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AWARENESS AND MEDIA CAMPAIGN - A KEY FACTOR
FOR THE SUCCESS OF CENSUS 2011

Mariana Kotzeva*

1. Introduction

On 1* February 2011 Bulgaria conducted seventeenth Population and Housing Census

in its modern history. Data collection took place in two stages. From 1* to 9t of

February 2011 for the first time Bulgarian population was offered the opportunity to

fill in census questionnaire via internet. In the last three weeks of February (from 10%

till 28" of February 2011) the interviewers visited households to conduct face-to-face
interviews with those who had not used the internet option.

The Census was an overall success. It is well recognized in Bulgaria that Census 2011
appeared to be the largest population mobilization in recent Bulgarian history, a
period of full support to the survey by all stakeholders - government, local authorities,
media, citizens and communities, a time of active NSI presence reflected in a positive
manner by media. A key factor for the successful preparation and implementation of
the Census was the nationwide, well targeted and comprehensive integrated public
communications campaign.

The Census 2011 public communications campaign was one of the most extensive and
far reaching marketing campaigns ever conducted in Bulgaria. Census is a complex
exercise and the final outcome depends strongly on the population participation rate.
Therefore the campaign attempted to motivate each person to take part in it and to
make its feeling like it is a crucial part of Census. For a very limited time frame our
marketing activities reached 3 millions of households.

A key milestone in the preparation of Bulgarian Census 2011 was the understanding
that communications had to be indispensable part of the whole process. In the
previous Censuses the focus was on the dissemination of results. As regards to the
communication side the emphasis was on the public awareness promoted mainly
through media channels. Changing media landscape and the development of modern
ICT technologies have shifted focus from a simple dissemination to a more interactive
way of communications with users and respondents of official statistics. Census as
the largest in scope statistical survey is not an exception. Furthermore, having the
importance of census itself it is absolutely essential to ensure that the data collected are
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accurate and complete. In order to turn Bulgarian citizens into committed supporters
of the census an effective and well targeted communications strategy was developed.

It is now a standard practice to apply marketing approach to the output of official
statistics, but it has not been applied on such a scale to the Census data collection.
The collection phase of Census 2011 was a significant communications exercise. More
than 3 million households needed to be aware of the importance of Census but also
to understand how and when they might participate and in particular, how to use the
internet opportunity.

It was not enough to talk about the importance of census and to generate interest in
the up-coming results. The public communications campaign had to address a number
of issues related to the innovations in the census methodology and implementation. It
had to provide answers to a number of questions: Why the residents should be willing
to participate? How they could use e-census opportunity? Why it was necessary to be
co-operative with census interviewers? In answering all the challenges and innovations
related Census we had faced serious budget constraints and the data collection had to
be carried out at the lowest possible cost.

This paper describes the content, goals and stages of the communications campaign for
Census 2011 as well as outlines its main components and channels (media campaign,
national and local partnerships, social media, on-line interactions and trainings)
that prompted participation and led to the Census success. Lessons derived from our
experience can help other national statistical offices in the preparation of their own
communications campaigns and efforts for informing, motivating and getting support
of citizens and institutions.

2, Goals and Scope of Communications Campaign

In the preparation of Census 2011 we identified a number of new challenges that have
not been existing before and that, in turn have influenced the scope and the content of
the public communications campaign. Proliferation of new communications channels,
emerging of social networking, increasing importance of privacy concerns, appearance
of citizen journalism and existing of mistrust of governmental institutions among
some societal groups are among the phenomena that require a change and reshape in
the communications and dissemination policies of official statistics in general and in
the preparing and implementing census in particular.

In addition to the general challenges listed above the public communications campaign
needed to reflect innovations in the organization and implementation of the Census.
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The major one refers to the introduction of the e-census. For the first time in the
history of Bulgarian statistics the citizens were able to complete their questionnaires
online. Additional challenge related to the public communications campaign was the
decision of the Parliament to advance the Census and to conduct it earlier than it was
planned initially. This resulted in a very limited timeframe for the preparation and the
implementation of the public communications campaign.

