kinds of messages we should create is to think about what
might motivate specific communities in the United States. In particular, some ethnic groups
have been historically hard to count. Targeting messages to these groups might be especially
effective in maintaining and improving Census response.

Exhibit 22 shows the drivers of Census favorability for each race group on the CBAMS. Some of
these groups were small, and results from regressions with fewer than 150 respondents should
certainly be interpreted with care. Because of the threats of restricted range and small sample
sizes, we identified key drivers through stepwise regressions for each of these ethnic groups.
Then we ran single-entry regression models including only variables that explained at least 1%
of the total variance in favorability.

Exhibit 22: Drivers of Census Favorability by Race
7

Non-Hispanic

Single-entry regression models* Hispanic :
g yree P Amel.'lcan Asian Black White
indian
N 331 122 103 417 2204
Adj. R*2 31% 77% 61% 36% 33%
StB

Unaided awareness
Sensitivity

C3. Familiarity

C4. Census is used for taxes
C4. Census is used to track people
E_factor score: Skepticism ‘
E_factor score: Duty

E_factor score: Trust

elm. Never see results

elo. Prefer online

elp. English only

elq. Hackers could obtain info

Variables identified in a stepwise regression model with at least 1% partial RA2 in a regression equation
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The driver profile for the American Indian group centers especially around knowledge and
understanding-related variables. Perceived familiarity was positively related to tavorability, but
actual knowledge of the purpose of the Census is not. Interestingly, endorsing untrue statements
about the Census--that it is used to track people and that it is used to calculate taxes—was
positively related to favorability. This view is consistent with the fact that Duty was the only
one of the three beliefs factors that was related to favorability in this group. While strong
conclusions about this group are not warranted, the data suggest that messages focusing on
civic duty might be effective among American Indians. In particular, relatively few American
Indians were aware that the Census is used to determine representation in Congress (see
Section 2). Messaging to increase awareness of this fact might serve to promote the sense that
responding to the Census is serving the community.

Hispanics were also driven by duty and pride, but awareness and familiarity with the Census
were also important for this group. Again, the less informed segments—Insulated and
Unacquainted —were disproportionately Hispanic. Messages that focus on information about
the Census and its uses may be effective in this group.

The same may be true of Black communities. Black CBAMS respondents tended to like the
Census more if they knew more about it and if they trusted that it would be used appropriately.
Messages focusing on information, specifically on how Census data are actually used, might be
effective in this group. Less than 70% of Black respondents knew that the Census was used to
allocate money to communities and to determine congressional representation. Increasing
awareness of these facts might increase Black favorability toward the Census.

The final hard-to-reach population in the CBAMS was the Asian population. Unfortunately, few
respondents had sufficient data to be included in this analysis, and the results may be
threatened by multicollinearity of measures or restricted range, so the results of the drivers
analysis are difficult to interpret. However, this group was characterized by high agreement
with the statement that the Census is used to track illegal aliens. Correcting this misconception
might increase trust, which appears as a strong driver in the analysis. Also a strong driver is
mode preference. This is consistent with the fact that Asians were by far the most likely to
report preferring to do everything online. Offering an online option may be the best way to
encourage this group to respond since they already have high rates of trust in the Census and
perceived duty.

3.4 An Important Note About the Drivers Analysis

Psychologists have long known that the best predictor of future behavior such as Census
completion is past behavior. Attitudes, in combination with situational constraints, do
contribute to behaviors like Census completion. As such measures such as intent and attitudes
are used as proxies when, as in this case, no adequate measure of past behavior exists. The
results of the drivers analysis can be used to understand what cognitive constructs are related to
respondents’ favorability toward the Census. Modifying some of these constructs might lead to
increased favorability and, with less certainty, to increased probability of Census response.

When interpreting drivers analyses, it is important to remember that:
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e Driver analyses can confuse correlation with causation.

e Alarge (small) impact coefficient in a driver analysis is not the same thing as importance
(unimportance) in making a decision.

¢ The coefficients in a driver analysis can change through time as issues are addressed or
the environment changes

¢ Extending the driver analysis to subgroups that (partially) defined by differences in the
dependent variable (Favorability) may not be warranted.

3.5 Summary: Message Content

Results of the drivers analysis and the audience profiling reveal message content that will
encourage Americans to respond to the Census by mail.

Here, we summarize our findings by message audience:

3.5.1L.1 Everyone

e Overall, knowledge of the purpose of the Census is limited, but this knowledge is not
strongly related to favorability toward the Census. Instead, how much people think they
know is strongly related to favorability toward the Census. Messaging campaigns in
general may include information about the purpose of the Census but can focus on
improving people’s sense of familiarity with the Census rather than on teaching the
population exactly what the Census is. Increased familiarity with the Census “brand” —its
name and image —may lead Americans to feel greater affinity for the Census whether they
can detail its purpose or not. _

® Skepticism about the purpose and use of the Census could substantially reduce response
across the population. Broad messages should focus on reassuring Americans about the
anonymity of their data and on the specific outcomes that rely on Census data.

® A sense of Duty and Pride is an important driver of favorability toward the Census.
Americans in general will be more likely to respond to the Census by mail if they feel that
their individual contributions are an important part of the system.

¢

35.1.2 Segments
e Leading Edge

o The Leading Edge segment of the population is the most secure. These individuals

understand the Census and are already committed to responding.
® Head Nodders ,

o The Head Nodders express positivity toward the Census, but they express positivity
toward everything. They are not well informed about the purpose of the Census, but
they think they are. Perceived familiarity, but not actual knowledge, is related to
affinity for the Census in this group. Messaging should focus on raising awareness
and increasing Head Nodders’ feeling of personal commitment to the Census.
Results also suggest this group might be motivated to complete the Census if they
could do so online.

e Cynical Fifth

o The Cynical Fifth is characterized by an absence of positive attitudes toward the
Census and somewhat suspicious of its purpose. Motivating this group to respond
may be difficult. Drivers analysis reveals that Skepticism, Duty, and Trust are
particularly strongly related to affinity in this group. This group might be convinced
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to return the Census form by messages that reassure them about the Census and
describe its direct benefits to them.
e Insulated and Unacquainted
o The 13 -14% of the population that is unaware of the Census or aware but unfamiliar
is disproportionately Hispanic and Black. Messaging should focus on raising

awareness about the Census and also on the true purpose of the Census in allocating
money to communities.

3.5.1.3 Race

The Insulated and Unacquainted segments were associated with harder to reach race groups
including Asians, Blacks, and Hispanics but not American Indians.

® American Indian

o American Indians tend to feel negatively about the Census and to express substantial
skepticism about it, but they are relatively knowledgeable about its purpose. Drivers
analysis reveals that perceived familiarity with the Census is a strong diver of
affinity for the Census in this group. Messaging could focus on the Census as a duty
and on the security of Census data. Messages about how the Census has impacted
American Indian communities specifically may also be useful, since members of this
group tend to believe that they will not see results in their communities.

@ Hispanic

o Messages to Hispanics should focus on raising awareness of the Census. This group
tends to know very little and to feel that they know very little, so messages that
enhance this group’s perceived knowledge of the Census may be successful.

o Black

o Black respondents were relatively unaware of some key purposes of the Census.

" Drivers analysis suggests that focusing on informing Black communities about the
purpose of the Census in allocating money and representation may increase affinity

for the Census in these populations. Offering and online option may also promote
response.

® Asian
o Asians were characterized by high trust in the Census, a strong sense of Duty, and
low Skepticism. But they also reported low intent to respond. This may be because
they had by far the highest rate of online preference. Messaging should focus on data
security, but the best motivator may be offering an online option.
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4 ALIGNING MINDSETS WITH AUDIENCES AND CLUSTERS

Based on data from Census 2000, the Census has developed a classification scheme for
individual geographic region that includes eight types of clusters:

Average Homeowner

Average Renter

Economically Disadvantaged Homeowner
Economically Disadvantaged Renter
Ethnic Homeowner

Ethnic Renter

Young and Mobile

Economically Advantaged Homeowner

PN PN

By aligning these clusters with the mindsets, we combine attitudinal, geographic, and
demographic information, which helps us understand to whom we need to reach and where we
need to communicate messages for maximum impact in each audience.

4.1 Targeting Audiences Geographically: Segment

The largest of the Census clusters is the Average Homeowner cluster, and most of the segments
are heavily concentrated in this cluster. However, the Unacquainted segment is much more
widely distributed. Messaging for this segment, focused largely on raising awareness of the
Census, will be particularly successful in census tracts classified as Ethnic or Average Renter.
Both the Unacquainted and Insulated segments are disproportionately located in Economically
Disadvantaged Homeowner tracts as well. Messages designed to increase familiarity with and
knowledge about the Census should focus on these areas and less on the Average and
Economically Advantaged Homeowner tracts.

Exhibit 23: Distribution of Segments across Census Clusters

Leadin Head Un- Cynical

Edgeg Nodders Insulated acquainted Zifth Total N
1. Average Homeowner % | ew | ey | 0
2. Average Renter 15% 14% 10% 15% 13% | 14% ‘| 1,288
3. Economically Disadvantaged Homeowner 4% 6% 12% 12% 8% 7% 535
4. Economically Disadvantaged Renter 5% 6% 6% 6% 5% 6% 260
5. Ethnic Homeowner 2% 4% 3% 3% 4% 3% 217
6. Ethnic Renter 2% 8% 14% 4% 2% 7% 125
7. Young and Mobile 6% 10% 9% 8% | 273
8. Economically Advantaged Homeowner 14% 10%  26% H 305
N 247 292 739 | 3,913

This is especially true because the content of successful messages to Insultated and
Unacquainted people may differ from the content of successful messages to the Head Nodders
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and the Cynical Fifth who tend to live in Average and Economically Advantaged Homeowner
tracts.

4.2 Targeting Audiences Geographically: Race

Not unexpectedly, different race groups from the CBAMS have quite different Census Cluster
profiles. Some of the evidence in Exhibit 24 is common sense. Hispanic people, for instance,
tend to live in Ethnic Renter neighborhoods. But some of the information provided by mapping
CBAMS race to Census Cluster informs our understanding of how to contact HTC groups.
American Indians in particular are heavily clustered in the Average and Economically
Advantaged Homeowner tracts.

Exhibit 24: Distribution of Races across Census Clusters

Hispanic Amerlcan Asian Black White N
Indian
1. Average Homeowner 16% i 53% } 20% 29% 37% 1,246
2. Average Renter 10% 0% 5% 8% 16% 529
3. Economically Disadvantaged Homeowner 5% 16% 0% 19% 5% 255
4. Economically Disadvantaged Renter 2% 0% 5% 13% 5% 211
5. Ethnic Homeowner 12% 5% 2% 3% 2% 124
" e |
6. Ethnic Renter 40% 0% 16% 1% 1% 269
7. Young and Mobile 4% 0% 25% 15% 6% 289
8. Economically Advantaged Homeowner 11% 26% 27% 12% 27% 886
N 521 19 163 429 2,677 3,809

4.3 Targeting Audiences Geographically: Race and Segment

Evaluating the races and segments together with the clusters provides a way to target messages
specific to the mindsets and cultural contexts.

