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Discussion: Key Takeaways

1. Find a partner.

2. Each partner share three key takeaways from the workshop.

3. Asagroup, discuss the key takeaways for your NSO and
choose one to share with the workshop.
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Objectives

Knowledge of currently available census data dissemination tools.

Knowledge of how to develop dissemination products, work with data users, and communicate
with the public about the data.

Sharing country expertise and experience on design and implementation of data dissemination
strategies.
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The Mission of a Dissemination Program

To discover and meet the expressed needs of data users by producing,
promoting, and disseminating easily acquired, user-friendly, accurate data

products in a timely and service-oriented manner.
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Выступающий
Заметки для презентации
Now that we have talked about what data dissemination is and why we do data dissemination, we can create a mission statement for a data dissemination program.

It is not enough to just release the data. The data must be easily acquired, user-friendly, accurate and timely. 

The dissemination should also be focused on data users because for people to use the data, the data need to come in the format, medium, and with enough explanation for them to use the data properly. 



Key Principles of Dissemination
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Выступающий
Заметки для презентации
Here are some key principles to keep in mind when planning for a dissemination program. You will see these concepts appear repeatedly throughout the week.

The goal of these principles is building trust and in the acceptance of the results.

First is the openness and transparency in the way the census results are disseminated.
Trust is gained when methods can be understood, and feedback can be provided.

Second, it is important to protect the confidentiality of individual information.
Trust is improved when respondents can be confident in the security of their data.

Third, it is important that the national statistical offices maintain professionalism, neutrality and objectivity in the presentation and interpretation of the results, free from real or perceived political interference
Trust and acceptance are gained when data are presented and explained in a way that sticks within the numbers and isn’t perceived to have an agenda.

Fourth, having sufficient quality is important. Quality data will meet the users’ needs and build trust that they can rely on you in the future.
Acceptance is gained when users find benefits from quality data. Acceptance is lost because poor quality data is not useful.


Working with Data Users

When?
Data users should be brought in before the questionnaire content is Early

finalized.
Questionnaire content work should be guided by a dissemination

plan developed with data users.

Consulting data users should not be a one-time event.

Often
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Выступающий
Заметки для презентации
Once we have identified the data users in our data ecosystem (or they have identified themselves), we need to work out when and how to engage them.

So, when should you engage your data users? Early and often.

Consultative meetings should start early in the planning process.

[FIRST TWO LINES ON SLIDE]

These meetings should be conducted periodically throughout the census to report any changes to questions, provide progress updates, and keep users informed of the statistical process.

When possible, data users should also be informed of expected data release dates. Data users may plan their own work around the availability of data.

[LAST LINE ON SLIDE]



Elements of Dissemination
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Выступающий
Заметки для презентации
There are three parts to consider during dissemination: data products, dissemination mode, and promotion.

Data products are the outputs that are produced, like publications, tabulations, visualizations, API’s, or applications.

Dissemination medium is the way in which the data products are disseminated. These days usually this is just “the Internet”, i.e., a page on your website. Other ways to disseminate your data include via social media and apps. However, apps are an area where your data ecosystem will do much of the work, if you provide the data.

Promotion is how to advertise your products to let people know that they are available, to increase usership. Because different users are interested in different data, social media or group outreach is a good way to do this these days. However, old fashioned advertising that the NSO has data available for anyone to use can be effective as well.

These three parts affect each other and often overlap. This is particularly the case with social media where you can give information to directly to some of your users while leaving it for others to come and find. So, the dissemination media and promotion are effectively identical.


Types of Data Products

Tabulations/

Publications Metadata
Databases

e Printed tables e Reports e Reference
e Tabular data files ® Briefs e Structural
e Databases e Visualizations
e Microdata o Atlases
e Restricted use files e General interest
e Geographic data and special
e Georeferenced audience products

data e Methodological

documentation

e Administrative
Reports
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Выступающий
Заметки для презентации
Let’s look at the different types of data products.

