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On Octobell, 2015,0regon Public Broadcasting (OPB) was awardegemaBgrant of 2.7 million dollars

from the National Science Foundation (NSF) to fund the project Hacking Your Mind (award number
1515520). The Portland office of RMC Research was contracted by OPB ta toadwcountability
evaluation, the formative evaluation, and the research study. This report describes the methods, results,
and recommendations for the formative evaluation only. For the formative evaluation OPB created tag
lines(which are brief dramat or memorable phrases to hook potential vieweaad 5Sminute video

clips from the television show that could later be used during a social media marketing can@pREn.
andRMCmet on May 16, 2019 to discuss the results of the evaluation and next steps.

EvaluationParticipantCharacteristics

This evaluation captured responses from survey participants in nearly every state of the United/States
total of 1,010 individualdbegan the survey769 (76%)both ()l NBE Ay (G KS aGlayd@Sd | dzRA ¢
15¢50) and (b)completed all questions in Section 1 of the suraegcomprise theprimary analytic

sample The sample size was sufficient to conduct all analytic tests. The primary analytic sample was
analyzedn aggregatdn =769), as well as by subgrouubgroup comparisons includége

comparisons Teens (aged 158; n =153), Millennials (aged £34;n=223), and GeXers (aged 3H0;

n =393} Gender comparisondemales ( =463) andmales(n =220);Race/ethnicity comparisons:

& dzy RS NINB LINIAESS/YOISSRd): AyS=247) and § y 2 yv B £439) There were significant
differences in the distributions of gender and race/ethnicity among age grioupe primary analytic
sample:(a)there are more females than males and more female-&ersthan female Teens or
Millennialk, and (bthe younger the age group, the larger the percentage af UR

Television Habits

For the primary analytic sample, respondents reported watching public television, that TV was the most
popular television viewing dewvé¢and that Netflix is the most popular way to watch Tkere were
differences irtelevisionhabits by age grouga)public television viewership appears to increase by, age
(b) Teens and Millennials are most likely to watch shows on Netlix (c)GenXers are more likely to

watch TV via cable or antennBhere were no differences in television habits by gender. There were
differences in television habits lmnderrepresented race (UR) vs. ronderrepresented race (nebR)

(a) URwatch more public tedvision thamon-UR race(b)UR are more likely to watch TV on a phone

and gaming console thamon-UR raceand (c)UR more likely to watch TV via Netflix and YouTube than
non-UR race

Science Interest

Using the Science Interest scale to categorize responds6t,0=390) areO | (1 S 3 2 Nd#iehc®8R | & &
pS 2 LJXi.€5, Science Interest score0.50n a scale from 0 to)1There were significardifferences

between science people and nacience people: (acience people are most likely to be Millenniafts

male, (b)science peoplavatch more public television thamon-sciencepeople, (csdence people are

more likely to watch TV on a phone and laptop/desktop than-science peopleand (d)science people

are more likely to watch TV via Hulu, Amazon, and YouTubentt@acience people.

RMC Research Corporatiofortland, OR 1



Tag Line Findings

There were differences itag linepreferences among aggoups URvs. norUR and sciences. non-
sciencepeople There were no significant differences by genddre 3 most popular tag lines overall
were:

1. How can you save the planet? & 3.24)

2. How do social media companies hack your mind?@.14)

3. How do cops treat black people differently than white peopld?=3.10)
The 3 least popular tag lines overall were:

1. 2K2Q& Y2NB GNROIf KWI=225y1Sea 2N KdzYlFyak o

2. Are dogs smarter than peopleM 2.76)

3. 99Sy AF 82dzQNB y20 NI OAadsz DMy2.78) OS 0SS dzaSR (2
At the meeting on May 19, 2019 OPB shared that they warprised buiexcited that thetag lineshad

a broad appeal across audiences and that in particular UR groups and younger audiences were
interested in the seri@ @Qpics.

HookFindings

Survey partigiants were presented with 4 hooks. The hook types included ¢seup picturefrom
the video, (2 picture of the host (3)astylized sciencémage and a (4)dramatic stock art
photograph. The top six hooks are shown in ExHib{if the top hooks slected, 3 of the 6 were the
dramatic stock art photograph; 2 were the stylized science image; and 1 was aiplpggure

Exhibit1l: TopRated Hooks

Dramatic Stock Art Stylized Science Image CloseUp Picture

4.~ WHO’S MORE TRIBAL?