High proportions of Asians were classified into Head Nodders and Unacquainted. The Asian
Unacquainted is mostly associated with Ethnic Enclave II and Economically Disadvantaged II.
While the Asian Head Nodders are most closely related to Single Mobile, AAA I and
Advantaged Homeowner. Using this information the locations of the geographic clusters allow
specialized geographic targeting.

Hispanics cut across three mindsets: Head Nodders, Insulated and Unacquainted. Hispanic
Head Nodders align with the Ethnic Enclave, AAA I, and Advantaged Homeowners. The

Hispanic Insulated is associated with Ethnic Enclave II, as is the Hispanic Unacquainted in
addition to AAA 1L

American Indians tended to be Leading Edge or Cynical Fifth, both of which are associated with
AAA T and Advantaged Homeowner. The American Indian Cynical Fifth is also associated
with the Economically Disadvantaged I cluster.

Blacks were distributed across four segments: Head Nodders, Insulated, Unaquainted and
Cynical Fifth. The messages for all of these mindsets will be concentrated on AAA I and
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Economically Disadvantaged I clusters. Messages for the Head Nodders and Unaquainted will
be focused in Single Mobile clusters. Head Nodder messaging will also be concentrated in
Advantaged Homeowner and Economically Disadvantaged II clusters. The Cynical Fifth
messaging will also be focused on AAA II and Advanced Homeowner. Finally, Insulated
messaging will focus on Economically Disadvantaged II clusters.
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5 MEDIA USAGE

5.1 Celi Phone Usage

About 32% of the population uses cell phones for something other than making telephone calls.
Exhibit 25 shows that text messaging is the most common application of cell phones other than
making calls with 27% of the population text messaging at least somewhat often. Cell phone
internet usage is quite a bit less common. Only 10% of the population reports using cell phones
to view the internet at least somewhat often.

Exhibit 25: Cell Phone Function Usage in the Population
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20% -
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51.1 By Segment

The segments varied some in how likely they were to make use of the multimedia capabilities of
cell phones. Exhibit 26 shows the four most common cell phone capabilities by segment.

Exhibit 26: Use of Common Cell Phone Capabilities by Segment

Leading Edge Head Nodders Insulated Unacquainted Cynical Fifth

text message 30% 26% 20% 27% 26%
photos 20% 19% 17% 21% : 23%
internet 11% 10% 5% 12% 10%
email 1% 12% 3% 2% 10%

Insulated people—characterized by awareness of the Census but little familiarity with it—are
least likely to use cell phones to text, take photos, use the internet or email. The use of text
messages, though, is fairly common in all five groups, and text messages may present an
interesting avenue for messaging or communicating with the public about the Census.

51.2 By Race
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American Indians are much less likely to report using text messaging than are members of other
minority groups. Asians, on the other hand are the most likely to report using this function.
This is consistent with Asians” high rate of agreement with “I prefer to do everything online”.
This group in particular may be effectively targeted with messaging campaigns that use
advanced technology to communicate messages.

Exhibit 27: Use of Common Cell Phone Capabilities by Race

Hispanic AmericanIndian Asian Black White

text message 24% 8% 34%  22%  28%
photos 21% 12% 22% 17% 21%
internet 13% 10% 4% 10%  10%
email 9% 12% 18% 9% 10%

5.2 MNewspaper

The newspaper has been a common means of communication with all kinds of audiences for
more than a century, and the CBAMS data show that 48% of Americans still read the paper
online or in physical form every day while 86% of people look at a paper at least once a week.

521 By Segment

But as the distribution of information changes, some people are choosing to get their news from
other outlets. While there were no significant differences between proportions of segments that
said they read the paper every day, 22% of Unacquainted people never read a newspaper. A
non-trivial part of this less-informed segment cannot be effectively reached via newspaper
either online or in physical form. It seems that this segment is most likely to get its news from
local news TV programs (see below).

5.2.2 By Race

Black (46%) and White (51%) people are more likely to report reading the newspaper every day
than are Hispanic, American Indian, or Asian people. Hispanic people in particular report
reading the paper significantly less often; 15% report never looking at a newspaper.
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5.3 Television

Television continues to be a very popular medium. 92% of people report watching at least an
hour a day, and 29% of people report watching four or more hours of TV a day. News and
movies are the most popular show types by far (Exhibit 28).

Exhibit 28: Types of Shows Watched by TV Watchers
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5.3.1 By Segment

All segments report watching television. The Insulated was also quite likely to report watching
four or more hours of television (41%). Exhibit 28 shows that Leading Edge respondents were
the least likely to report being heavy television watchers (four or more hours a day) but the
three next most approachable segments: Head Nodders, Insulated, and Unacquainted are all
quite reachable via this medium.

Exhibit 29: Proportion of Each Segment Watching Four or More Hours of TV Daily

45%

41%

40%

35% 33%

27%

20%

Leading Edge Head Nodders  Insulated  Unacquainted  Cynical Fifth
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The most popular show type in every segment was the local news. The rest of the ranking of
show types by popularity within segments is also quite similar (Exhibit 29 ). Local news,
national news, movies, and sports make up the top four most popular show types in each
segment. However, the Leading Edge profile of less popular shows is somewhat different from
the profiles rest of the segments. The Leading Edge prefers dramas to sitcoms (Difference=4%)
and is much less likely to report watching talk shows than any other segments (Minimum
Difference=10%). Unacquainted, on the other hand, tends to watch more game shows than any
of the other segments (Minimum Difference=10%). These types of shows in particular might
offer an opportunity for messaging campaigns focused on awareness of the Census.

Exhibit 30: TV Show Types by Popularity by Segment®

Leading Edge Head Nodders Insulated Unacquainted Cynical Fifth
Local news Local news Local news Local news Local news
Movies National news National news Movies National news
National news Movies Movies National news Movies
Sports Sports Sports Sports Sports
Dramas Sitcoms Sitcoms Game shows Dramas
Sitcoms Dramas Political Talk Shows Talk Shows Sitcoms
Political Talk Shows Paolitical Talk Shows Dramas Dramas Political Talk Shows
Other Talk Shows Talk Shows Sitcoms Talk Shows
Game shows Reality TV Reality TV Political Talk Shows Game shows
Reality TV Game shows - Game shows Reality TV Reality TV
Talk Shows Other Soap operas Soap operas Other
Soap operas Soap operas Other Other Soap operas

® Maximum observed margin of error for 95% Cl: Leading Edge: +/-5% Head Nodders: +/-5% Insulated:
+/-11% Unacquainted. +/-11% Cynical Fifth; +/-7%
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5.3.2 By Race

Overall, Asians report somewhat less television watching than do other ethnic groups. While
41% of Asians watch three hours of television a day, they are much less likely than other groups
to report watching more than that (Exhibit 31). Again, Asians seem to have a different media
profile, more focused on the internet and text messaging.

Exhibit 31: Proportion of Each Race Group Watching Four or More Hours of TV Daily

50% 46%
45%
40%
35%
30%
25% -

26%
23%

Hispanic American Asian Black White
fndian
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American Indians are quite a bit less likely to watch national news (60% compared to 84% for Whites)
and report watching more reality television and sitcoms than other groups. Preference for political talk
shows varies considerably among race groups from 36% watching among American Indians to 63%
watching among Blacks.

Exhibit 32: TV Show Types by Popularity by Race”

Hispanic American Indian Asian Black White
Local news Local news Local news Local news Local news
National news Movies National news National news Movies
Movies Sitcoms Movies Movies National news
Sports ' Sports Sports Sports Sports
Sitcoms National news Dramas Political Talk Shows Dramas
Talk Shows Reality TV Sitcoms Dramas Sitcoms
Dramas Political Talk Shows Talk Shows Sitcoms Political Talk Shows
Reality TV Dramas Political Talk Shows Talk Shows Talk Shows
Game shows Game shows Other Game shows Reality TV
Political Talk Shows  Talk Shows Reality TV Reality TV Game shows
Soap operas Other Game shows Other Other

5.3.3 Summary: Television

Most of America watches television, and most of America watches a lot of television, although
Asians report watching slightly less than other groups. The consistently most watched show is
the local news, followed by movies, national news, and sports. There is substantial variation in
reported television show profiles among both segments and race groups. In particular, game
shows and talk shows are popular in the Unacquainted segment, and American Indians report
watching more sitcoms than political talk shows.

The CBAMS results suggest that there is substantial opportunity for messaging via television
and that it may be possible to target specific HTC groups through particular types of television
shows.

* Maximum observed margin of error for 95% CI: Hispanic=+/-6% American Indian=+/-8% Asian=+/-9%
Black=+/- 6% White=+/-3%
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5.4  [Internet

Most of the population uses at least some internet every day (72%, Exhibit 31). A fairly large
proportion—22%--uses the internet for four or more hours every day.

Exhibit 33: Internet Usage

30% 280!

i

25%

220/ 22%

u

20%

15%

10%

No internet 1 hour 2 hours 3 hours 4or more
hours
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54.1 By Segment

While internet usage in general is high, it is much lower in the two segments with the least
information about the Census: Insulated and Unacquainted (Exhibit 33).

Exhibit 34: Proportion Using the Internet at Least One Hour Per Day by Segment

100%
30%
0%
70%
60%
50%
40%
30%
20%
10%

0%

71% 72%

46%

: ; - T : y ]

Leading Edge Head Nodders  Insulated  Unacquainted  Cynical Fifth

Census 2010 ICC Market Survey ~ Analytical Report 48



5.4.2 By Race

Exploring internet usage by race provide further evidence that Asians prefer advanced media.
94% of Asians use the internet at least one hour every day. This group also showed high rates of
text messaging and relatively low rates of television viewing. American Indians, on the other
hand are not particularly accessible through the internet.

Exhibit 35: Proportion Using the Internet at Least One Hour Per Day by Race

100% - 4%
S0%
80%
70%
60%
50%
40%
30%
20%
10%

0% .

76%

59%

32%

Hispanic American Asian Black White
Indian

54.3 Summary: Internet

Internet usage is high. The relatively large proportion of people reporting being on the internet
four or more hours a day highlights the need to consider that many people may be using the
internet as a part of their eight hour workdays. While the rate of internet usage is high, it is
much lower in less Census-familiar segments than in the general population. Again, the Asian
population is quite technologically sophisticated while American Indians report relatively little
internet use.
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5.5 Radio

Most people listen to at least some radio during the day (Exhibit 36).