The number of different types of data products seems to have increased a lot in the past 10 years. Generally, there are still three main types of data products: tabulations, publications, and metadata.

Tabulations and databases are the releases of the data. These include tabulations, microdata, and geographic data such as shapefiles, lines, and other data needed to make maps. Also georeferenced data. 

Publications and reports have accompanying text or involves a level of analysis. These include census reports, visualizations, maps and atlases, general interest and special audience products, methodological reports and documentation, and administrative reports. 

The third group of data products are metadata which are data about the data. This can include reference information, structural descriptions, and/or guidance about how to use or combine the data.


Dissemination Media

Static Interactive
“The genre of interactive charts is

leaping ahead of static graphics...
Online, interactive chart will become

‘\ Lo the norm nudging aside paper-based,
) = static ones”
—The Economist,
S 2 December 2014
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Выступающий
Заметки для презентации
When looking at dissemination media, one of the main considerations is whether present content as static or interactive.

Static content does not adapt with the user. Everyone who reads or watches gets the same experience. What are some examples of a static content? (blog posts, datasheets, papers)

Interactive content adjusts to the user's behavior and gives users a personalized experience. What are some examples of interactive content?

This quote from the Economist in 2014 is prescient. Online and interactive products have become standard and ubiquitous, however it’s hard to say that they’ve nudged aside paper/static content. Static content adjusted and adapted to the new digital environment.

So, why do we use interactive media? What makes it attractive?

Interactive media allow us to customize products. Users can view only the geographic regions or variables of interest. So, if you are only interested in a particular province in your country, you don’t have to download the data from the whole country, then select only the province from the dataset. You can specify which province you want in the beginning and only download that province.

Interactive media also promotes user engagement.


Planning for Dissemination

Plan early in the census process!

Before Enumeration!

Resources

Time Cost

Q, S )

Quality A A Risks

Scope
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Выступающий
Заметки для презентации
When we are planning for a project, there are six constraints we need to think about. These constraints are scope, timing, resources, cost, quality, and risks. 

If you prioritize timeliness, you may compromise quality. If you prioritize both, you may require resources and increase cost. Planning helps you manage all the constraints and find a good balance.


Stages in a Census Dissemination Program

______________________________________________
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Выступающий
Заметки для презентации
Once a plan has been developed for the entire dissemination process, we need to start thinking about individual products.

So, the planning needs to happen in two levels. First you have the overall dissemination plan, which we just discussed and is created during the Planning stage. It should outline the overall scope of the dissemination, the total number and type of products your agency plans to release. This plan should also contain the overall release schedule and the overall budget. 

In addition to planning for the entire dissemination program, each individual product in the development stage has their own life cycle that should be planned. Each product plan should include the concept for the product, all the tasks required to develop the product, the review process, and the time required to complete the tasks. This will give us a more accurate figure for the overall dissemination plan. 


Planning: Individual Product Life Cycle

Concept

Proposal Production
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Выступающий
Заметки для презентации
Here is what a typical individual product life cycle looks like. 

We start off with the concept, then develop a proposal, then we have production, review, and finally the release. 


How Data Users See Quality

“Quality” is not determined solely by scientific accuracy.

Data quality “sweet
Relevance spot”

It is the data user, your customer, Coherence and Accuracy and
, : comparability liabilit
who decides if your data products .‘ reliability
have “quality.”
Accessibility Timeliness.and
and clarity punctuality
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Выступающий
Заметки для презентации
Remember this slide from yesterday?

People make choices based on their perceptions, not ours. Your data users are the ultimate arbiters of whether you are producing quality data.




Creating a Review Process

Review applies to:

6 Types of Review:
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Supervisory review

Content and subject matter review
Statistical review

Data visualization review
Methodological review (if necessary)

Policy and sensitivity review

USAID

KNG
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News releases

Tweets

Core Statistical Products

Experimental Statistical Products

Working papers, Professional papers, and Abstracts
Research reports guiding decisions about USCB programs

Presentations and handouts at public events, such as seminars or
conferences

Data sets and their associated documentation.