MONKEYS OR HUMANS?
5 r

ARE DOGS SMARTER
THAN PEOPLE?

CAN COPS
OVERCOME THEIR
UNCONSCIOUSBIASES?

HOW CAN YOU SAVE THE PLANET?

HOW DO COPS TREAT
BLACK PEOPLE
DIFFERENTLY THAN
WHITE PEOPLE?

Hacking Your Mind Formative Evaluati®eport 2



Recommendations

In terms of marketing the show tappeal tothe largest audience OPB should consider:

A

A

A

Using the top 3ag linesthat appealed to the widest group of individuals. OPB could also
use any tag lines that received at least a mean of 3 or higher.

Using the vey generatag linez a2 K G yS4 RAAO0O2OSNASAE INB 06SAYy
O0SKI@A2NIX X YR SO2y2YA0 aOASyOSakKks Ol

the more topiespecific tag lines.

Developing more interestingag linesfor the tag lines with the lowest ratings.

Usingthe top-rated hooksimagesthat utilizedramatic stock ari(dramatic black and white

stock photo with bold white text overlaid) orstylized sciencémage (a dramatic science

image still shot with a bluelter overlaid)along with the tag lingo increase the likelihood

that someone will click on the social media cl@PB should ndhcludephotographs of the

host or people within the video as a hook.

Creatnghookd imagesto go witheach social mediaiplthat utilize eithe the dramatic

stock artapproachor stylized science imaggge.,an edited image createspecificallyfor

marketing purposes)

Pairing the highest ratetinagefors / 1y | 32 @S NY Y Sy With ke tigher & 2 dzNJ Y A
ratedtaglinea | 2Re2 a2 O0A L+t YSRALF O2YLI yASa KIF O] &2 dzNJ

At the meeting on May 16, 2019 OPB noted they will consider all of these findings when developing their
marketing efforts.

Toattract ayoungerand more diverse audiencéo HYMOPBmight consider:

A

Distributing the series via a streaming service, especially Netflix or YouTube, to reach a
youngeraudience At the meeting on May 1&019 OPB shared that they are deliberating
which approach is thbestfor streaming theseries

Rolling out separate social mieccampaignshat aretargeted to each age group using the
top-rated tag lines for that groupreenglop 3 tag lines werega) can a government hack
your mird, (b)how do social media companies hack your miaxd (chow can you save

the planeta A f f S 1o 3taglineswereta) how can you save the plangib)how do
social media companies hack your miadd (cwhat new discoveries are being made in the
social, behavioral, and economic sciencesn- S Ndp 8tag lines werefa) how canyou
save theplanet, (b)can cops overcome their unconscious bigses (cwhat new
discoveries are being made in the social, behavioral, and economic sciences

Rolling outa separate social media campaign to attract remience people using the highest
rated tag lines per groupdond OA Sy O Stop 3y lislesSv@re: (a)how can you save
the planet, (blhow do social media companies hack your mind, and/ket new

discoveries are being made in the social, behavioral, and economic sciences.

Tobroaden acces¢o and engagement iSTEM learninthe HYM project has focused on those
underrepresented in STEM including femalegjerrepresentedacédethnicity (UR) and nonscience
people. Surprisingly there were few differences in findings by gender. Therefore, there are no
recommendations to OPB regarding increased engagementfentlales and gender likely will not be a
focus in the upcoming research study. Thbde and norscience people exhibited preferences for
certain tag lines and hooks.OPB aims to increase viewership by underrepresented gr&@pBshould
consideratargeted marketing approacspecifically fotJR and nosscience people. Toroaden access

RMC Research Corporatiofortland, OR 3



to STEM learnindRMCwill consider thebest research desigio assess outcomes foanderrepresented
groups

The primary question for thepcomingresearch studyA allbes @ person who engages in low doses of
the treatment experience similar learning amderest gains as someone who engages in high doses of

thetreatmentZ Ly GKS NBaSFNOK addzRe LI NI A @rdexpasdre ¢ A f f

to HYM,(2) brief videos, and3) full episode. There are two hypotheses

A Hypothesisl. Peoplein the highdose treatment grouggfull episode)will experience the
greatest gains in awareness, understanding, and interest in STEM compared to the other
study groups.