Exhibit 36: Radio listening

35%
30%

25% - 229,

16%

No radio 1 hour 2 hours 3 hour 4 or more
hours

Music is by far the most popular type of radio show followed by news. Much smaller
proportions of the population say they listen to talk shows or sports programs.

Exhibit 37: Types of Shows Consumed by Radio Listeners

100% ¢ gy
90%
80%
70%

74%

37%

30%

24% :
19% 18Y%

i i

Music News  Political  Sports Other talk Religious Sports talk
talk shows shows talkshows shows
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551 By Segment

In general, all the segments except the Insulated segment listen to the radio at about the same
rate. Only 57% of the Insulated group listens to at least one hour of radio a day compared to
78% of the population generally. When they do listen, however, they tend to prefer the same
types of shows as all the segments, music and news (Exhibit 38).

Exhibit 38: Radio Show Popularity by Segment®

Leading Edge Head Nodders Insulated Unacquainted Cynical Fifth
Music Music Music Music Music
News News News News News
Sports Sports Sports Sports Sports

Sports talk shows Sports talk shows Sports talk shows Sports talk shows Sports talk shows
Political talk shows Political talk shows Political talk shows Political talk shows Political talk shows
Religious talk shows  Religious talk shows Religious talk shows Religious talk shows Religious talk shows
Other talk shows Other talk shows Other talk shows Other talk shows Other talk shows

5.,5.2 By Race

Rate of radio listening is especially high among American Indians (92%). Radio may be a good
way to reach this group, especially since they report less TV watching and internet and cell
phone use than the general population. Again, music and news programs are the most popular
in this group and all other ethnic groups. For American Indians in particular, non-sports and
non-political talk shows are somewhat popular (34%).

Exhibit 39: Radioc Show Popularity by Race®

Hispanic American Indian Asian Black White
Music Music Music Music Music
News News News News News
Sports Sports Other talk shows  Religious talk shows ~ Political talk shows
Political talk shows Other talk shows Political talk shows  Political talk shows Sports
Sports talk shows - -Religious talk shows Sports Sports Other talk shows
Other talk shows - Political talk shows  Religious talk shows  Other talk shows Sports talk shows

Religious talk shows - Sports talk shows Sports talk shows Sports talk shows  Religious talk shows

® Maximum observed margin of error for 95% confidence interval: Leading Edge=+/-3% Head
Nodders=+/-2% Insulated=+/-6% Unacquainted=+/-8% Cynical Fifth=+/-4%

® Maximum observed margin of error for 95% confidence interval: Hispanic=+/-6% American Indian=-+/-
10% Asian=+/-7% Black=+/-7% White=+/-2%
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5.5.3 Summary: Radio

Radio listening is popular and the types of preferred programs—music and news—are
consistent across all target groups. Radio represents a potential channel for reaching American
Indians. Almost all American Indians report listening to at least an hour a day, and this group is
low in their reported consumption of other media.

5.6 An important Note about Message Format

None of the recommendations report considers the cost, reach/ frequency; spill in/out, audience
composition, non-message characteristics, etc. of the media. Claimed media exposure and
actual media exposure are sometimes quite different. Results here reflect the best conclusions
from the available data.

5.7 Summary: Message Format

Rates of internet, television, radio, and newspaper consumption are all generally high. 27% of
the population also uses their cell phones for text messaging. The Insulated segment may be
somewhat more difficult to reach than other attitudinal segments, since they report less text
message, newspaper, and radio consumption. The best way to reach this group may be through
television. Also particularly difficult to reach via newspaper is the Unacquainted segment.
Messages targeted at these two unfamiliar groups may be most effective in a television format.

Consistent with the observation that the Cynical Fifth doesn’t have a strong association with
any American subculture, they don’t have a strong media profile. They tend to be comparable
to the two most positive segments—Head Nodders and Leading Edge—in their media
consumption and preferences.

The media usage analysis revealed strong profiles of certain HTC populations that may be quite
useful in targeting specific groups. In particular, the media usage analysis reveals that
American Indians are low users of text messaging, internet, and televisions, but that radio
penetration in this group is exceptionally high. In contrast, Asians are the lowest users of
television, but they are very high users of the internet and text messaging. This is consistent
with the observation from the attitudinal survey data that Asians would prefer to complete the
Census online. Hispanics may be particularly hard to reach through conventional media; they
are low users of newspapers, television, and the internet.

5.8 Sources of Information

The CBAMS survey contained questions about respondents’ trusted sources of information. The
results are coded on a five point scale on which 1 is low importance as a trusted source of
information and 5 is high importance. Exhibits 40 and 41 show the results on these questions by
segment and race. From the figures, it is clear that the groups tended to be very similar in the
degree to which they were willing to trust various sources of information. The biggest
difference between segments was in trust of government sources, highest among Head Nodders
and lowest among the Cynical Fifth. The least variation was in trust of ethnic organizations,
which was low for all segments.
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Exhibit 40: Trusted Sources of Information by Segment’

Leading Head Unacqu- Cynical
Total Edge Nodders Insulated ainted Fifth

Friends/Family
Newspaper
TV

Radio

Internet

Talk Shows
Govt.

Leaders
Church

Town Hall
Neighborhood
Military Orgs.
AARP

Unions

Ethnic Orgs.
Celebrities

7 Maximum margin of error for a 95% confidence interval: Leading Edge=+/-0.16 Head
Nodder=+/-0.19 Insulated=+/-0.41 Unacquainted=+/-0.45 Cynical Fifth=+/-0.23

Census 2010 1CC Market Survey — Analytical Report 53



Race groups varied somewhat more in their trusted sources of information. Again, groups
varied most in the degree to which they trusted the internet for information about the Census.
Most consistent across race groups was reliance on friends and family, which was high in all
groups.

Exhibit 41: Trusted Source of Information by Race®
American
Total  Hispanic  White Black Indian Asian

Friends/Family
Newspaper
TV

Radio

Internet

Talk Shows
Govt.

Leaders
Church

Town Hall
Neighborhood
Military Orgs.
AARP

Unions

Ethnic Orgs.
Celebrities

® Maximum observed margin of error for a 95% confidence interval: Hispanic=+/-0.35 White=+/-0.12
Black=+/-0.31 American Indian=+/-1.14 Asian=+/-0.86
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6 APPENDICES

6.1 Appendix A: Segment Tables

Census 2010 ICC Market Survey - Analytical Report 58



(RS HSTE Hyb

oLoe
sSnsudd

i
-

o

M(.\w.,
.

.
.

2
.

o




SOLD

oIS Past

22
Ge
9¢
oy
¥S

0L
7
7
L8
06

%

Gl
%61

FALEINTETS

%

ove
%L

8¢
6¢
¥4
144
8y

oy
34
09
29
€L
Y%

88¢
%9

0 uslubag

¢ juouibag

44 9 8¢
LS Gl LE
LS lc 6¢
LS €c )4
9L 14 9
172 88 6.
VL €6 6.
8. 7 8.
06 96 [43]
G6 16 96
% % %
0951 1901 Lege
Y%lv %9¢ %.L9
Eww:_mmw Emm:_wmw L Justubes

abpajmouy

8¢
9¢
L€
6¢€
19

SL
9.
9L
68
€6

%

{94 pue sdljod
sjdoad aye007
soxe} Auadoid

Xe} aWoou| 8)e)g
ajel wswiloldwsun
suondessadsiy
Asuouwl Jo uoneso|ly
dai jeuoissaibuon
}0-UOU puUE SUSZIJ2 JO JUN0Y)
Bujuueld sinyng
sabueyo yoel |

ssaualemy

oz|s ajdweg

ozis juswbeg




gD

mzw.—._WM / 10} g@3414vHd mmw—wmmo
¥e €C Zl 9 oL 9 Ife je Jefliie) JoN
[43 144 9¢ x4 1£4 Lz Jeljiwey A1an JoN
8¢ Le Ly 9% 0s 144 Jeyiwe) Jeymawios
9 4 gl gl Sl 4 Jejjiwe] Alsp
ve ee 29 zL g9 95 xog g doy
{£2) Aiunwwog uo snsus) jo Jedw] Hueijiue]
[4:; 08 08 74 8. 08 ON
L 0c 0C 44 0¢ 0¢ SSA
(1D) snsusy ynoge pieoH 10 UsaSg ApUaday
¥ 0 Mouy yuoq
96 L ON
€l ol €l ¥ ol oL (eV pepie) seA
L8 06 L8 96 06 €8 (1V papreun) ssA
% % % % % % % snsuay Jo pesH
Sl ove 88¢ 09sL 1901 Loz o0t azis sjdweg
%61 %L %9 %y %9¢ %L9 noze 9zis Juswbeg
4 0 € 1 Tl 1 1e30L
JUSUIBdS Juswbsg TUswbeg JUowibeg JuUswibeg juswbag puein

SNsuUa) Yylim Aueljiwe] ‘sssuailemy




oLoc
Snsus
T M

Gojyeip

49 €3414dvHd

=
P
(=)
o

snsu

oG

Z

€9

Ll

A%
LS
143
LL

%

17

%61

[4

%

ove
%L

0

acmEmwm jusubog

8¢
€e
124
YA

oy
6v
68

Yo

88¢
%9

€
jusuibag

6¢
8¢
[4%
0.

€€
G9
86

%

0951
%l

1l
FUEDTET

uonedidijied jo ssueuoduwy

0 0
0 0
6l G¢
o¢ Le
Sy 144
3] 174
0 0
b L
T4 0¢
122 | 69
66 66
% %
1901 129
%9 %L9
[l 1
juswbeg jusubeg

€e
8¢
€€
19

9€
g
26

%o

790¥
Woce

[ejol
puein

s|qelonRuUN JaLey
s|qelone} 00} JoN
[eneN

s|qeloney Ajrelapopn
sjqeioney AjubiH

xog gz doj

(z0) Aiqeloney
Emtoae_ Ife 12 JoN
wepodul 00} JON
juepodull JIBymawios
juepodwll Aleop

xog z dog

{sg) uonedoied jo souenoduy

azis o|dwiesg

azis wawbeg




opRIp

maw.%m Q 10 §3414vHd mmwmwo
AR RS | s peyun’
ze . 8l vl g Ll 9l s|qeHojwodun Aisp
Yk . 4% 4 0z 0z £z S|EHOJLIODUN JeyMBWOS
12 . £ 8¢ 6¢ 8¢ o 9|qEHOJWOD JEYMBIOS
bl : Gl oz 14 0 T4 |qepojod AIop
8¢ 8y 9 el 89 19 xog g dog

