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l. INTRODUCTION

1. The coming census in Germany will not be condudigtihg the holiday season and there won't be
any presents from the interviewers. But unlike noilser countries, on census day in Germany (MayLpii1
will be a quarter of a century since the last cered there are some age groups that have onlg bear
census from the Christmas story being read dutingoh service.

2. Obviously it is part of our communication strateégyfamiliarize as large a part of the population as
possible with the concept and necessity of a ceffubetter understand the specifics of our compatitn
efforts with regards to Census 2011 we need to giNttle information on why there hasn’t been ases in
Germany for so long and what challenges we areehfaming. Additionally we will give a short overwe
about our census methodology to better understéachwarget groups we have to address and what&dac
and outreach strategies will be suited best fosgho

A. Alittlebit of census history in Germany

3. As far as East Germany is concerned nothing i®btite ordinary: In 1981, the last census was
conducted and, ten years later, there was no Easi&y any more. In West Germany, however, the 1980
census was firstly delayed to 1983 because of disagents on financial responsibility between feldand
state government and then later delayed to 1987adsteong privacy-related protests that also ¢edew
legislation. It is this second delay that had aehigpact on politicians as well as statisticiangmwit comes to
census matters.

4, The 1980s in West Germany were characterized hgpoliical changes and the gaining momentum
of movements like environmentalism, feminism anelgeneral fear of a surveillance state aided bypcaen
technology. There were plans to make the goverriissned ID card machine readable; it was the tifrthe
NATO dual track decision and so on. The politidahate was tense and the 1980 census was perdeayed
some groups as another means by which the sunegllstate would manifest itself. To this day, disputed
how much of the protests against the 1983 censuest Germany was really targeted at the censiighmse
protests were just an outlet for political angeat thad been accumulated in other places as well.

5. No matter what the protests inspired, they finedisulted in a Federal Constitutional Court rulingtt
made informational self-determination a persorgiitrgranted by the constitution. Apart from delgyihe
1983 census, the court ruling led to several chaimgthe census methodology for the 1987 censussastdl
the framework under which we have to conduct tmsge in 2011. For example we will not be able tenev
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keep the geo-coordinates of respondents’ datamlid statistical offices. It is quite understaridabat
politicians weren't very keen on having a censusragny time soon.

B. Methodology of the Census 2011 in Germany

6. On the other hand, by the year 2000 it became asangly clear that Germany after reunification

needed a new basis of high quality statistics.efluce costs and to reduce the possibility of pubkistance
against a census, the government asked the staltisffices to come up with a register-based méateh new
census. This model was tested in 2001. Basedeofinitiings of that test, the census 2011 was cdnaéped.

7. It turned out that the use of population registeas possible but that the accuracy of those registe
wasn'’t up to the task. They were also lacking sonportant information, e.g., education. Furthermibiere
are no housing registers in Germany so a moresertfaditional housing census has to be addectmik

8. The census 2011 in Germany will consist of thre#spél) The use of population registers of every
municipality for every inhabitant. (2) A househal@mple that serves to correct errors in the ragiste well as
to add information on subjects that the registeraat cover, namely education but also employment.
According to the current draft bill up to 8% of thepulation will be interviewed in this survey. @@hally the
housing census will be conducted for every housaalling owner (est. 17.5 million). This is a teds effort
as the information on those owners has to be ggttdoom various sources that are only partly suite this.

9. These three parts are dependent on each othée hrousing census, we are also asking the owner
about the names of up to two inhabitants, inforarathat will help the statistical process of getiega
households, as we don’t have dwelling identifiarthie population registers.

10. In conclusion of this first part, we can summatizat based on past experiences there might still be
some discomfort with the census in the general ladipn. Additionally the new census method — algiiou
register-based — will still confront maybe a thafcthe population with questionnaires of some kand there
we need the cooperation of everybody involved.

11. The second part of this paper focuses on the fatndevhat communication methods were developed.
As a little spoiler we will reveal the claim of o011 campaign as a transition:

Il. KNOWING WHAT WILL COUNT TOMORROW
C. Need for long-term (planning of the) pressand public relationswork for the Census 2011

12. It may rightly be asked why the Federal Statist@fice commissioned a professional agency to
analyze the need for communication regarding thes@g2011 and to develop a specific communication
strategy for the survey. After all, there are npasate communication strategies for the 390 otfagistcs.
Instead, the Federal Statistical Office always wlsesDestatis” trademark in the public to illugeahat, as the
producer of numerous statistics, it is one of tiggdst information providers in Germany.