To overcome these challenges and to ensure broadest possible participation in the
Census we had to develop a flexible and innovative approach, different from the
strategies implemented in the previous censuses. The public communications campaign
had three main goals:

 To increase census coverage through making people aware of the importance of
census results and motivating them to take part in it;

» To improve accuracy of census results;

« To generate a positive environment and support to the census interviewers
during the field work;

The mix of two main ways of data collection (e-census and traditional face-to-face
interviews), carried out consequently, required the communications campaign to take
place in three phases:

+ Educational phase - the period before the Census date;

» E-census motivation phase - the period of e-census (From 1* to 9% of February
2011);

» The period of getting support to the traditional field work - the period of three
weeks of visiting households and conducting face-to-face interviews.

Each phaserequired specificactionsin order to achieve the goals, to prompt participation
and to spread the census messages as broadly as possible. The Census 2011 public
communications strategy was incorporated in the general strategy of transparency and
openness to the society of the statistical surveys methodologies applied by Bulgarian
NSI. This principle was extensively applied in the period of preparation of the Census
2011 when the census program, the questionnaires and instructions had been
developed. A number of consultations with academia, government institutions, and
non-governmental organizations were carried out. The debate on the scope, contentand
design of the census questionnaires was opened to the general public and this helped a
lot in getting people aware of the importance of census results, of the benefits that the
census may bring at local and individual level. The openly sharing of information on
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then census forms contributed to the building up of confidence in the objectives and
methodology of the process especially as regards to the sensitive questions related to
ethnicity, disability, mother tongue and religion.

To meet our goal of a complete and accurate census, we developed a communications
strategy that consisted of the following main components:

+ Paid advertising;

« Media partnerships and training;

+ National and regional partnerships;

«  On-line interaction and using of social media channels;

» Targeting of specific groups and communities with engagement of community
leaders. '

As the budget for paid advertising was relatively small a great deal of the attention was
put on the other four elements of then campaign. The communications strategy covers
both national and regional level but a special emphasis was given to ensure consistency
and co-ordination of activities and to provide unifying themes and messages across all
segments.

3. Components of the Census 2011 Public Communications Campaign

Paid advertising covered radio, television and print media. A plan for the advertising
was prepared by a marketing and advertising agency that received the assignment
after an opened tender procedure organized by Bulgarian NSI. Despite of the limited
budget, the advertising was well received by the public. The plan for the advertising was
strictly followed and ensured consistency of the activities across all media. It covered
both national and regional media. During the preparation of the advertising plan a
thorough analysis of the specific needs of the local markets was carried out and those
that need a tailored made approach were identified. A special attention was given to the
populations and communities that were considered hard to count such as minorities,
remote areas, and refuges’ camps.

A key building block in the Census 2011 public communications campaign was the
visibility and active presence of NSI in the media during the data collection period and
within several weeks before the Census date. The cornerstone of our successful co-
operation with media was the large-scale and intensive training of journalists that the
Bulgarian NSI undertook in January 2011, the month preceding the Census start. We
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organized several two days seminars - of national media, of regional media for each
region, of the persons responsible for public relations in the district administrations and
of their counterparts in municipalities. In sum more than 200 journalists of practically
all media presented in the country took actively part in the training. During seminars
the NSI staff focused on explaining the benefits versus costs of census and the role of
the census results for the planning and funding a range of services especially at local
level such as health, education and transport. The training was also used to receive
a feedback form the journalists on the topics and questions that were of particular
interest to the public. This information helped for the final tuning and adjustment of
the communications campaign to the expectations and needs of the various census
stakeholders.