(£0) 10jeI8WINUT YUM HOJWOD

4 _ : S L 4 L Z mouny juoQ
19 ' £9 6% 44 14 0¢ ON
L€ ' € 0s 9g €9 ti4 SSA
(A A A A A 7 A ‘ (9D) HSIA J0jRIBWINUT JO SSBUDIEMY
SLL ove 88¢ 0951 1901 1292 ¥90¥ ozis s|dwes
%61 %L %9 %ly %9¢ %.L9 Noce azis jusuwibeg
4 0 € |3 [l T TeIo L

juswibsg jusuibeg jusuibeg JuBllibag jusliibeg juslubeg puein

Jojesswinug jo abpajmou)y




oLoz:
snsuad

gL0¢
3 sNsUso
oL . Z L L L ¢ Jou [im AjejuleQ
Le . oL 4 z 4 6 Jou jiim Ajgeqoid
62 : 6l L L 6 vl Jou Jybiw Jo Wb
oz . 5% Ly 8z og e im Aigeqoid
€ . vZ 1% 19 s oF i Asnuyeq
62 L9 98 68 88 172 xog g doj

(cg) puswiwiosay 03 pooy|axi

1] 6l 4 l b L € Jou jIm AjgugaQ
4} 4} € r4 0 L 14 lou m Ajgeqoid
[44 43 8 14 A ¢ L Jou yBiw 1o Whiy
o o¢ 44 14 Lz 62 143 llm Algeqoud
oL 1z 54 65 9L 99 zZs I Asyuyeq
29 LS /8 €6 L6 G6 98 xog g doy
% % % % % EA % (1a/vv) snsuap ui sjedionied 03 pooyiayi

Sl ore 88¢ 0961 L0l 1292 790¥ azis sjdweg
%61 %L %9 %Ly %9 %.9 oze ozis juswbeg
4 i B T [ 1 [e16]

jusuibeg Juswbeg JUswibeg Juowboeg juewibag jusuibsg pueis

puswwoday ‘ejedioilied o} pooyi|ayi




SHL0E,

SUIEE pol

89 (4
74 1l
L 14
Ll 6
74 2%
LS 8¢
% %
Lz ove
%61 %l
4 0
juswbss Juswbeg

L9

74

8l
o¢
96

%

88¢
%9

€
juswibeg

89 08 €L
151 0¢ 1£4
14’ Ll Sl
61 1z [44
€e [44 g€
79 99 ¥9
% % %
0951 L90L Loz
%Ly %9T %L9
11 [l 1
juslibag justibeg jusuibog

89

X4

€l
74
[4%
19

%

25014

WoZe

lejoL
pueis

uonedioiued J1A1D

(sAem|e 1sowy/sAem|y) suoijosie Ul 8JoA

Blo Jsui0

B10 2IAID JO 80IAIRG
SALIP poolg
UoNEIo0SSE WO 10 dnosb [ooyag

B1o snoiBijes Joyyo Jo yainyo

azis sjdwes

azis Juswbag




40} €3414vHd

€ l ] € 14 €
8¢ /Z 514 ve 014 9¢
oL 9 8 6 (33 0]
St 6L €l Ll Le 6l
S¢ 194 8l 14 8l [44
8 ¥4 L b L 6
69 €S 9L €L 9L 174
98 4] 08 vL L S/
0L 89 G8 18 18 €8
% % % % % %
374 674> 98¢ 0961 1901 129
%61 %L %9 %l %9¢ %.L9
4 0 g 1 [ 1
EOETHTETS jusibog Juowbog Juowbeg Juswibeg

jiswbag

9¢
0L
8l
€C
oL

[4A
[#
08

%

¥o0¥y
WoZ¢

[elol
pueis

oyl Awi jo iy

34l S[oyMm Jou Inq Q| uey) o
siesA Q-8

sieak /-

sieah ¢-|

1eaA | uey} sso

SS3IPPY Je peAl

sioqybBiau mouy|

anouw i pooysoqybiau ssip
W09 jo ued [984

(es1by/eaibe AjBuosg) ssaupayels Alunwiwos

azis o|dweg

azis Juswbeg

ssaupaye}s Aunwwion




Dl

SR

14 I4

b 0

€l 6
Z8 68
% % %
€0 144 [44?
%81 %L %t
€ € ¥
€8s 88 99
a4 6 ‘ 0¢€
% % %
Sl ove 88€
%81 Y%l %9

4 0 3

justiibeg jUswbeg JusWbag

4 L L z
L 0 0 L
z L L 4
96 86 .6 6
828 i G/S1 20T
%y %GE %Ll WEOL
€ b Z z
6% 9 4 LS
8 29 v Ly
0951 L1901 1292 90t
%Lv %92 %.9 NoZZ
11 [ 1 [ejoL

usuwipbeg usuibeg jusuwibeg pueio

000¢ snsuan

Mmou Juoq
USIA jeuosiad e Buunp pejedwion
ON

SOA

(eiM) wiog spsjdwog no pia
az|s o|dweg

ozis Juswbeg

mouwy jueq
ON
SOA

(1)) wiog Buiniesay eosey

a9zis sjdueg

9z1s Juswbag




oLo¢:
snsuad

€l Gi ve €l ¢l el 142

ployasnoy ui ajdosd jo Jequiny

89 6¢ 99 29 €8 0L 19
lz 8s 6¢ €e Gl 9z 6¢
% % % % % % %
SLL (014 88¢ 0951 1901 L29¢C 12504
%61 %L %9 %Ly %92 %19 Woze
7 Juowibog 0 juewibeg ¢ juowibeg 1’} Juswibeg z'| juowibeg ] jueuibog iejo] pueig

soljsLIa}oRIRY D P|OYSSNOH

104 §9414vHa mmwmwo
3 SOV POV

1 8¢ 24 ve ve ve g¢ SOA
SUWIoH je ualpjiyo
8 oL 5 4 g 14 S +9
9 43 L 8 1] L 8 G
le L 13 ¥4 4 0c 14 14
6l 144 124 6l 6l 6l 6l €
[A> T4 6¢ 143 A ge €€ Z
3

umQ
usy

JUDY JO UMD

azis s|dules

ozis Juswbag




oLoe

snsuad % €3414vHd m.me
Lieag SIIG PasTuL)
2 2 L L c l l pasnjey
€ 4 Z L 0 L 2 I9410 HN
14 6 € g € S g IdV HN
) z ] 0 0 0 ! NVIV HN
4" ¢l 9l el g oL bl 4oB|q HN
89 (84 9g 99 Z8 R4 89 SHYM HN
L ze ¥4 Pl L L €l oluedsiy
uiblp/aoey
L € z L L L L pasnjey
[4 9 Z € 0 [4 Z BUlo
L S 4 0 2 0 L abenbuej 1apuejs| oijIoRd JO UBISY UY
€ ve 4% L L g 9 ysiuedg
€6 9 Z8 68 .6 Z6 68 ysiibug
PloyssnoH up uayodg si abenbue-]
8 44 ¢l ¢l 9 oL [4* ON
16 9g .8 98 €6 68 /8 SIA
% % % % % % % sejejs pajiun a3 ui uiog
Sz ove 838¢ 0951 Lo0L L29¢ 90V ozis s|dwies
%61 %L %9 %Ly %9C %19 Noze azis Juswbeg
Z 0 B T [ 1 1e10L
juswibag  judwibeg  JUswbdg juswbeg  JUSWIBOS  JUSWIDSS plueln
Aidiuyyg/ecey




Gt et

8(\!

owos 0 0L
snsuad 4 €0414VHa wﬂ_wz
9z o A ¥e 9l 1z €z poLLBW JOASN
€ 14 14 € 2 4 Z pojesedag
L 9 6 el €l €l Cl padionl(
9 8 6l 9 € S 9 PSMOPIAA
€8 A4 15174 €9 99 8¢ °°] paLLiEW MON

snje;g ejuely

8l le 154 Ll 8L 8L 0¢ Jep|o o 69
¢l 14 €l Sl ol Sl 14 ¥9-G9
8L 8 Sl 4 ve 44 61 5S-Gy
Ll L 6l Ll ¥4 6L 8l ¥y-Ge
[44 L cl 8l Gl Ll Ll 1258414
[4? | 0¢ 9 vl 9 b 4% ¥Z-8lL
dnoug) aby
Ly 14 69 6S Ly 4] 4] sfewsd
€5 ¥S 33 54 6g 1514 8y Slen
% % % % % % % xog
Sl 0ve 88¢ 0951 L90L 129z ¥90¥ ozis sjdweg
%61 %L %9 %l¥ %9T %19 Noce 9zis Juswibeg
4 0 € T [l 1 [ejoL

juslibag Jusuibeg Juowbsg Juslubes JUowbeg JuswWbag puein

solydesbowa(g




qopEp

oL0zZ
snsuad wmwmmo
SIS polRyY

9 14 8 S Ll ol 6 ajenpeib 1sod
oL 8 8 9l 0¢ 1< 8l s1enpelb absjjon
Ge cl oC 0¢ T4 8¢ 82 absjj0d swiog
[4> 34 | 9C e T4 14 0¢ ajenpeib jooyds ybiH
6 rd gz Gl z oL zL [ooyos ybiy ueyy sso
l 8 ] L 0 l 4 jooyas apelb ueyy sseT

JuBIUle}}Y feuoieonpy

vl Ll 81 6 €l Ll 4 pasnjoy
8 €T 8 8 4 9 8 mou juoQ
2z g vl 8l o It €T aJow Jo 000'GL$
ol g 01 9l 42 61 9l 000°G.$ uey} sse| 0} 000°05$
8l ol 1z 82 vl €T 1z 000°05$ Ueuy} ss3| 0} 000°'52$
Lz L 6¢C e 8 oL 0z 000'Ge$ uey) sse1
% % % % % % % : swoauy

Sl 0¥e 88¢ 0951 1901 129¢ y90Y 9zIs ojdwes

%61 %L, %9 %Ly %9C %.9 NO0ZZ ozls Juswbeg
4 0 g T Tl T [ejo]

justibes Justibeg JjUswibeg JuUoWBeg JUSUWIDeS | JUSWIBAS puels

"JU0o9 ‘saiydeibowa




m:meM 10 €3414dvHd mmme
LTSl e SaPIE PO
0l e} VA g Gl [ Or S9IN08 Tojo W0
oL 144 oL Ll 8 €l el Sa11g8]ad J0 sisuielsiu]
Ll 4} 6l 1z oL Ll 9L sbio peseqg-eoe. 10 OlUY}T
6l ¥l 9l 14 Ll A 12 SIopes| uojun Jo suoiufn
92 9¢ ¥e 8¢ 8z 123 [43 dyvv
e G¢ 0¢ 1914 82 8¢ 9¢ : sBio suessjen Jo Areyjiy
6¢ ge se o St ov Ly sbunssw jjy umo} [eooT
9¢ 7y 6v €5 6 Ly 1% 2Ny Jo siepes| snoibljey
Ly 8¢z Le s 54 8Y 14 o0e|d Jo ssauisng poouloqybieN
Lg e [44 09 LS 69 42 siapes] Ayunuwiod Jo [eo0]
g¢ e 6c 9 8¢ 29 €5 S|BIOIJO JUSWILIBAOD
8% €5 ¥9 69 09 g9 €9 SMOUS e} Ofpel JO AL
99 1§ 217 ¥9 LL 69 99 S8}isgam Jo JeLelu]
0L 8¢ 59 9L 8. LL €L olpey
Gl 99 98 €8 Z8 [4°; 08 uoisins|a
7] €9 G/ 98 ¥8 G8 18 siodedsmeN
18 6. 98 /8 8 98 78 Awey 1o spusii4
% % % % % % %
SL ore 88¢ 0951 1901 1292 y90¥ azis s|dweg
%61 %L %9 Y%l %9¢ %L9 NozZe oz1s Juswbag
Zwsuwibeg  {juswibeg ¢ juouwibeg Vi 42 1 jusuiibeg [eJ0L
juswibsg juswbag pueis
uQ puadaq — $921n0S UOIEULIOJU|