Tabulations, including custom tabulations, estimates, and their
associated documentation

Statistical graphs, Infographics, figures, and thematic maps
Interactive data visualizations
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Выступающий
Заметки для презентации
Fulfilling this standard includes six types of review. [See slide] This standard was revised this year and the data visualization review is new.

The quality standards also give a non-exhaustive list of examples of types of products to which review applies. [See slide]
_________________________________________
Core Statistical Products are information products that the program’s Associate Director has reviewed and approved, and the Census Bureau has affirmed their content.

Working Papers includes technical papers and division reports intended for release to the public.

Professional Papers are journal articles, book chapters, conference papers, poster sessions, and written discussant comments.


Principles of Data Communication

. Receiver Destination
Received | Message

Model of a communication system

Information .
E Source IMessagE Transmltterl Signal

Signal o
é"' Noise
\ Source

Shannon, Claude E. and Weaver, Warren. 1940. The Mathematical
Theory of Communication. Urbana: University of lllinois Press.

Source: Jones, Ben. 2014. Communicating Data with Tableau: Designing, Developing, and Delivering Data Visualizations. Sebastopol,
CA: O’Reilly Media, Inc.
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Выступающий
Заметки для презентации
Now that we’ve discussed the planning and review processes and understand what data quality means to our users. Let’s look at some principles that we can apply to our data products to ensure that they communicate the messages that we want them to.

In order to do this, it helps to have a mental model of a communication system, or what is happening when we try to communicate with our data.

This model of communication systems is taken from The Mathematical Theory of Communication by Shannon and Weaver.

The model shows an “information source” selecting a message and then a “transmitter changes this message into the signal which is actually sent over the communication channel from the transmitter to the receiver”.

An illustration given in the book is:
“To illustrate the model, consider oral speech: the information source is the brain of a certain person; the transmitter is this person’s vocal system; the channel is the sound waves that travel as particles in the air collide; the receiver is the auditory system of a second person; and the destination is this second person’s brain. The noise source includes other sounds present at the time the first person speaks.”

Shannon and Weaver describe how this model can apply to a wide variety of cases, including those in which the symbols are “written letters or words, or musical notes, or spoken words, or symphonic music, or pictures.” Put simply, the model describes the process of one mind attempting to affect another, and it’s the very essence of the human experience.

This communication model was also discussed in Ben Jones’s book Communicating Data with Tableau. In it, he summarizes the challenge we have when we create a product for our users as:
“…the case in which the symbols communicated are abstract graphic representations of data in the form of charts, graphs, and maps: data visualizations. Viewing the communication of data in this conceptual framework is helpful because it reminds us of what we should be considering. Knowing how the system can fail is a key first step.”

In other words, because our work involves signaling to our users via abstract representations of data, understanding how our signals can get confused helps ensure we communicate effectively.


Principles of Data Communication

Know your

Check the Use the right
results data

Select
suitable visual
metaphor

Tell your
story
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Выступающий
Заметки для презентации
When communicating with data, there are five principles that are useful to help ensure your products are successful.

They are:
Know your goal
Use the right data
Select suitable visual metaphor
Tell your story
Check the results




Figure 15.

Visualizat

Here, the lollipop chart signals a different measure than that in the bars.

Percentage of People by Type of Health Insurance Coverage and Change From
2013 to 2016
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Figure 16.
Stacked Line Chart Example
The state list is sorted by the most current year estimate. The line extends from highest point to lowest

point to emphasize the range. White space is used to break up the long list that otherwise creates a dense
block of text.
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- Guidelines and Best Practices for Interactive Data Visualizations, US
Census Bureau

17


Выступающий
Заметки для презентации
The lollipop and dot plot charts are useful alternatives to bar charts. They are especially useful at expressing ratios and can easily incorporate additional categorical information, such as statistical significance.