There is clear evidence that the training of the media catapulted Census into the society
in a positive manner. In fact since the starting date, during the whole data collection
period and up to now we have enjoyed a very positive attitude to the Census and its
implementation by the National Statistical Institute. There was an enormous media
interest during the data collection phase. The Census was the event number one in
the week of the e-census according to the national media rating of the most important
events. In general the media coverage of the Census was either positive or neutral. There
were really few cases of rather negative coverage but they were questioning the benefits
of asking some questions in the census form (i.e. why it was necessary to ask about
families, about availability of water, sanitary bath, etc.) rather on a concrete problem
of census implementation. The key factor for the success of the media campaign was
the ready availability of NSI staff and of the President in particular for handling media
requirements. We dealt with the critical comments on the spot and attempted to anticipate
and to apply a pro-active approach to the “hot” topics that might turn into problems. The
top management and key census experts of NSI participated in more than 70 media
events in the Census month - 35 TV, 14 newspapers and 26 radio interviews. More than
10 direct TV sessions from the NSI building or other places were incorporated in the TV
central news. In sum approximately 2000 media events with the participation of NSI staff
were realized in one month. There were much more local media events with participation
of our staff in the regional statistical offices. A special role in the process of promoting
census was the trip around the country of the President of NSI that covered all regions in
Bulgaria. Everywhere local press conference, meetings with local authorities and NGOs,
with children, students, universities, local leaders and gatekeepers of some communities
were organized. In each region an attempt was made to tailor the public communications
to the local needs, to show how the census results would help to address local problems
with infrastructure, labour markets, community services, etc.
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A key building block of our public communications campaign was the establishment
of national and local partnerships. Enormous efforts were spent on building targeted,
customized and trust - based co-operations with the local authorities at municipal
and district level. We got their support in many ways especially as regards to the
E-census. In many places local authorities provided rooms equipped with computers
and internet where citizens could free of charge complete census forms on-line. They
organized help desks in the premises of the municipalities and district administrations.
During Census we received the so called third part endorsement where the mayors
and regional governors gave their formal support (by official letters) to the E-census.
These letters were sent to all regional government structures and public institutions
and distributed to all residents via media and internet. In addition at a meeting of
the Council of Ministers the Prime-minister Mr. Boyko Borissov and the vice-prime
minister and minister of finance Mr. Simeon Djankov asked all the ministers to send
letters promoting internet census as an easier, quicker and more convenient option that
also saves financial resources and protects environment.

In the last years internet has become the main channel for the dissemination of statistical
results and sharing information on the data methodology and production. Census 2011
public communications campaign relies heavily on the on-line interaction and using
social media channels in getting people aware of the purposes and organization of the
Census. A separate web page dedicated to Census was created. In addition NSI provided
a set of promotional materials that had been distributed to the local authorities free of
charge to be used in their regional campaigns. During the Census 2011 campaign we
have tried to use for the first time the opportunities provided by the social media. After
some discussions in the office and a thorough analysis of the pros and cons of the NSI
presence in social media we decided to implement consciously and in a limited scale
this approach. Namely we did not open our accounts in Twitter and Facebook but
our team has been participating in the similar dedicated to Census pages created by
others. We responded to people that were asking questions on Facebook. In this way
we responded in real time to the concerns raised by the society. We used social media
in order to provide links to websites where more detailed information can be found. In
addition social media proved extremely useful in reaching some of the hardest to count
groups that live a lot of online and in social media.

Bulgarian NSI had been working with local authorities and community groups to make
sure the 2011 Censusaccounts for population diversity. Special attention was paid to ethnic
minorities, non-Bulgarian speaking communities, and homeless. A crucial moment in the
designing a well targeted campaign was the surveys and research conducted before and
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during the data collection on the factors that motivate different social groups to take part
in the Census and in particular in the E-census. Showing commitment and transparency
we shared our research with local authorities and non-governmental institutions, thus
enabling them to better tailor Census 2011 messages to their local populations.

4. Key Content issues of the Census 2011 Public Communications Campaign

The attitudes of 2011 Census were quite different from those of Census 2001. Nowadays
behavior of internet users and concerns on privacy and security were more clearly
articulated than in the past. A significant effort was made to address these concerns.
It was widely explained using various media channels how and when the census
interviewers would approach households. The people were asked to be pro-active in the
identification of the interviewers - to ask to see their identification card if they did not
automatically had showed it. A helpline for advice in identification of the 2011 Census
staff was opened.