0LoZ:
snsuad
23

% g3d14vud

SO)ISYAM JOJRUIIUI-99
olpey-0L
siodedsmeN-G/
UoISINGIB -G/

Ajuie) Jo spusLi{-18

FATEINTELS

SMOUS Yje} oipel 10 AL-69
olpey-9/

uoisinsi® | -¢8
slededsmenN-98

Ajlwey 1o spusii4-/9

171 Jusuibsg

SMOUS Mje} OIp.l JO AL-EG
olped-8S
siededsmenN-¢g

UoISING[R 1-99

Ajluey Jo spusiid-g/
EUEIETS

SO}ISgOM JOJoUISIUl-/ /
olpey-g/L
UoISINS|91-28

Ajlwiey 4o spusii4-yg
sisdedsmeN-18

Al wC@Emww

SMOUS Y[} olpel 1o AL -H9
olpey-59
siodedsmenN-G/
uoisins[e1-98

Allwiey 10 spusli4-99

¢ Juowibog

$O)ISUeM JOJBUIBIU-69
opey-//
uoISIne|9]-78
siodedsmoN-6Q
Ajlwey Jo spusii4-9g
1jUsWbss

up puadaqg-g doj

SO}ISgeM J0jBUIaUI-9g
opey-¢g/

UoISINS|9 1 ~08
siodedsmen-18

Ajlwiey Jo spuslid-y8

€101 pueio




aopRIp

maw.wwM ; o4 g0414VHa wmwmmo
] sang permry’
/ ¢ 9 1S Le 0¢C 62 ve SaijLIGe[85 10 SIeUePsIUT
ra4 4 8L 19 e zs LS soe|d Jo ssauisng pooysoqybieN
154 9/ €s €L ze 19 85 siopes| uoiun Jo suolun
Ly 69 19 9 zs 19 6 SMOYS j|e} Olpe. 10 AL
€5 09 LS 0L 9 Z9 09 sBuo psseq-soes Jo oluyig
0 89 69 0L 8¥ L9 19 sI9pes| AUNWIWO Jo 2007
€5 | 19 L. 4 8y 9 €9 duvy
6 89 g9 0L e €9 €9 S[BIOIYO JUBWILISAOD
gs o 9/ GL 95 89 g9 sbunesw [ley umoj} (2207
el L9 9 LL 19 0L 19 olpey
9 9L 0L 8/ 19 Ll 69 uoisinefe |
89 v 8/ 8. 19 zL zL Ajiwey Jo spusti4
€L 09 €8 8/ 89 2L zL 92UNOS JBYJ0 BWIOS
69 98 08 L1 ¥9 el €L yoInyo Jo siepes| snoibljey
85 L6 ) z8 65 Gl €l sBio suesejen 1o Ay
69 . Ll 8. zl L vl SOHSgOM JO Joula]
19 LL €L z8 €L 8. GL slodedsmeN
Gl ove 88¢ 0951 1901 1292 voor : oz sjdweg
%61 %l %9 %Ly %9 %L9 NozZZ o715 Juswbes
Weubes  wewbes  wewbes  FVTPWSS TTIWESS oo oo
mo:mtOQE_ - §82IN0S Uoijeuwliojuj




oLoz

snsug

2
iw

qoge

4% g9341dvdd

siededsmenN-19

yoinyo 1o siepes) snoibijey-cg
Ajiwie) Jo spusli4-89

S9)ISgaM 10 JSUIRIII-69

92IN0S JBYJ0 BUWO0S-C/

Z JUsWbog

82JN0Ss JoYJo 3Wo0s-g/
SS)SUSM JO Joulsf-g/
Ajwey Jo spusii4-g/
slededsmeN-zZ8

sBlio sueison Jo AleyjiN-28

[ ..-.C&Emmw

SISpEd| UOIUN JO SUOIUN-9/
uoising@ -9/

sladedsmoN-//

ya4nyd 1o siepes| snoibljey-9g
sbio suessldn Jo Meyin-16

0 uswibsg

Ajwie) 1o spusti4-19

yainyo Jo sispes; snoibiey-y9
90IN0S 19YJ0 SWO0S-89
Sa}Isgem Jo Jpuleul-z/

siodedsmeN-¢/
Z I uswibsg

SOISUOM 10 JoUIDUf-/ /]

id Jo ssauisng poouioqubioN-g/
Ajwiey 1o spusu4-g/

yoinyo Jo siapes)| snoibijoy-08
90IN0S JoYI0 SWO0S-£9

¢ juswbeg

224n0S J8YJ0 BWOS-Z/

yoinyo Jo siepes} snoibljay-g/
sBlo suelsien Jo ABlIN-G/
S9)ISgeMm Jo JBUIe|-G/

siededsmonN-g/
1 iusuibog

asuepoduwy - ¢ do|

924N0S J9YJ0 SWO0S-Z/

yoinyo Jo sispes| snoibley-g/
sbio suels}dn Jo AeylN-S/
SOUSUOM JO JoUIBIU-7/

siodedsmaN-G/

[E101 pueis




wiyd

m:nmvwWM Pogt 10} €341 4vHd memN
3 SOTEIZ Pt
14 14 < Z € 4 € +01
14 ¢ 8 cl €l cl Zi 6-G
¥S 6¢€ 6¢ 99 0L 29 LS 1al’
8¢ ¥S 514 8¢ ¢l [44 e SUON
as) Jouiaju|
14 9 14 S 3 € 4 +0l
¢l 0¢ 1z 4’ b €L 14’ 6-9
17 19 0L 122 Yy S/ v vl
8 ZL g 9 L 8 8 SUON
8Sn AL
€ 4 [4 G € ¥ 4 +01
) g 9 6 9 8 8 8-S
19 29 514 99 [42 89 g9 i
€c 9z £y 6L 8l 6l (44 SUON
% % % % % % % as( oipey
Sz ove 88¢ 0961 LoolL YA 90y azis s|duwies
%61 %L %9 %l %9¢ %29 Noze azis Juswbeg
Z luewibsg 0 Juswbag ¢ Juswibog LT juetibeg 7'} jusuwibeg 1 Juswibag [elo] pueis
abesn eipsiN




SASUSH
€ T v € 4 € € el 18410
€ 3 z € v € € sie} spods
5 L 9 9 5 9 9 3[e} snoibijey
6 6 L 0T o1 0T 6 spodg

€T L ST 1T 2 45 4’ [e} [eomiod
6 6¢C LT 8¢ 6¢ 8¢ 8¢ SMeN
8¢ 37 8¢ 6€ 13 LE 8¢ SIS
sadAj g doy

vl ol 14 6l 8l 8l 8l Yle} spodg
Gl 0z T €z ol 0z 6l e} snoibijsy
ve Ll 6l €T 8¢ T4 vZ el JByio
L2 Le T4 Le 0 Le 0e spodsg
o€ 22 €Y ge Ly 8¢ L ey [edijod
€L 09 9L vl Ll 6L v SMaN
88 .6 v6 66 06 €6 26 , oISn
A A DA [7A A bA LA Bunwuwreiboad jo adK
€Ls g8l LeT 8911 108 G/61 7062 azis s|dweg

%61 %L %S Y44 %8T %0L oLl ozis Juswbeg

Z Juduwibeg 0 juswibsg ¢ juswibag 'Ljuswibag  Z'| juswibsg EUEITELS {e3o] pueig
abesn oipey




CEW PRRE Ty L uonow jurl o

qopep

m:WwwM . C g9414vya wmwmmo
SO T 1 ; SO PeArepy
oL 8¢ e Sl L 4} vl sesado deog
T oL 2z 8¢ € Le 8z o)
ge A4 L€ ge Le pe ge smoys swes
7€ 9 8¢ 6¢ 8z e ge AL Rijesy
L€ ov 5% 8¥ 2 0¥ o¥ - smoys el
S o¢ 8y LS LS LS 6% ey [eswijod
g e s 09 1§ 65 1S SWooNS
LS a4 44 09 19 19 85 seweiq
09 29 09 9 69 9 €9 spodg
6. 68 z8 o8 z8 v 8 SaINOW
6L 98 s8 68 18 98 58 SMaU feuoleN
/8 16 68 €6 G8 06 06 SMaU [e007]
% % % % % % % Mmoyg jo adA)
859 L0E 65€ 89¥1L 6.6 L¥Z V118 azis o|dwesg
%61 %l %ol %lb %92 %.9 IN1L0Z ozis Juswbeg
Z juewibog 0 juowibsg ¢ juswbeg 'L judtubeg  7'i juswibeg 1 Juowibag fejo] pueiny
abesn AL




oLo0¢

snsuad 10} €3414vHd WWWWWU
ey SOV PERI
-z € € 4 1 z z SMOYS aweo
T S 14 4 T 4 z sesad(Q deog
14 [4 S € ) 14 14 SMOUS Jje] [ed1od
14 14 9 S 4 14 14 SMmoys yjel
S T S v € 14 14 AL AMjeay
9 S g L 6 8 L sewe.(]
8 € L 6 ot 6 8 43410
6 € 9 8 8 8 8 SWOdUS
1T €T ot 6 45 ot 1T spodg
1’4’ 8T 6 ot 1 T [4? SAIAON
9T ST 61 A 9T LT LT SMmau jeuchien
T¢ LZ 0¢ €¢ 61 Tt [44 SMBau [E307
% % % % % % % smoyg ¢ doy
859 L0g 65¢E 891 8.6 Ly¥e LLLE ozis sjdwes
%61 Y%L %l %Ly %9¢ %19 WLocC az|s Juswbeg
Z uaiibag 0 Juswibsg ¢ Juowibog l'puewibss 7'} Jiowbeg { Juswibag [e10] puein
"Juod ‘abesn AL




