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Presenter
Presentation Notes
Good morning – I’m Dave Sheppard.  I work in the Center for Administrative Records Research and Applications at the US Census Bureau.  Today I will talk about research we have been conducting related to the use of Third Party Data to Contact Respondents.
 
I’m gonna talk about 
what we set out to do, 
what we’ve done, 
what we’ve learned, and 
what our next steps are.



Goals 
Three research questions: 
1. How can we identify or develop alternative contact 

frames that can be associated with an address? 
 

2. What is the coverage of the alternative contact 
frames over different demographic and geographic 
characteristics? 
 

3. How do you rank the contact information included on 
the frame? 
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Presenter
Presentation Notes
To start, my team was charged with answering three research questions: …

We’ve made progress on each of those questions.



Formation of the Contact Frame 

 Data purchased from five commercial vendors 
 2010-2014 
 37 Total Files 

 

 Two subsets of contact frame  
 Linked phone/address pair 
 Linked e-mail/address pair 
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Presentation Notes
For  address, we use the MAFID from the census bureau’s Master address file. 

Each vendor, purchased data Annually, Biannually, or quarterly.  
Each year, purchased data from 5, or 2 or 1 vendor
Each vendor provides one or two files in each delivery

Experian, InfoUSA, Melissa, Targus, VSGI 



Contact Frame Coverage 
Phone Numbers 

Overall, from the 2010 – 2014 third party files, we obtained:  
 
 

 
 
 
 

 
 
For matched 2010 Census addresses:  
 3.8 phones/address 
 1.6 addresses/phone 
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# universe % 

Contact Frame: MAFIDs with 1+ phone numbers 128.9 M - - 

Only 2010 Census housing unit addresses with 
1+ phone numbers 112.8 M 131.7 M 86% 

Only 2010 Census housing unit addresses with 
1+ phone numbers who did not self respond 35.4 M 49.8 M 71% 

Presenter
Presentation Notes
42% of all 2010 Census respondent provided phones are in the CF at the same address



Contact Frame Coverage 
Phone Numbers (cont.)   

In the 2010 Census, 91% of housing units provided a 
well formed phone number 
 Comparing our contact frame with only 2010 

vintage files to the respondent reported phones 
from the 2010 Census: 
 For those housing units reporting a well formed phone, 

the contact frame contained that phone at that address 
over 42% of the time 
 Over 47% for occupied housing units  
 Almost 56% for non-proxy housing units 
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Presenter
Presentation Notes
42% of all 2010 Census respondent provided phones are in the CF at the same address



Contact Frame Coverage 
Phone Numbers (cont.)  

Contact frame match rates varied by: 
 Response mode 
 Self responders to the 2010 Census  57%  
 Nonresponse followup housing units (NRFU) 14% 

 

 Householder characteristics 
 Race - High for white alone 53%, low for some other race alone 25% 
 Age - High for 80-84 years old 74%, low for 20-24 years old 6% 
 Origin – Higher for non-Hispanic 52%, lower for Hispanic 30% 

 

 Household characteristics  
 Rural 44%, Urban 43% 
 Owners 62%, Renters 21% 
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Presentation Notes
The base is that 42% of all 2010 Census respondent provided phones are in the CF at the same address

State:  High CT 50%, low AK 16%
Region:  High Midwest 48% ,Low West 37%
Census Division:  High West North Central 48%, Low Mountain 35% 



Contact Frame Coverage 
Email Addresses 

Overall, from the 2010 – 2014 third party files, we obtained:  
 
 

 
 
 
 
 

 
For matched 2010 Census addresses:  
 2.9 emails/address 
 1.3 addresses/email 
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# universe % 

MAFIDs with 1+ email addresses 84.3 M   - - 

Only 2010 Census housing unit addresses with 
1+ email addresses 75.9 M 131.7 M 58% 

Only 2010 Census housing unit addresses with 
1+ email addresses who did not self respond 21.9 M 49.8 M 43% 



Enabling Applications 
 Use in house auto dialer to conduct phone 

service checks 
 
 Determine cell phone/landline status  

 
 Rank phone numbers within and across 

addresses 
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Presentation Notes
Phone Tree system at our National Processing Center

Reference files updated regularly
Considers company assignments to blocks of numbers as well as ported phones

Based on source file(s) 





Types of Uses 
Decennial Census/Demographic Surveys 
 Contact Strategies 
 Automated Voice Invitation (AVI)  
 E-mail reminder 
 Call by field interviewer to set up appointments 

 Interviewing 
 Computer Assisted Telephone Interviews (CATI) 
 Call by field interviewers to conduct phone interviews 
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Presentation Notes
AVI – fancy name for robocall/autodialer 



Uses – Providing Phone Numbers 

 Census Tests   
 2013 Census Test & 2014 Census Test  

 Surveys  
 American Community Survey (ACS) 
 American Housing Survey (AHS) 
 National Survey of College Graduates (NSCG) 
 Current Population Survey (CPS) 
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Uses – Providing E-mail Addresses 

 Census test   
 2014 Census Test 

 Survey 
 National Survey of College Graduates (NSCG) 
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Uses – Providing Street Addresses  

 Providing street addresses linked to sample 
phone numbers 
 Telephone Point of Purchase Survey (TPOPS) 
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Outcomes – Calling Phone Numbers 
 2013 National Census Contact Test  
 Completion rate of 26% for national sample 

 
 2013 Census Test (Philadelphia, PA) 
 Completion rate of 4.4% for non self responders 

from 2010 Census 

 2014 Census Test (Montgomery County, MD & DC) 
 Completion rate of 5.2% for non self responders 
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2013 NCCT – objective was to evaluate the quality of the contact frame