A Hypothesis2. People in the la-dose treatment grouggshort videoswill experience
significant gains in their awareness, understanding, and interest in STEM

During the meeting on May 16, 2019 OPB presented some potential additional hypotheses: 1) The clips

will perform better with nonscience people and 2) the clips will perform better with a younger
audience.The formative evaluation results will inform thesearch study. For theesearch studyRMC
Research will

A Useonly thehighest ratecclips and tag lineShe lowerrated tag lines and the associated
clips will not be included in the research stuBIC may narrow the study to the top 3 tag
lines.At themeeting on May 19, 2019 OPB and RMC decided that OPB would use the
information from this formative evaluation toreatenew tag linesOPB and RMC noticed

GKFG GKS d2LJ o GI3 tAaySa Fff adl NISR 6AGK

revisingall lower performingtag lines. Any tag lines that referenced animal were rated

YdzOK t2¢6SNJ GKIy GF3 tAySa GKIG RARYQUO YSyidaz

likely be excluded from the tag lines.

A Use only3 episodes During the meeting on Mal9, 2019 OPB and RMC decided the 3 top
rated videos would be used in the research study including epiddsiaving theplanet), 3
(social media companies hacking) and 1 (bias).

A Use the Science Interest scale created during this evaluation to assepsgighange RMC
may use the longer original scale for the research study.

A Consider examining further what people mean when they say they watch public television.

0

0K

52Sa 0KA&a adz2NwSeée ljdzSadrzy ySSR (2 06S NBOAASR

to people?

A Consider focusing the study on a younger target audience. Teens were the most interested

in the HYM topicdollowed by Millennialsand then GerXers. RMC may narrow the focus
of the research studio Teens and analyze the data by gendmwlerrepresented
racelethnicity, and science interestnother possibility would be to do one study with
Teens and another with Millennialsince Millennials had such a high proportion of science
people. Regardless of age, RMC will place a strong emphasisraiting thosen the
underrepresented race/ethnicity groupnderrepresented race/ethnicitindividualswere
significantly more interested in the HYM topics than norerrepresented race/ethnicity
individuals At the meeting on May 19, 2019 OPB and RM€did to focus on two target
audiences including the typical PBS viewhp is 55 and oldeand then a younger target
audience. In the upcoming morghOPB and RMC will discuss $ipecific parametersf
both target audiences.

Develop a content assessment with OPB for the research study. At the meeting on May 19,
2019 OPB and RMC discussed potential items to include on the content assessment. The

Hacking Your Mind Formative Evaluati®eport 4



structure will likely be an opeanded question rather than close ended to captimereases
in knowledge regarding the big ideas of the show.

Discuss with OPB any lingering questions that OPB wants RMC to address in the research
study. All lingering questions were discussed at the meeting on May 19, 2019.

RMC Research Corporat®fortland, OR
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On Octobel, 2015, Oregon Public Broadcasting (OPB) was awardegearggrant of 2.7 million dollars
from the National Science Foundation (NSF) under the Research on Learning in Formal and Informal
Settings division of the Advancing Informal STEM Learning (AISL) p(pgpgnam solicitation NSF
15593; STEM is an abbreviation for science, technology, engineering, and mathematics) to fund the
project Hacking Your Mind (award number 1515520). According to the 2019 program solicitation, the
AISL program,

GXaSS1a eihd@vapphétheg tOand evidedsased understanding of the design and development of STEM
learning opportunities for the public in informal environments; provide multiple pathways for broadening access to
and engagement in STEM learning experiences; advanovative research on and assessment of STEM learning
in informal environments; and engage the public of all ages in learning STEM in informal envitoRagets

Amajor public and social media projeétacking Your Mind (HYM) plans to engage Americans with the
new discoveries being made in the social, behavioral,emathomic (SBE) scierscand he remarkable
insights these discoveries offer into how each of us makes a vastariaygments and decisits every
day and what impact this highly personal phenomenon has on alevesly aspect of our live3he logic
modelin AppendixA shows the Hacking Your Mind resources, activities, intermediate outcomes, and
longterm impacts. OPB plans to provide@mary products:

A A riveting,4-part primetime public television special featuring top names indbeial,
behavioral, and economiciencedield.

A A social media campaign to attract new and younger audiences.

A An experimental research study that will increaselerstanding of how participants learn in
different informal settings and how learning varies by participant type.

To attract and engage a broader and younger audience to this informal science education @Bj&ct,
will create short, livelywideosof averageAmericans making decisions and disseminate thensatéal
media platformsenticing more people t@onnecton an emotional levedndthen, via mobile devices or
online, view the television series or engage with one oftBd.2 2 rSoteipaigipatory components.