msm.wwM 10 g93414dvHd mmwww
e kY * “SEIEIG PO
8 ’ L 8 4 S 9 AjuQ Bupjeadg ysibug
8¢ i ] € 14 ] WBis jo 1no Aeys o} Jsjaid
o€ 174 L S 6 Gl Aoeaud jo uoiseau)
Ly 6l ] 14 8 Ll N |y | § Jepew juseo(
¥S A Sl 9 cl (44 ojul siad sey Apeale 1009
4 L2 ol 4" vl r44 Buoj oo} sexe |
oy ze 0z 4} LL vz pasnsiw aq ||im ojuj
114 . 74 132 L L 8l wisiondayg
ve . r4) ¥T o€ iz k4 suljuQ 49jald
€9 . 5% £¢ T 8z 9¢ S})insay 99g JoAON
ze ge 8% Ly S 8y soos Aouabe 1nob 1ayjo oN
LS oS 8. /8 18 €L (woyoq) pesnsiw aq |jim oju|
0S 09 78 98 8 9L paisni} oq ued Ayjenuspyuon
19 89 8. 88 Z8 8. Jsurebe pasn oq Jued siemsuy
0S : gs 71 LL -7 69 Jsnay
98 ' 2L 99 89 19 LL urelqo pinoY siayoeH
Ly 6. 68 6. 68 LL We | oym Jo aplid
€9 9L 06 68 68 €8 SPaau Wwod Aw mouy o6 387
99 €8 76 96 6 /8 Ayjiqisuodses o1A1D
08 S6 /6 001 86 76 suokians Junoo o} Juepoduj
79 . €8 6 16 rd S8 Ang
GiLL ove 88¢ 0961 1901 1292 7901 azis sidwes
%61 %L %9 %l %92 %.9 Nozz azis Juswbag
Zjuswibsg  Qjuswbesg gjuswibes 'L juswbeg g [ Judswbeg | Juswibeg  [Ejo] puein
si0jie4 3




S LORoH

[ 4]

oLoe :
SNSUDD 10} €3414vHd
g
€s 214
4] : 9
LS . 99
14 5e]
95 6G
99 0L
89 V.
89 8.
L v.
69 €8
0L 08
59 : 41
% % %
SiL o¥e 88¢
%861 Y%l %9
Zlusuwibeg (¢ juowbag ¢ juswibeg

09 9 65 9
L9 €9 59 Z9
L9 09 9 29
v. 9 0.1 ¥9
0. 9/ A 19
08 8/ 6. .
18 ¥-] L8 1l
g8 18 €8 6.
98 g 8 08
88 LL 8 08
88 8 98 Z8
z8 8. 08 9L
% % % %
0951 1901 1292 790v
%Ly %9T %19 Wozz
I'ljusuwibes T jUSWbeg  [jUswibes  [EjoL puein

siojoed 4

suollssny) sARISUaS JON

jter 01 108fqng saskojdwig

uopjedidijied sainboy me
uonelndod u sabueyo yoel}
SoAlejuUSsSaIdal JO JIBQUINN
SOXe} U] SUOIjjIW $aABS
aleys ley o6 Jou Wby
uoliiq 00c$ jo aleysg
ajedioiped jje Ji 8jeinooe sIo)
sijouag AJunwiwos [eoo
sjuswisAoidwit aininy 10§ ueld

SIOJBAIION Jjousyg

ozis sjdweg

ozis Juswbag




6.2 Appendix B: Race Tables

Census 2010 ICP Market Survey — Analytical Report 70



winidd

{

UOLIOW 358

.

e
.

<

w\w.‘

i

%m.\wx\w,
.

.
.

% -

.

.

.
.

.
il

-

v
.

s

i

s
.




0L0¢

1o @0414YHa SNSUSn
44 g o o vz rAZ 8z 194 pue a2ijod
7 65 e €5 €¢ ge 9e sjdoad e300
LS Ly Iz € 9 S € soxe} Auadoid
9 4 e¢ Ly o¢ 8y 6 Xe} swodul 2jels
69 8. 6¢ 19 6 29 19 jes yuewhojdwsun

suondeasadsipy
99 L. 8 69 oL L2 L Asuow jo uonesojy
LL 88 8L €9 6. ¥9 9L de Jeuoissaibuog
YA oy a/ 28 G/ Q/ 9/ J0-UOU pue sueziid jo Juno)
88 96 88 g8 L6 6. 68 Buiuuerd anny
z6 96 8 z6 6 8 €6 sabueyo soel |
m\lc u\m ﬂ .W\m m\u ...,\Io ﬂ SSaUdleMy
65 g8l Lol Sy 0Tz 6.€ veLe azig sjdwes
%l Y% %l %Ll %04 %L NY0Z az|s Juswibag

YS! 1dv NVIV EELE] SIUM S[UedsIH hﬂ.w

ojuedsiH UON

abpamouy




oLoc

snsua

b
i

494 g@3414vdd

oD

o€
gc
T4
6l
14

Ll
143

6S
%l

Si
Zh
V.
%
9

%l

43
Sc
GG

[4°]

08
0c

g8l
%ot

el

18
%

>
%S

1dV

(¢9) Ajlunwwod uo snsue) Jo oedw ALeljiwe

(10) snsuan jnoge piesH Jo usag Ausdtoy

vl L ol Gl oL
L 6l 6T T4 T
vZ S 44 44 44
1z 12 A 9@ T
14 99 gg 09 9
v6 8 8. 88 08
9 9l e zL 0z
Lol - Sy 0zZve 6.€ vzl
%1 %l 1 %0L %L Wr0Z
1z 8 ¥ L /

L 6 8 61 oL
Ll Z8 8 €9 €8
8l 016 68YC 0ot ¥90v
%l %l L %89 %E | nozz

NVIV ¥oeig SNUM  JlUBdsiH  [EIOL

pueis

osjuedsiy uoN

SNsSua) yum Ajuieljiwue ‘ssasusiemy

lle Je Jeljiwe; JoN
teljiwey) A1aA JON
Jeljiwe) Jeymewos
Lw___EE Aop

xog zdo|

ON

SeA

92ig sjdweg

8z|s Juswbeg

ON

(eV papre) ssA
(LV pepteun) ss A
sSnsuan Jo pesyH
8z1g o|dwes

azis Juswbag




oLo¢:
SNsSuad
1

49 €34.14Avda

8¢
[44
[44

¥9

144

54
g8

%
65
%1

.4y10

VA4
8l
8¢

o

87
514
A

%
68l

%b
v

144
[44
€2

Sy

oL

osiuedsiy UON

0¢
LZ
8¢

g9

8¢

g9
€6

%
Sy
%ll

doejg

[4 0 4
4 4 4
e le €t
8¢ le 8¢
€€ o€ €€
L9 /9 L9
4 L 4
S S °]
9¢ 8¢ o€
9¢ 94 1558
26 ; ¥6 [43]
% % %
0cve 6.¢ vile
%0L %L Nv0C
SUYM Jlueasiy i&jol
puein

uoijedioiued jo asueuoduwy

mouy juod
s|qelonejun Joyjey
s|qelone} 00} JON
JesnaN

sjgeloae;} AjB)eIoPOIN
sjqelone; AybiH

xo.m Zzdoj

(z0) Ajiqetoney

juepoduwi Jie je JoN
juepoduwl; 00} 10N
Juepodwi Jeymauiosg
yepodwi Alop

xog z doj
(sg) uonedionied jo souepoduwj
oz1g sjdweg

oz1s Juswbeg




Gajsap

m:WwWw mmeN
e itk

i 174 LS 6l 4" vl 91 algepojwosun Aiop

8L cc oL ¥4 ¢ 44 €c 2|gEHOJWOIUN JeYMBUIOS

6v 0T 8 L€ L€ e o : 9|qEHOJWOD JeymauIos

gl 8z Lg zz vz 62 T4 s|qeyojuiod Aisp

(£9) Jojesuinugy yum Hojwio

14 L 0 b b z 4 mou 3,ucqg
€9 S o¢ g 8y 9 0S ON
€€ 6 9 144 0S A4 8y S8A
A 7 A LA A A 7 (90) USIA J0ojRIBWINUT JO SSaUAIBMY
6S g8l L9l Gy 0T 6.¢ vzle 9zig s|dwes
%l %P %l %l L %0L %Cl W#0Z ozis Juswibeg

B idv NVIV %oeig SHUM Siuedsiq hﬁw

ouedsiH UON

Jojelawinusg jo sabpapmouy




LG

% €93414vHd

L9

14

£l

8¢
124
%
o

Yol

490

Gg

142

8¢
09
%

0€

%S

o
<

VL

b

4
Lz
62
ee
%

!

%l

NVIV

J1uedsiH UoON

84

£¢

Si
1
L
%

9l§

Y%bl

S}oelg

1L 8y
5z vl
Sl 4}
€2 43
ze 8z
19 1S
% %

68T 09¥

%89 %EL

SHUM SIaedsiy

uonedioiled 2IA1D

89

€2

(sAem|e 1sowy/sAemfy) suonosie Ul 8Jop

Bio Y10

610 21A10 JO BOIAIBS
SALIp poolg
uonelsosse wioo Jo dnoib jooyog

B10 shoibijal Joy1o Jo yoinyn

azi1g a|dweg

azis juswbeg




Ova

SIS0
r4 € 8 14 > Z > Jou im Ajugeq
oL 8 L L 0L 9 6 ~jo0u [im Ajgedold
¥4 Ll 6 el vl 42 vl Jou JyBiw Jo JybIN
ge o¢ 0} € 14 Ve e lim Ajqego.d
8z o o v 6¢ 14 1)4 , lm Ajpuyeq
€9 ZL 9L S. €L 6. v/ xog g do|
(eg) puswiwosay o3 pooyiayi]
69 a8l Lol Slv ocve 6.¢ vcle ozig sjduleg
%l % %l %Ll %0L %L N¥0¢ 8zis Juswibag
b L 9 z g € Jou [im AleNuyeq
4 zeT ¢ g € v 4 Jou [im Algeqoid
ol 6 4 S 8 8 - L Jou bW 1o Wby
o¢ 62 9 0¢ e € e llim Ajqedold
a4 6 €T ¥S Zs 0$ zs ihm Apyuyaq
08 89 /8 8 98 €8 98 xog gz doy
% % % % % % % (1apv) snsuap ui sjedionied o3 pooyl|syi
¥9 v0€ 8l 91§ 68YT 09% y90Y ‘ 8zig sjdwes
%l %S %1 %l L %89 %EL Woze azis uswibog
el idv NVIV ¥oelg SIUM JiuedsiH %.Hw%@.
siuedsiH uoN
puswiwiooay ‘eyedioiued 0} pooyljayi




m:w"WM _ 403 d2414vda wmwmmo
WOl @ SERIG DALY
0 14 L 4 € r4 mou juoQ
z 0 L 0 L l UsSIA jeuosuad e Buunp psjejdwon
14 z €e L € b 14 ON
96 96 29 L6 G6 98 v6 $BA
(e1M) w4 939jdwiod noA pig
e 6§ S9 €£6¢ ovvlL orlL y2oc azis sjdwes
%l %V %l %01 %eL %01 INEOL ozis uswibes
L Z 3 Z < 4 4 mouy Luog
6% €9 LE 12 Ly €9 g ON
8y 9¢ 29 144 0§ ¥e Ly SSA
A A o A 7o 74 o (1M) wio4 Buinleoay jjeosy
12} pog 8L oLs 68v¢ o9y 90V azis 9|dweg
%l %S %l %ll %89 %El nozce az1s Juswbeg
I 1dv NVIV ¥oeig SINUM  SIUEASIH  [eI0L
pugis

siuedsiH uoN

000Z Snsuag




oLoz

sSnsuad

ojuedsiy uoN

X 104 €341 4vda MWWWWM@O

0 14 € € 4 € oyl Awi jo iy
144 9l 44 Ly 6¢ 74 9¢ 9jlf sjoymjou ing gl ueyj siol

6 €L b € oL Ll oL siesh 0L-g
14" /Z 8 L L 6l 8L sieah /-y
Lz b 8 8¢ ¥4 Le 4 siesh ¢-|
T4 €€ € 8 6 L 0l Jeaf | ueyy sse
SS3IPPY 18 PaAl]