Low completion rates are due to several factors:
High self response rate (>60%) means those remaining are reluctant responders
Phone number coverage and quality is worse for reluctant responders
Universe includes vacants and units that no longer exist
Phone dialers are not optimized to call mutliple phone numbers for one address




Outcomes – Leaving Phone Messages 
 2013 National Census Contact Test  
 Auto dialer used to conduct phone service check 
 35% of landlines removed from CATI call lists 

 2013 Census Test (Philadelphia, PA) 
 Auto dialer used to conduct phone service check 
 28% of landlines removed from CATI call lists 
 

 2014 Census Test (Montgomery County, MD & DC) 
 Auto dialer used to leave prerecorded messages 
 Treatment panels with reminder phone calls did not 

lead to increased self response (Internet/paper/TQA) 
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Outcomes – Email Address Coverage 

Results of validation for the 2012 NCT and the 2013 NCCT  
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Presentation Notes
In two recent tests, respondents provided one or more email addresses for their household



Outcomes – Sending Emails 
 2014 Census Test 
 Site test in MD/DC  
 Emails replaced one or both reminder postcards 
 Treatment panels with reminder email(s) led to  

decreased self response (internet/paper/TQA) 
 Up to three emails sent per address 
 70% of emails bounced back 
 Only 12% of addresses had an opened email 
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Presentation Notes
First attempt to use email messages as a contact strategy.  Success because we learned things … 

Still to be determined – are emails not an effective means of motivating self response, or are we just unable to get emails to respondents and have them open it?



Policy Issues 
 Legal issues – CAN-SPAM, TCPA, etc…  
 Government is not a person, so it is legal for the 

government to call, text, autodial … 
    … but should we choose to do it? 
 Considerations: Respondent burden, inaccuracy of 

contact information, and increased potential for 
phishing  

 Authority to use/reuse contact information 
 Language used when collecting phone and e-mail 

during Census/surveys 
 Contractual language with data providers 

 
 
 

17 

Presenter
Presentation Notes
TCPA – Telephone Consumer Protection Act (“Do Not Call” list) – We believe this is not applicable to federal surveys per the Federal Trade Commissions’ website.  http://business.ftc.gov/documents/alt129-qa-telemarketers-sellers-about-dnc-provisions-tsr
What types of calls are not covered by the National Do Not Call Registry?
The do not call provisions do not cover calls from political organizations, charities, telephone surveyors, or companies with which a consumer has an existing business relationship.

CAN-SPAM Act  (Controlling the Assault of Non-Solicited Pornography and Marketing Act of 2003)
http://www.fcc.gov/guides/spam-unwanted-text-messages-and-email
http://business.ftc.gov/documents/bus61-can-spam-act-compliance-guide-business

On the use of automated dialers:�From the FCC (note bullets 3 & 4):�<http://www.fcc.gov/guides/unwanted-telephone-marketing-calls>�Calls using artificial or prerecorded voice messages – including those that do not use autodialers – may not be made to home phone numbers except for:�•emergency calls needed to ensure the consumer’s health and safety; �•calls for which you have given prior express consent; �•non-commercial calls; �•calls that don’t include or introduce any unsolicited advertisements or constitute telephone solicitations; �•calls by, or on behalf of, tax-exempt non-profit organizations; or �•calls from entities with which you have an EBR.�
Children’s Online Privacy Protection Act (COPPA)
The Children's Online Privacy Protection Act, effective April 21, 2000, applies to the online collection of personal information from children under 13. The rules spell out what a Web site operator must include in a privacy policy, when and how to seek verifiable consent from a parent and what responsibilities an operator has to protect children's privacy and safety online.
www.coppa.org or http://business.ftc.gov/privacy-and-security/children%E2%80%99s-privacy




Next Steps 
 

Update and Improve the Contact Frame 
 
 

Evaluate new uses 
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Next Steps – Update and 
Improve the Contact Frame 

 Identify and obtain new sources for the frame 
 Respondent provided contact info from surveys 
 New commercial, federal, and/or state data sources 
 Build customer contact database? 

 Improve modeling approach to rank phone and 
emails 
 Include additional variables to drive our models 
 Include additional truth deck data 
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Presentation Notes
In all, we’ve learned a lot about the building of an alternative contact frame, the quality of the information, and the value of using the contact information for different purposes.   We are moving ahead toward becoming an enterprise solution for the Census Bureau’s many surveys as well as the Decennial Census.




Next Steps – Evaluate new uses 
 Autodial cell phones to leave reminder messages 

(2015 Census test in Savannah, GA) 
 Use email as a supplement, not replacement, for 

mail pieces (2015 National Census Test in the fall) 

 Text reminder messages (2016) 
 

 Conduct small scale testing to improve messaging 
 Using emails and text messages  
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Test the impact of prerecorded local influencer reminder phone calls as a cost-effective tool to increase response.  
Automated dialing machines have the potential to be a low-cost way to deliver messages to households.  
Calls with local influencers will be compared to calls from a national figure to test the potential benefit of local community leaders providing tailored messages. 

We will identify phone numbers for each household
We will leave messages with both landlines and cell phones
About 76% of households are matched to 1+ phone numbers.  
For the first time, we will determine whether messages left on cell phones increase response
We have cell phone(s) for over 38% of the households



Thanks! 

Questions? 
 
 
 

Dave Sheppard  
David.W.Sheppard@census.gov 
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