13. Why is there nevertheless a separate communicsttiategy for the Census 2011?

14. Basically, there are four reasons that led to tr@sibn. These are directly related to our expegen
with the population census in the 1980s in the tarFederal Republic and to the new method thatbeill
applied for the first time in Germany in 2011.

15. (1) The Census 2011 is of major importance foici statistics in general as well as for the long
hiatus in census taking in Germany.

16. (2) The Census affects more people than any stheey: As mentioned before, despite using register
data for the Census 2011, up to one third of theufaion may have to provide information for then®es
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2011 (depending on the overlap between househoiglsaand housing owners). For comparison: One péerce
of the population participates in the annual “moaesus” of official statistics in Germany, whichihg largest
household survey in Europe.

17. (3) A communication strategy is needed becaus€émsus 2011 will not be conducted by just one
single institution. Apart from the Federal StatiatiOffice, the 14 statistical offices of the Landee involved
in the Census 2011, including the Federal Minisfrthe Interior and the supervisory authoritieshef
statistical offices of the Lander. In addition, thenicipalities in Germany will have to set up twevey
offices. So there will not be one mouth but manythe for communication.

18. (4) The last, and probably the most importantaras the specific German experience with the
population census in the 1980s. Noone knows whejfitoermps of the society will protest again in 20t nay
also happen that, in the age of MySpace and Fakeliauill be difficult to reach the population hitan issue
like the Census. Therefore it is important théicadl statistics body is prepared to deal with all
communication scenarios.

D. Organisation of pressand public relationswork for the Census

19. The Federal Statistical Office and the 14 statitéfices of the Lander are jointly preparing the
Census 2011 in Germany. Apart from subject-relgtedps, a project group on “press and public reteti
work for the Census” was set up in 2006. The goélet achieved by that project group is that theyman

institutions involved in the Census 2011 speak widny mouths, but with one voice in the public.

20. The office of the project group is the Destatisspreffice, which must also ensure the involvemént o
the Federal Ministry of the Interior.

21. It is that body which also discussed the contradtet awarded to an agency regarding the development
of a communication strategy. The Federal Statis@éce then commissioned an agency which had been
responsible for many campaigns both for publidtmsbns (including many federal ministries) and &large
number of big private German companies. The agstands out especially through many references them
political sphere and has good references in acmismunication. Considering the specific German agpee

with the previous census, that was a decisive adgan

E. Communication needs and strategy for the Census 2011

22. One of the central goals of the communication sgpais to introduce the term “Zensus”, which is new
in Germany, and to give it a positive connotatiorthe past, the German term “Volkszahlung” hadnbesed.
The second central goal is to recruit those obliggarovide information for actual participationtire census.

23. Consequently, the strategy’s central idea is that“dialogue campaign” — this means communication
on equal footing with the entire population andhpecific groups of the society: This is not about
announcing a government action; instead, the perpbthe census is explained in a comprehensibje aral

the various societal groups are addressed as gn@gbs.

24, For the population census conducted in the forredeFal Republic in 1987, communication focused
on the population as a whole. The largely registesred Census process raises concerns for mang|sand
quite different interests or needs. This is whydtrategy identifies and analyzes not only targetigs, which
in part are highly heterogeneous, but also idettifioints in time and adequate core messages tessdthose
groups in a dialogue-oriented tonality. In the caimination strategy, the following target groupséaeen
defined and their role in the Census 2011 has bramined.

25. Municipalities The municipalities are the major co-operativemeans of the official statistics body in
preparing and conducting the Census, e.g., innmdtisg the population register data and in settipgsurvey
offices.
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26. Scientific community The scientific community will be a major usertbé data. Therefore, the
scientific community largely supports the Censithoaigh there has been criticism regarding the mathod
and the fact that the regional breakdown of thaltesvill in part be less detailed. So some sci#sthave
demanded a traditional population census and therage of additional variables.

27. The mediaThe media are important partners in preparingdisidibuting information on the Census.
For that job, they must be provided with the regdinformation in a timely and open manner and in a
continuous dialogue. This can avoid, for examplech of interest in the issue or potentially negat
reporting.

28. Population What is needed for the Census in the populaspfirst, a basic good will in the universe
from which the sample is drawn and, second, soolitigal legitimization. The attitude towards theus
may be characterised by general indifference qgurbyest, which may be due to doubts concerning the
government guarantee of data protection.

29. Owners/managers of dwellingBhat target group may be expected to be espgamddrested in data
protection because of the perceived direct govenmiinéerference with privacy.

30. Managers/residents of special buildinger legal and empirical reasons, the managersesidents of
special buildings must be questioned separatelgcidbbuildings include, among other things, shslfer the
homeless, institutional households, and residehtiales. As for the previous two target groupstie
extreme attitudes of general indifference and gtateay be expected here, too.