LL 65 Z8 89 VL 89 [#A sloqybiau mouy
LG LL 9 99 SL €L L anouwt i pooysoqybreu ssi
€9 08 L6 08 8L €8 08 "WLod jo ped [oa 4
A A % %, A %, KA {es4Bvyosibe AjBuoiig) ssaupayelg Apunwiwon
79 y0¢ 8l 9L¢ 68%¢C 0oy ¥o0v ozis ejdwes
%l %S % %Ll %89 %l nNoze 8z1s Juswibag

BHO Tav NVIV  Pei@ SIum  SwEdsiH ool

pueicy

ssaupayels bE:EEoo




oLoz

ojuedsiH UON

solsia}orIRY D PJOYSSNOH

> 103 god414vad wmwmmo
53 SHEIR PeIry
L g 0 0 0 0 2 pasnjoy
ze Ly 29 Ly € St 9¢ SOA
awoy Je uaipjiyo
4 L 0z v v oL S +9
z ¢ L Ll L 4} 8 g
4 14 e 9l 6l Ll 0z v
44 vl 9l 0z 6l ra 61 €
Ll €z ol vz L€ T4 ¢ 4
Le € A3 T4 gl bl 14" b
pioyssnoH ui m_nomn_ JO Jsquinpn
8¢ 4 59 (4 Y 05 19 umo
ele £ 0¢ o 2z L 62 ey
% % % % % % % Judy 10 UMQO
9 y0¢ 81 12]8° 68vC 09¥ 7901 9zis sjdweg
%L %S %l %L1 %89 %¢El Noce azis Juswibag
FENTTo) idv NVIV %oeig SIUM Siuedsiy [el0L puEin




]
[

GoppeIp

m:mwwm 104 g@341d4vHa memN .
T SRIG PRI

0oL ) ) ) ) ) l 48yjo HN
001 ) ) ) ' S IdV HN

09‘ ) ) ) l NVIVY HN

00l ) ' 1 #9BIq HN

0oL ) 89 S)UM HN

001 €l oluedsiH

uiBupreoey

S 0 0 3 pssniay
4 12 Mouy LuoQ .

Gl €c 0¢ 0 L Z r4 BUIO
8L 0 L abenbuej Jepue|s] olI0e IO UBISY UY

0 0 o 9 ysiueds

S8 €4 08 001 66 1514 68 ysibuz
pjoyesnoH uj usyodg si obenbue

S : . 0 0 b . pesnjey

(43 69 L Li € 44 cl ON
88 14 66 68 96 86 18 SSA
% % % % % % % sejelg pajiun eyj ui wiog
9 y0¢ 781 919 68%¢C oor 7907 ozis s|dweg
%l %S %L %L1 %89 %¢EL noze 8zIs Juswibag

FEITITo) idv NVIV FEETE] SUYM S1UedsiH jelo[ pueis
siuedsiH UoON
Ayojuyyg/eoey




oLo¢
Snsusd

oI

€l
L€

b
[44
Gl

8¢
b

1z
€L
%
9

%l

48410

8¢

2]

8l
b
61
6€

zs
8y
%

v0¢

%S

€C

[4°
99

61

Ll

8

[44
8L
%

781
%l

NVIV

oswedsiy uoN

o€ 1z 4

9 l 9

ol 4 4

L L g

Ly 65 zs
8L 0z &4
Ll vl zl

4 0z Ll
Ll 6l 6l

o Ll Bl

L 0l L
09 zs Ly
ov 8y €5

% % %
olg 68T 09v
an %89 %EL
oerg UM Siuedsiq

sojydeibowaq

A

cl

GG

(114
142
6l
8l
Ll
cl

s
8y
%

¥90v

NoZT

lejol
pueis

paLLBW JOASN
pejeledeg
pa2IoAI]
PSMOPIAA
paLlew MON
snjeis [ellely
Jap|o Jo g9
$9-G5

14

-ge

129914

ye-8l

dnoig aby
slewa4

sl

Xag

ozis sjdweg

oz1s uswbeg




oLoz
snsuad

i

104 €34L4vHa

QoRiEap

G
4
9l
61

vz
o
Le
sz
%
9

%1

410

0l
LT
ge
0c

Ly

Iz
8l
%

v0€

%S

44
[4%
€9

osluedsi{ UON

[4
8¢
Gl

€l
Ly
€4
T4
%
oLg
%Ll

ol 4
|74 [4"
8¢ 8¢
Le 9¢
0l 4
0 oL
74 9
8l 142
174 61
Gl o¢
% %
68¥c 09y
%89 %EL

UM Diuedsiy

sojydeibowagg

8l
8¢
0¢
cl

€z
9l
¥4
0z
%
v90Y
noze

[e10]
pueis

ojenpeib jsod

ajenpeit abejjon

absjjoo awog

ajenpelb jooyos ybiy

jooyos yBiy uey} sse

jooyos speib uey) sse7
juswiueny jeuoneonpg
8J0W 10 000°GL$

000°G.$ uey} sS8| 0} 000'05$
000'0G$ uey} s$9| 01 000°GT$
000°GZ$ uey} sse

TN

9z|s sjdweg

ozis Juswbog




3
Pt

SyRIp

[

0LOZ

sf=Uso

1 %4 14 8 0l L S oL 924N0S J8Y10 SW0S
8L 9l 6 144 oL 1 X4 el $3NLIGSd0 Jo sisulelsiuT
8L ) €l a4 bl 9L 9L sB10 peseqg-a0e1 J0 SlUYYT
[A> €C €l 1 6l yA? Le Sispee| uolun 1o suoiun
€€ 14 8¢ Ly ce . ic (45 ddvy
6¢ e €C 8¢ 8¢ ¥e o¢ sBio suessjen Jo e
9¢ €e €e GG A% 8¢ Ly sbunasuwl [ley umoj [eooT]
8l o 9z 89 % 5% S yainyo Jo sispes| snoibljey
Re] 1244 gS FA%] ov 145 1% aoeyd 10 ssauisng pooysoqubien
)4 Lg €¢ 09 €9 6¢ cs sIopes| Aunwiiod Jo [eooT
o€ 8G 8¢ ¥9 4% Ly €5 S[eI0I]O JUBILIBACY
Z8 99 A4 69 9 Z9 €9 SMOYSs Mje] oipel Jo AL
L8 8 62 19 89 99 99 Sejisgam 1o Joulaiu]
g8 0L L2 6. 157 89 €L oipey
6. 08 89 Z8 6. £8 08 uoisinsis|
99 98 8 6L €8 0L 18 siededsmonN
€8 98 06 8 S8 6. 78 Ajiwey 1o spuaii4
% % % % % % %

¥9 $0g y8l 9ls 68¥¢C 09y Y90y azis s|dwes
%1 %S %l %l %89 %EL Noze az1s Juswibeg

18yl0 IdV NVIV }oejg SJUA diuedsiH [elof pueis
ojuedsiH UoON
ugQ —uC&QQD — §33.IN0g Uoijewliojuj




oLoe
SNsuad

e

4% d3414dvHd

SHEDE,

SO)SOBM J0JBUIBIUI-99
oiped-0.L
siededsmeN-G/
uoisinsp -6/

Ajwiey Jo spusiid-~18

Z juswibag

SMOYS e} olpel 10 AL-69
oipey-9/

uoisinele L-¢8
sladedsmon-99

Ajiwiey 1o spuslig-/g

11 juswbsg

SMOYS Y[E} oIpel 1O AL-CG
olpey-8g
sladedsmeN-¢£9
uoisinsis1-99

Ajtwey Jo spusii4-6/

0 Juswibeg

So)SgaM JojBUIBIU-/ /
oipey-g.
uoisingR 1 -28

Ajiwey Jo spusli4-+g
sisdedsmanN-19

2’1 uswibsg

SMOUS Mje} oIpel 10 Al-79
olpeY-99
siodedsmeN-G/
uoising|o1-9g

Ajwiey Jo spusli4-9g

¢ juowibog

So)sqem Jojeullul-69
olpey-//
UoISINSI®1-Z8
siededsmaN-Gg
Ajiuley Jo spusii4-99

1 jusuibes

uQ puadeaqg—-gdoj

sojisgam _oymc‘_mwc_pmm
olpey-¢.L -
UOISIASIR | -08
siadedsmeN-18
Ajurey Jo spusti4-#8