To date OPB is in the final editing stages of tiga#t primetime public televisioseries. Information
conducted for this formative evaluation will inform the Ofiial media campaign to attract new and
younger audiences heexperimental research study is planned smimmer or fall of 2019.

Hacking Your Mind Formative Evaluati®eport 6



STEM Careers

Informal STEM learning environments and experiences provide a unique opportunity to spark interest
and engagement in STEM that could lead to STEM careers.

According to a@17 report from the U.S. Bureau of Labor Statistivsre were nearly 8.6 million STEM
jobs in 2015. Although wages for STEM occupations greatly vary, the national average for all STEM
occupations was $87,570early double the national average for n&EM occupation$$45,700.
Between 2009 and 2015 STEM occupations grew by 10.5%.

UnderrepresentedGroups
I Both women and certain racial and ethnic groups are underrepresented in STEM careers.

According to the 201Women, Minorities, and Persons with Digiéiles in Science and Engineering: 2017
NSF report:

G¢KS NBLNSaSyidladAzy 2F OSNIFAY 3INRdzZJ 2F LIS2LXS Ay aoOAr
from their representation in the U.S. population. Women, persons with disabilitieshr@edracial and ethnic

groups blacks, Hispanics, and American Indians or Alaska Nativesinderrepresented in S&E. While women

have reached parity with men among S&E degree recipients overall, they constitute disproportionally smaller
percentages of empyed scientists and engineers than they do of the U.S. population. Blacks, Hispanics, and
American Indians or Alaska Natives have gradually increased their share of S&E degrees, but they remain
underrepresented in educational attainment and the S&E workfoBy contrast, Asians are overrepresented

FY2y3 {39 RSANBS NBOALASyiGa FyR SYLX28SR aOASydGArada |y

While the 2017 NSF report identified three underrepresented racial and ethnic groups in science and
engineering specificaltyblacks, Higanics, and American Indians or Alaska Nativather sources
(National Academy of Sciences, National Academy of Engineering, and Institute of Medicine, 2011)
include Pacific Islanders.

HYM Impacts on the Informal STEMarning Field

As shown in thédackirg Your Mindogic modelAppendix A), the project aims to make @verall

contributions to the field(a) broadening access to and ergganent in STEM learning and énhandng

learning in informal STEM. This project plans to produce formative evaluation findings and research

study findings of practical importance for informal science educators to understand how much exposure

is needed to produce meaningful participant gaamsl avenuedo attract a broader audience to

informal STEMHacking Your Mindill publish the results ahe research and evaluatido help public

media producers of informal science content and the organizations that promote and disseminate the

content beter understand what works. In the evolving landscape of social media and new platforms, as

' dZRASYy O0OSa ¢K2 0SOFIYS RAIAGIE yFriA@dSa Ay GKSAN OKA
help producers determine what they can do to ensure theytaagpand dialoge with thisaudience.

HYM Broader Impacts

Hacking Your Mindiill expose large public audiences to nsecial, behavioral, and economic sciences
researchwhichhas direct and clear applicatiomsnumerous aspects of their own lives. Bydsong
Hacking Your Mindill create increased public scientific literaaydincreased publicnderstanding of
the importance of scientific research to all Americans and the necessity of confpulid support for
such research. In addition, the projesiil expose both youth in general amehderserved youth in

RMC Research Corporatiofortland, OR 7



particular to the relevance afocial, behavioral, and economic scienasearch to their own lives and

to the farmore-fascinatingthan-expected professiothat has produced that research, thengbelping

to increase the potential that the youth exposedHiacking Your Mindill choose thesocial, behavioral,
and economicciences as a career. The project will also give Americans of all ages who participate in
public life additional tools that witontribute to their effectiveness as voters and as advocates for more
effective public policies that incorporatmcial, behavioral, and econondciencesnsights into how
Americans make decisions. Finally, by exposing policymakers themselvie dinought-leaderswho

make up a sizeable portion of tlublic Broadcasting SystePB$audience to these new discoveries,
Hacking Your Mintas the potential to directly contribute to the creation of more effective laws and
policies and to greater understaimd) by those policymakers of the critical importance of scientific
research to American life.