[Visual metaphors from slide]

[Charts from slide]

Note the good design choices:
Different chart types are used for different measurements – improving visual perception.
Space is used to break up dense text – avoiding interference.
Color is used to highlight important data and to group common categories – prominence.


Storytelling

When creating your story:

» Give your story a logical narrative flow.

* Begin at the highest level of data and work down.

« Start at one point in time and move to another.

o Keep it simple and brief
* Only highlight noteworthy changes.
* Prioritize the main takeaway.

» Use facts and numbers creatively, but accurately.
» Ask: do you have enough data to do this?

* Provide the complete story, don’t cherry-pick.
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Выступающий
Заметки для презентации
In order to create a good story, you need to ensure a few different things:

[See slide]

Always keep your audience in mind. You may start out creating one story and end up with another. So, it is important to continually ask and anticipate what your readers what to know.


What is Data Stewardship?

Data Stewardship is the formal, continual process we
use to care for the information that is entrusted to us.

This can be information we collect, receive, and release,
as well as information about our employees.

Along with the mandate and desire to inform, national
statistical agencies have a responsiblility to safeguard, to
serve as data stewards.
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Выступающий
Заметки для презентации
Data Stewardship is the formal, continual process we use to care for the information that is entrusted to us. This can be information we collect, information we receive, information we release, and information about our employees.

All Census Bureau employees, and individuals with Special Sworn Status are Data Stewards.

Data Stewards are responsible for adhering to all regulatory requirements and internal data policies and standards. 

This includes fully meeting the legal and reporting obligations levied by the Census Act, the Privacy Act, and other applicable statutes, including the requirements of governmental and other suppliers of data to the Census Bureau. 

Data Stewards are responsible for following all security controls mandated by the Census Bureau.

National statistical agencies are typically the most important institution, and sometimes the only institution, capable of and responsible for collecting, analyzing and sharing – or disseminating – information about a country, its people and its economy. 

However, along with the mandate and desire to inform comes a responsibility to safeguard, to serve as data stewards. 



Disclosure Avolidance

What is disclosure?

The inappropriate attribution of confidential information to a data
subject, whether an individual or an organization.

What is disclosure avoidance?

The methods used to prevent the inappropriate attribution of
confidential information to a data subject.
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Выступающий
Заметки для презентации
In order to avoid disclosure, we need to know what disclosure is. How do we define it?

[click and see answer under question on slide]

Remember: Confidentiality applies to the data and how we protect the data.

So, disclosure avoidance can be defined as [click and see answer on slide].


Privacy-Loss vs. Accuracy as Social Choices

Fundamental Tradeoff Between Accuracy and Privacy Loss
100%

90%

80% —
20% Mo privacy

60%
50%
40%
30%
20%
10%

0%

Accuracy

Privacy Loss

Disclosure Avoidance for the 2020 Census: An Introduction
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Выступающий
Заметки для презентации
Now, let’s take a specific look at an important aspect of differential privacy: the privacy-accuracy tradeoff as an expression of social choices.

Here we see the same privacy-loss vs accuracy curve as before. A red tangent line has been added that an economist might call a marginal benefit line – what your stakeholders/citizens are willing to pay in terms of increased privacy loss for the added value of more accuracy. The line is hypothetical and will differ for different groups of people.

Ideally, we would have an idea of what the red line looks like for our stakeholders/citizens and then, we could find the intersection of the privacy-loss/accuracy curve and the marginal benefit line. However, reality is not so simple.

For example, the US doesn’t really have statutory guidance for the question of this privacy vs accuracy choice. It even has conflicting requirements: Supreme Court has said one-person, one-vote and that sampling is prohibited. The Voting Rights Act requires creation of majority-minority districts in certain situations. And Title 13 requires not publishing exact identifying information.

So, our requirements say: publish data so that we can know where everyone is located (for redrawing legislative districts) and what some of their characteristics are (so that everyone can be represented fairly) but do it in a way that we can’t figure out who anyone is.