{EJ0] puelD




gl

ooz 0 LOZ
snsus> 3 €04L04VHd SNsusy
i soeg portusy’

s % 69 8¢ €z 6¥ Ve SaNlIge|ed 10 sieuledUT

89 6¢ L€ 89 Ly 59 LS soe|d Jo ssauisng pooyioqyBieN

4% vS 08 V. TS gL 8¢ siopes| uojun Jo suolun

09 9L 29 L 4 L9 65 SMOUs jje} olpet Jo AL

oL 0L 89 , 08 Ty 11 09 sBio psseg-aoe. 40 OlUYIT

2 s G 6. LS 69 19 sispes| Ajuntuwiod 1o [eo07

99 06 6 g8 S 8 €9 dHVY

8z 8./ SL 9L 6 19 €9 S[IOLO JUBWILIBAOD

44 99 el 08 29 0L g9 sBunesw ey umoy [e207

6¥ vl € G/ 9 6. /9 olpey

€ €L 08 08 9 6. 69 uoisinsje |

8y 89 L. 6. 0L LL 2L Ajiwrey 10 spuslig

g6 86 - 96 68 99 88 zL 90.N0OS JBYJ0 BUWI0S

88 0. L8 88 0L YA 1592 yainys 1o siepesj snoibijey

Z6 Z6 .9 58 ; 0L LL €L sB.o suelsjen 1o Aeyy

8. 16 18 18 VL 6. v SS}Isgem Jo jpulep|

€8 LL 95 8 €L 9. Gl sladedsmaN

% % % % % % %

79 ¥0¢ 781 919 68%¢C 09y 790v 8zis s|dweg

%L %S Y%l %L1 %89 %EL NOcC azis jJuswbsg

3o idv NVIV ¥oeig SIUM SiuedsiH [ejoL pueis
osluedsiH UON
mo:mtOn_E_ - §82IN0g Uoilewiojuj




oLoc

snsug

u :
1

: |
4% g@0d414vHd

AonEp

slededsmeN-19

Yoinys Jo sispes) snoibijey-69
Apwey Jo spusu4-g9

SO}ISGOM IO JOUIUI-69

90IN0S J8YJ0 BWOG-¢/

Z Juswibeg

821N0S JSYJ0 SWO0S-8/
SS)ISAOM IO Jaulsiul-g/
Ajjwey Jo spusii4-g/
slededsmen-zZ8

sBio suelajenA io AeIIN-Z8
171 Juswibog

SISpES] UOUN IO SUOIUM-g/
uolsinee | -9/

siededsmoN-7/

4ounys Jo siopes] snoibijoy-gg
sBlio suelsjon 10 Ae)IN-LE

0 jusuibeg

Ajlwiey Jo spusli4-19

y2Inyo Jo sispes] snolbijoy-#9
90IN0S JaY}0 BWI0S-g9
S8)ISgeM JO JoulRlul-Z/

slededsmaN-¢/
Z | juslibeg

S9)ISQOM JO Jouls}- L/
|d 1o sssuisng pooyloqubisN-8/
Ajwej 10 spusu4-g/

421nyo Jo siepes| snolbijey-08
92.IN0S 1810 SWOS-£8

¢ juolubeg

92IN0S JBYj0 BWO0S-Z/

y24nyo Jo sispes) snoibiey-¢/
sbio sueislen Jo Aeyiin-G /2
SO}ISgem 10 JPulel-G/

&mo_mamng..w\.
DEUEITHEL

ooueuoduwj - g doj

80In0S I9YJ0 BWOS-Z/

younyo 1o siepes| shoibijey-¢/
sbio sueisien Jo Meppn-s/
S9ISUSM JO JoUIBU-¥/

sladedsmen-G/

[ejol pueio




oLoe

ShRHIY

snsu 10 g@34Ldvud 0L0g
g 0 L mou; Juoq
14" L 4 13 Z 4 € +0L
] S 3 Sl cl L Zl 6-G
114 9L 1514 [4% L9 o 1S I
ge L LL L€ v 84 .2 SUON
as() Jsuiau}
2 0 0 b € S 14 +01
gl S ¢e 124 cl Ll 142 6-9
12 ¥8 19 19 74 74 V. Lal’
0¢ L 0 9 6 € 8 SUCN
SN AL
Ll 0 ] € 14 c 14 +0l
ya L 6¢ 6 8 oL 8 6-9
g8 29 JAS g9 98 €9 g9 i’
0¢ 0¢ 6 [44 ¥4 14 44 SUON
% % % % % % % as oipey
¥9 ¥0€ 781 9Ls 6872 09% Y90y ozIs ojdwes
%1 %S %1 %l %89 %el NQOZe oz1s Juswbag
IETITe) idv NVIV ¥oe[g SIUM SiuedsiH [ejoL puers
oluedsiH UoN
abesn eipapy




QoD

104 g3414v4d L0g

z 1 9 € 14 4 € He} U0
0 1 14 v € € € e} spodg
L S S €1 14 9 9 e} snolbiey
ST S LT 8 6 4 6 suodg
X4 L [4 145 €1 6 145 e} [eanijod
12 0€ LT LT 6¢C 6C 8¢ SMaN
e 0S 6¢ €€ 8¢ o 8¢ aIsniy
sadAl ¢ doy

ze Vi 6 T4 Ll 0¢ 8l e} spodg
8l 6 Ly ov ; ol Ll 6l e} snoibijey
8¢ 0z ‘ Ly Ve 74 6l e e} J2uio
9€ €l 8¢ 9e 8z 6€ 0 spodg
0S oL zL Ly 8¢ Le 1€ e} [eontiod
69 LS 89 8 €L o/ L SMaN
16 L6 v6 96 6 96 z6 aIsnpy
A A A DA A A DA BujwwesBoid jo adAy
ov 8l ezl g6¢ L8l LE€ 6682 ozis s|dwes
% V14 %l %1l %69 %E L NO.LL 8zis Juswbeg

B0 idV NVIV NELTE SUUM Jruedsiy [e10] pueis
oluedsiHy UON
obesn oipey




feed T Rl

ALl

SSERE peIgy

Sl
09
8¢
L2
24
08
€L
€€
9s
98
€6
98
%
89
Yol

49410

€€
Gl
4>
LS
GG
L9
89
VL
08
Z8
98
%
S/¢
%S

IdVv

8
L
Ly
o€
g
ze
L
1z
zs
€6
0L
86
%
89l
%l
NVIV

osedsiH UON

€¢
[4>
JA4
ov
Y5
€9
S¢S
€9
45
/8
68
G6
%
961
%lLi

3oeid

o€
€e
€€
g€
VA4
8G
6S
19
¥8
£8
88
%
86¢¢
%89

STUM

abesn AL

[4%
81
Ly
[44
Ly
374
6V
YA4
G9
c8
48
€6
%
8cY
%l

145
8¢
ge
ge
oy
514
LS
8G
€9
¥8
g8
06
%
69.¢
NLOC

jejo] pueis)

seiado deog
Buio

SMOUS Bwer)
AL Ayjjesy
SMOUS e
e} [eailod
SWoolg
seweli(]
spodg

S3IAON

sSmau [euclieN
SM3U [e007
Mmoys jo adAL
azis sjdweg

9zIs Juswbsg




oLoc

SNSu®d ‘op g3d14vHa wmwmwu
kY * sormg pont
0 1 T € [4 3 z SMoys alien
T z T v 1 S 4 sesadQ deog
6 14 S v 14 z % SMoys yjej [eoijod
4 S T € v S v smoys e
€ 1 14 12 14 1Z 14 AL Ajjeay
T 45 T 8 L v L sewelq
61 6 € 0T 6 S 8 ET o}
6 8 T S 6 9 8 swoadjg
S 0T vl o1 1T 49 1T spodg
vl 01 11 01 45 45 4 SaIno
6T 91 61 ST 9T LT VA Smau jeuoneN
61 8T 113 14 ¢ T4 44 SMmau [e07]
% % % % % % % smoyg ¢ doj
85 5.2 89l 96% 8622 14 69.€ ozis s|dweg
%} %S %l %L1 %89 %l L0z 9zis Juswbag
FETTe] idv NVIV ¥oeig SHUM Jiuedsig €101 pueip
osiuedsiH UON
"Juod ‘ebesn AL




m:W.wWM ; 10} g2414vHa wm.wmmo
, e SOEg PRI

A7 bL Ly 0S of 0S 174 so9s Aousbe jr06 J1ayjo oN

29 z8 9s 69 9L 19 €L (wonoq) pasnsiw aq [jim oju|

8 €8 6. g9 LL oL 9/ pajsni} oq ued Ayjenuspyuod

99 z8 0L 69 8. €8 8. JsuteBe pasn oq jued siemsuy

LS 08 €9 €9 69 89 69 Jsnay

s. 19 g8 0L 42 9 b ulelqoO pinoY s1exoeH

€L 88 28 6. . z8 LL e | OYMm Jo 3plid

08 6L /8 LL g8 zZ8 €8 SPasU WWod Aw mouy 0B je1

96 - 1B 69 08 ; 68 €8 /8 . Auiqisuodsai o1A10

€6 96 68 06 G6 g6 6 suoA1ans Junoo o} Juepoduj

98 06 z8 z8 98 98 68 Ang

% % % % % % %

6 g8l 191 Sl¥ ozve 6.€ AR ozis ojdwesg

%l 34 %l %l %0L %ZL Wr0Z ozis Juswbeg

NEITE o) Idv NVIV %oejg SIUM Siuedsiq fe101 pueis
ojuedsiH UON
Sio}de4 3




oLoz

snsua

2
i

10} d3414vHd

€C

0L0C

snsu

Sl

£e
1 24
oy
A%
A%
L€
€€
(44
44

%
65
%l

B8R0

Ll

44

T4
4%
Ll
7
6¢

%
g8l
%v

1dv

€€
1974
0c
61
144
1Z
114
144
147

IS
%

L9l
%l

NViV

sjuedsiH uoN

9 L 9
1z se vz
ol L oL
el o si
bl 0¢ L
6L Le zz
0z 8z e
1z s¢ 2
9z ve 1z
eg Iy 9¢
% % %
0zve 6.€ vzle
%0. %zl Wr0zT
SHUM Sluedsl{  [€j0L puein

"JU09 ‘siojoed J

AuQ Bupjeadg ysijbug
WBis jo 1no Aeys oy Jsjelid
Aoeaud Jo uoiseau]
o iy | i 1epeUl Lussoqg
oju; s1ad sey Apealje oo
Buoj 00} sexe |
pasnsiw aq [IIM Ojuj

wsiondayg

aufjuQ Jojaid

S)|NSo}] 988 ISABN

9zis sjdweg
9z|s Juswbeg




0L0¢

EL
S5 8. 99 g9 09 19 29 suolsany aAlIsusg JoN
gs 8L 99 9 09 19 29 i'er 0} 303lqng seakojdwsy
6s 8l 99 S9 09 19 z9 uonedionied sasnbay me]
6% 69 0¢ G9 €9 0L 79 uonejndod ui sefueyo yoei|
9 8/ o¥ 19 89 €9 19 SaAjejuasaldal Jo JequInN
65 8 8. 69 LL gL G. sexej} ul suoljjiw saneg
L9 ZL 85 LL 8L 9L Ll auseys Jiey 106 jou ybIN
€L 08 s ZL 08 z8 6L uoljiiq 00€$ Jo aleys
z8 68 99 8L 6L 8 08 sjedionied |je Ji sjeindoe aiop
08 g8 85 8. 08 /8 08 sjyausg Ajunwiwio [es07]
€9 08 29 , LL €8 8 zZ8 sjustuaAoIdl 1nyny 1o} ueld
L9 08 9§ r4A 9L 8. 9. SI10JBAION Jijouag
69 g8l 191 SLy 0cve 6.E AR ozis sjdweg
%1 %P %l %l %0L %2 0T azis uswbag
FETTITS) idv NVIV yoeig UM SiuedsiH [e}0 pueis
awedsiH UON
$10}0B+ 4