A special emphasis was given on the fact that despite the refusal to complete the Census
form is an offence under the Census Law and leads to prosecution and a fine, we have
not aimed at that. On contrary we had attempted to convince the people that Census is
a useful exercise that eventually brings benefits to local communities and households.
As a result at the end of the Census 2011 there were as few as 50 recorded refusals to
fill in Census forms.

5. Key Factors for Successful Census 2011 Public Communications Campaign

There several guiding principles on which our Census 2011 Public Communications
Campaign was built up and that in turn proved to be key factors for the overall Census
success:

* Activity instead of passivity - Communications were based on action rather
than counteraction. NSI teams tried to foresee the results from the activity and
express, and defend grounds instead of responding to provocative attacks or
assumptions.

* Positivism instead of negativity -There was emphasis on the positive trends,
activities, services and future benefits for the society as a whole. Actions to
overcome the existing problems were shown instead of focusing public
opinion only on them. The demand for positive solutions and final results was
highlighted.
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* Bidirectional instead of unidirectional - Population Census 2011 team ventured
on a model of bilateral communication and feedback from target audiences.

*  Openness instead of closeness - The system of open communications and access
to information enabled to all members of society created a sense of unity, built
confidence in the institution, and created teams of like-minded people.

* Coordination instead of the lack of coordination - A program, built on the
targeted and orderly messages subject to common purpose, in which there
was coordination and control in terms of who, when and how performs public
communications was created.

* Involvement instead of exclusion - Including more people in the process of
communication helped to break the “we-they” framework. The very census
interviewers themselves played the role of communicators, informing in
advance friends and relatives of what's ahead.

These principles were at the basis of the successful and entirely positive media campaign,
lack of crisis situations and achievement of the objectives - increasing the level of
awareness and gaining partnership, interest and participation of citizens, institutions
and the media, creation of an atmosphere for equal dialogue with all participants in
Population Census 2011.

To facilitate and integrate campaign and to use the expertise of our staff to the fullest
a core team on communications was established. This team included two groups of
experts - public communications experts and statisticians. Their main task was to
coordinate communications activities and to avoid working in silos. This team had
been working in close collaboration with external firms that had been involved in
the design and implementation of the campaign. It reviewed all the promotional
materials to ensure the messages were consistent over different groups and regions.
There was a daily monitoring of the participation rates and the team identified areas
of low response and prepared a response mix of activities that might be undertaken to
increase participation rate.

6. Conclusions

The well targeted, efficient and nation-wide campaign was, certainly a precondition for
the overall Census 2011 campaign. However, the positive results go beyond the Census.
The campaign proved the good cooperation between the institutions at central and
regional level. The Population Census became a national priority supported by all state
institutions, local authorities and citizens of the country. Thus, the overall confidence
in the role and mission of official statistics had increased.
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PA3ACHUTENTHATA W MEJUAHA KAMNAHUA - KNIOYOB GAKTOP 3A
YCTEXA HA NPEGPOABAHE 2011

Mapuara Kouesa*

PE3IOME CratusTa npecraBs ChIbpPXXaHUETO, IEINTE Y eTalUTe Ha KOMYHM-
KauyonHara kammanus sa IlpeGposaBane Ha Hacemennero 2011 u ponsra i 3a yc-
TMEIHOTO MY IpoBex/aHe. VIsTbKBa Ce KIMOYOBOTO 3HAYCHUE HA KOMYHUKAI[MUTE 32
TOCTUTAHETO HA WIMPOKa 0OUECTBEHA OCBENOMEHOCT M 33 Ch3flaBaHe HA aTMOC(e-
pa 32 paBHOIIOCTaBEH [HUA/IOr MEX/Y BCUYKM YYaCTHMUM B NpebposBanero. Komy-
HUMKAaUMOHHATa cTparernsa Ha Ilpebpospane 2011 ce pasriexza KaTo KOMIIOHEHT Ha
obLiaTa CTpaTerys Ha IPO3PavHOCT ¥ OTBOPEHOCT KbM OBIIECTBOTO, IPU/IATaHa OT
Hamonanumua cratucridecky nHCTUTYT Ha Bharapus. TIpefcTaBenu ca ¥ OCHOBHM-
T¢ KOMIIOHEHTH ¥ KOMYHMKALMOHHM KaHamy Ha KaMmaHusTa (MequitHa KaMIaHus,
HAIMOHA/IHY M MECTHY NAPTHbOPCTBA, COLIATHY MEJJUN, OHJIANH B3aIMOJECTBUA U
00y4enns), KaKTo U KmodoBuTe GakTOpK 3a ycnexa in.