It is an inherently challenging undertaking which necessitates lots of feedback from stakeholders and providing stakeholders with lots of opportunities to evaluate example results produced by the new disclosure avoidance system.

https://www2.census.gov/library/publications/decennial/2020/2020-census-disclosure-avoidance-handbook.pdf

Publicity and Promotion

Social
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Supporting Data Users

. e Technical documentation
Documentation
e Handbooks

/"

Libraries
Training < Webinars
Opportunities E-Learning
Conferences
—

. . Online submission via website or email
Direct Queries

Regional Data Dissemination specialists

ensus
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Выступающий
Заметки для презентации
There are many ways of supporting your data users to help them use your data.

Providing opportunities for your users to engage in the format that is most amenable to them is important. Some users prefer to figure it out for themselves while others prefer to hear about it from someone knowledgeable. And still others have more specific questions or need a higher level of support.

Documentation of various kinds and at various levels of technicality is useful for many users.

Training opportunities can take many forms. Partnering with organizations such as libraries gives the employees (librarians) an opportunity to learn about your products and the knowledge to tell others about them as well. Webinars are good for creating interaction for people who cannot meet in person but would like a course led by an instructor. E-Learning is helpful for people who want an instructor but might have trouble setting aside a regular blocks of time to attend meetings. Conferences are good for displaying your products to large groups of specific user groups all at once.

Direct Querying opportunities are useful for people who have specific questions or specific data needs that aren’t necessarily answered in the other formats. Regional Data Dissemination specialist can be a useful avenue for helping users of different regions apply your data products to fill their specific needs.

These different methods of support are all complimentary and self-reinforcing. Users generally appreciate access to and availability of assistance.


Importance of Standardization and Branding
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What is a standard?

e Astandard is a basis for comparison (rules) used to assess the quality of an object or an
activity.

What is branding?
 Branding is the practice of identifying the producer of a product, for example with a logo.
Why are they important?

* C(Clear standards simplify work for those creating data products. When decisions have
been made about font, formatting, layout, visuals, etc., developers and authors can focus
on content, the most important part.

* Standardization and branding increase product recognition and trust among users.
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Выступающий
Заметки для презентации
So, what is standardization and branding?

[First two questions]

Why are these two important?


Media Relations
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Research Partnerships

Multiple types of partnerships may be in place
for any country, all linked to the data collected
and disseminated by the national statistical

agency.
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University
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Выступающий
Заметки для презентации
Multiple types of partnerships may be in place for any country, all linked to the data collected and disseminated by the national statistical agency. 

They may include partnerships with
State or regional data repositories or dissemination partners
Regional research center and university partners and 
consulting scholars brought in to work on census reports 
State review agencies or specially formed oversight boards
Specially designated interest groups
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https://sdg.gov.bd/dv
http://sdg.npc.gov.np/en/insight/

Country Presentations

We heard from you! Thank you for sharing!
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Workshop Evaluation
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Our Gratitude to UNFPA Eastern Europe and
Central Asia Regional Office
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Thank you!

Sean Fennell
sean.fennell@census.gov

Marc Perry
marc.j.perry@census.gov

United States® o

Census (= USAID
5 IS FROM THE AMERICAN PEOPLE

o Bureau o



	Слайд номер 1
	Слайд номер 2
	Слайд номер 3
	Слайд номер 4
	Слайд номер 5
	Слайд номер 6
	Слайд номер 7
	Слайд номер 8
	Слайд номер 9
	Слайд номер 10
	Слайд номер 11
	Слайд номер 12
	Слайд номер 13
	Слайд номер 14
	Слайд номер 15
	Слайд номер 16
	Слайд номер 17
	Слайд номер 18
	Слайд номер 19
	Слайд номер 20
	Слайд номер 21
	Слайд номер 22
	Слайд номер 23
	Слайд номер 24
	Слайд номер 25
	Слайд номер 26
	Слайд номер 27
	Country Presentations
	Слайд номер 29
	Слайд номер 30
	Слайд номер 31