31. Sample participants he feeling of “Why me and not my neighbour?” s counteracted in a
meaningful way by explaining the principles of twgvey. Also, major data protection concerns abioeit
perceived direct government interference with myveust be dispelled.

32. A core element of the communication strategy ispitieciple that the Census in Germany should be
communicated primarily as a specific statisticaliss rather than as part of the political processm an
international point of view, this seems to be emideecause censuses all over the world are cesgtdaiurveys
of the relevant official statistical system. Howeva the context of the discussions about the fadjmun

census in West Germany in the 1980s, the issugegidpulation census was closely connected witlowsir
other issues such as the NATO dual track decisiencomputer-aided profiling and search, and gplétic
safety actions. Therefore it is crucial in Germémgommunicate the Census as a statistical preeessl to

do so, it is important that the Census is commuectan the general public mainly by the statistaffiices
rather than by politicians.

33. Another lesson drawn from the specific German @rpee with the population census in the 1980s is
that communication measures should be well timexhti@ry to the communication measures used for the
population census of 1987, which, due to their flengere an easy target for opponents, the meastithe
press and public relations activities of the Cerikl will be well focused. For each target grahpee

phases are distinguished, each of which will bel sgecifically for that target group:

34. (1) Attention/awarenes3 he goal in that phase is to attract sufficiemtlge attention. This means that
100% awareness in the population or in the targeigs must be achieved — the Census issue musadezp

35. (2) Positivisation/informationThe communication goal in that phase is to prewidormation that is
useful for the target group. This means, for examblat it must be explained to the owners of heasel
dwellings why their data are important for longatgplanning in housing policy.

36. (3) Activation/co-operatianin that phase, implementation-oriented suppooffisred. In concrete
terms this means, for example, that it is explained the information can be supplied or how datdqution
is ensured.
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37. As explained before, an important function of tbenmunication strategy is to give a common frame
of communication to all institutions involved, $@t they may speak with several mouths but withvaiee.
Therefore, five central maxims of communicationdéeen agreed upon for the strategy. They have the
function of “rules” to be complied with by everyoimepress and public relations work:

38. (1) Transparent dialogue at any time: The basa tdere is that in the media landscape there is
nothing that cannot be researched and — at th@ppate time — be published. Following that badeai, the
recommended communication format is one in whiclhebevant information is denied to the public in a
generally transparent dialogue — not even in @aliggtuations such as data leaks or other diffistltations.

39. (2) Serious tonality for all communication measuell studies performed recently on the image of
official statistics in general or of the Federai@&tical Office in Germany have shown that botéresand
citizens consider the “official” character of thesults of “official” statistics as a clearly poséiquality and
that this is of central importance for its positiveage. What is directly linked to that officialafacter is the
perception of the statistical offices as seriovadible and trustworthy information providers whente
scientifically independent.

40. (3) Communication on equal footing in each taggeup: The maxim of “equal footing” underlines
the intention to talk to each target group on thgidof the legal requirements and to take segidhsir needs
and proposals, to deal with them, not to “relagVithem, and to take them into account where ptessib

41, (4) Tactical intelligence in all political and cominicative decisions: Depending on the occasion and
the focus of possible public discussions, it mesthecked when, and how, which target group shiseild
addressed by which actor to achieve the definedrmamication goals. The specialised and politicabecimust
be given advice in terms of tactics and goals.

42, (5) Innovative ways of addressing the target gsoduldressing the target groups should have an
innovative character to attract, in a comprehensiiold easy way, attention for the subject-relaipitt- the
largely unknown method of the register-based Cersardd for the term “Zensus” — which is largely ootwn
to the general public. As a practical consequefocesxample, surprising topics from everyday liteitd be
taken and used to open up new or unusual commiorogttiannels.

F. Outlook: What comes next?

43. Based on the communication strategy, the commuaitabncepts are currently being developed for
the specialised and political actors. While the samication strategy focused on the question of HBE
Census 2011 should be communicated, the commuorcedincepts for the specialised and political acvah
show in detail WHAT, that is which measures of prasd public relations activities and advertisstgyuld be
used to achieve the goals defined in the strategy.

44, The communication concept for specialised actarsides the development of a logo and a corporate
design for the Census 2011. That development headyl been completed.

45, With its logo and corporate design, the Censusamt@ny will have a uniform visual appearance
despite the different institutions involved. Foe ttlevelopment, the commissioned agency took acadihée
communication strategy maxims. Critical elementldwisually implemented in the selected draftudel
“transparent dialogue” and “serious tonality.”