Crenanio BHMMaHKe Ce 06pbIlia Ha HOBUTE IPEAM3BUKATENCTBA (pasnpocTpa-
HEHMETO Ha HOBM KOMYHMKAIMOHHY KaHa/IN, NI0SIBATa Ha COLMA/IHY MPEXH, TPEBOTa-
Ta 32 3a1MTA HA JINYHUA XKNBOT, NIOABATA HA IPAKAAHCKA XYPHATMCTUKA U KPYTH),
KOUTO HaJIAraT NPOMsHA B 06XBaTa M ChIbP)KAHMETO HA KOMYHUKAIMOHHATA KaMIIa-
HUA U B IIOMUTUKHUTE 33 PasnpOCTPaHEHKeE Ha Pe3YATATHTE OT IPeOpPosBaneTo.

B cratusara ce M3TPKBA M 3HAYMMOCTTA Ha WHOBALWMUTE B OPTAHUSUPAHETO U
TIPOBEXAaHETO Ha NPe6POABAHETO M MO-CHEIMANHO USION3BAHETO Ha MOJEPHITE
MHPOPMAIMOHHO-KOMYHUKAIMOHHM TEXHONIOTUM 32 [IOCTUTAHE Ha TIO-MHTEPAKTUBHA
KOMYHMKaI(A ¢ rpaxpaanute. [locousa ce u mopkpenara Ha IpaBUTEACTBOTO 3a Ha-
ChpYaBaHe HA MHTEPHET NPeGPOABAHETO KATO eIUH I10-1leCeH, 10-6bps 1 mo-yaoben
BAapMaHT 32 MPOBEXAAHETO MY, KOMTO CBHIIO TaKa CIeCTsABa PUHAHCOBU PECYPCH M €
110-6/1aronpusiTeH 3a OKO/NHATA Cpefa.

OcHoBHuTe M3BOAK HA CTATUATA CE CBBLP3BAT C YCIleXa Ha KAMIAHMATA 32 IIpe-
Bpbinare Ha IIpe6posiBaHeTo B HAUMOHANIER IPHOPHUTET, IOAKPETIEH OT BCUUKM [bp-
XaBHM MHCTUTYLHMH, MECTHUITE BNIACTH ¥ TPAKAAHNTE Ha CTPAHATa, U 3a IIOBHIIIaBAHE
Ha 06IIOTO foBEpIe B POIATA ¥ MUCHSTA Ha OPMIMATHATA CTaTUCTHKA. [locouBaT ce
¥ HAKOM yPOLY OT HAIIMA ONMUT, OT KOMTO MOTAT Ja Ce Bb3IION3BAT APYTM HAMOHATHA
CTaTUCTUYECKU CITYXKOm.

* low, A-p, Npencearen ka HY go 20 mapr 20121
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OCBEJJOMUTENbHAA W UHOOPMALIMOHHAA KAMMAHMA B CMU - KNTIOYEBOH
GAKTOP [U1A1 YCTTEXA NEPENUCY HACENTEHWA 2011 TOJIA

MapuaHa Kouesa*

PE3IOME Cratbs npefcTaBnseT cofiep>KaHue, e/ U 3Tarnbl KOMMYHUKAIVOH-
Hoit Kamnanuy Ilepenncu Hacenenns 2011 ropga i ee ponb A/ YCHENIHO peannsa-
Uy nepenucu. B Helt moguepKkmBaeTca KI0YeBoe 3Ha4YeHNe KOMMYHMKALIVIA [j1A KOC-
TWKEHMA IUPOKOro MHPOPMUPOBaHMs OOIECTBEHHOCT U CO3MAHUA aTMocdephl
PaBHONPABHOTO IMA/IOTa MEXJY BCEMM yYacTHMKamm Iepenucyu. KoMMyHuKauyoH-
Has crparterus Ilepenucu 2011 roga paccmaTpuBaeTcs KaK KOMIIOHEHT obmieit cTpa-
TETMM MPO3PAYHOCTH ¥ OTKPBITOCTH K OOINecTBY, IpuMeHsieMoit HanyoHanbHbIM
Crarucriaeckum MHcTUTYyTOM Bonrapun. IlpencrasieHsl Takke OCHOBHBIE KOMIO-
HEHTHI ¥ KOMMYHMKaIlMOHHbIE KaHa/Ibl KaMnanuy (Takue Kak kammanus 8 CMV, Ha-
L[1OHa/IbHbIE ¥ MECTHHIE TAPTHEPCTBA, colmanbHble CMV, oH-naitH B3auMogecTBus
u o0y4yeHns) U KmodeBble (aKTOPHI A7 ee ycexa.

Oco6oe BuMMaHNe ypensAeTcsa HOBBIM BbI30BaM (KaK HallpyMep, pacipocTpaue-
HJie HOBBIX KaHAa/lOB KOMMYHMKAIINY, TIOABJIEHe COIMAbHBIX ceTell, 3a60Ta o He-
IIPUKOCHOBEHHOCT! YaCTHOM >KM3HM, BOSHUKHOBEHNE IPAKAAHCKOI Ky PHATMCTUKY
Y T. [1.), KOTOpBIe TPe6yIOT M3MEHEHUIT B OXBaTe M COEPXKaHNN KOMMYHMKAIMOHHO
KaMIOAHMY ¥ TIOTIATHK B 067IaCTH pacIipOCTpaHEeHUs UTOTOB MEPEINCH.

B crarbe Taxke nopuepkuBaeTca 3HaYeHMe MHHOBALIMIiT B OpraHM3al{ My Y IPOBe-
AeHUM TIEPENICHU HACETEHNA U, B YACTHOCTH, MCTIONb30BaHUA COBPEMeHHbIX UHGpOP-
MaI[MOHHBIX ¥ KOMMYHMKALIMOHHBIX TEXHOOTHIA I MOCTIDKeHUs 6onee MHTepaK-
TUBHOTO OOIIeHNs ¢ TPAXAaHAMU. YKa3bIBAeTCA MOAMEPXKKa CO CTOPOHBI IIPAaBUTEIIb-
CTBa B CBA3Y C MoolpeHneM VIHTepHeT-nepenycy Kak 6onee yerkoro, 6bICTpOro un
yROOHOTO BapMaHTa IpPOBEJEeHN A, KOTOPBI Takke SKOHOMUT PeCypChl U SIBJISETCS
6ornee 6/IarONpUSATHBIM IS OKPY>KaIOILei Cpefibl.

OcHoBHBIE BBIBO/bI CTaTbM CBA3BIBAIOTCA C YCIIEXOM KaMITaHMM IIO IpeBparie-
HMIO TIepenycu B HAllMOHA/IbHBIA NPUOPUTET, IOAMEPXXMBAEMblI BCEMU TOCYHap-
CTBEHHBIMM YYPEXKJEHUAMM, MECTHBIMUM OpTaHaMy B/IACTH U TPAXKJaHAMM CTPAHHI,
M /15 TIOBBILIEHNS 06Ilero JOBepUA K PONMM M MUCCHM ODUIMATBHON CTAaTUCTUKMU.
ITpencraBieHb! TaKKe ¥ HEKOTOPBIE YPOKM U3 HAILETO OIIbITa, KOTOPBIMM MOTYT BOC-
HO/Ib30BaTbCA [PYTHE HALOHA/IbHbIE CTATUCTUYECKNE BEIOMCTBA.

* flouen, 8-p, Npencenarens HaunoHaTHHOrO CYATHCTHYECKOTO KHCTHTYTa Ao 20 Mapra 2012r.
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