Research and Evaluation

The Portland office of RMC Research was contracted by OPB to conduct the accountability evaluation,
the formative evaluation, and the reaech study. This report describes the methods, results, and
recommendations for the formative evaluation onRor the formative evaluation OPB created tag lines
which are brief dramatic or memorable phrasestigagepotential viewers and #ninute video tips

from the television show that could later be used during a social media marketing campaign.

Hacking Your Mind Formative Evaluati®eport 8
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RMC Researatonductedthe formative evaluationin March and April 2019 to address the primary
evaluation question.

I Primary QuestionHowcan the project increase participant engagement in informal STEM learning?

Thepurpose of theformative evaluationis toensurethe tag linesandthe social media clipgreated by
OPBengagethe target audiencesOPB will use the data from this evaluatiora) decide on the best
approach to engage viewers and increase the likelihood that a diverse audience will view Hacking Your
Mind (HYM) and mprovetheir social media outreach strategies to increase participant engagement in
informal STEM learnin@PB please notethat the focus of this evaluation is primarily assessing interest
(i.e., which topics interest which target audience), and then comparing and contrasting the most
effectivehooks(i.e.,attention-grabbing imagegp encourage viewers to watddYM.OPB wiluse the
formative evaluation findings to makéanges to thdéag lines social media clipsandhooks OPB will

use the updated tag lines, social media clips and hooks ingbeial mediacampaign that will occur
immediately prior to or dring thelaunch of the showThed ¢ + LINXRvill Nt cNaage based on

these results. RMC will use theoksthat tested well and the social media videos assoctatéth the
hooks,in the research studin summer or fall of 2019.

Timeline

The timelinefor the formative evaluation is shown in Exhibit

Exhibit2: Formative Evaluation Timeline

Date Activity Description

February 2019 Production = OPB completa thefilming of theseriesand is currently in editingOPB
completedé6 five-minute social mediaideos

February 2019 Formative = RMC Research and OPB collabatate the evaluation plan and survey
o RMCResearcltreated Facebook ads.

March/April 2019 Formative = RMC Research condecta formative evaluation (Facebook study).
April/May 2019 Formative = = RMC Research analykéata and providd OPB with a brief.
May 2019 Formative = = RMC Research and OPB review the formative results.

o RMCResearcland OPB make decisions that affect the research stud

June 2019 Production =  OPB will complete editingf the series.
Simmer/Fall2019 Research o RMC Research conducts the research study.
Study

TargetAudience

The primary target audience for the Hacking Your Mind (HYM) television series is the PBS primetime
television viewing audience. According to the F&Search Audience Insight 2016 Annual Repioet,

PBS primetime audience is older (median age of 65) and college educated (43% ty@az defree).

To broaden participation beyond the typical PBS viewas formative evaluationcluded 3 study

RMC Research CorporatioRortland, OR 9



groups:(1) Teens aged5¢18, (2)Millennials aged.9¢34, and (3)GenXers age®5¢50. Within the

targeted study groups for this evaluation, RMC Research aimed for equal representation of groups
underrepresented in STEM (i.eemales and/or an underrepresentedaial/ethnic group [American

Indian or Alaska Native, Black or African American, Native Hawaiian or Pacific Islander, or Hispanic]).

Instrument Development

RMC Research and OPB collaborated in February 2019 to create the online formative survey. The final
survey isncluded inAppendixB: Hacking Your Mind Online Formative Survdhe survey includsb
sections.

Section 1Tag Lines andhterestin Show Suklopics

Results from Section 1 of the survey indicate which ofsti@wsubtopicsand tag linesare of most

interest for each target audience. These data serve two main functions. First, these data will assist OPB
in later marketing efforts for the youngearget audiences. If for example, teens are only interested in

the implicit bias videos, and not the others, then the OPB marketing team could focus solely on
developing and distributing marketing materials aimed at teens for this episode and not fopidules

that were of less interest. Second, these data will help RMC Research hone the focus of the research
study. For example, if younger audiences are overwhellpingerested in the tribal video and dog

video, but not interested at all in the otherdgos, then only the tribal and dog videos will be tested with
the younger audiences during the research study.

Section 2: Best Hodknage to Engage Younger Audience

¢KS GFNBSG | dzZRASyOSa ¢ SNB LINEBa S yBélGwRaresominfagess K2 2 | a
associated witlthe new television show. For each question, please select the image that makes you
mostinterestedh Y 4 G OKAyYy 3 G(GKS aK2gdé ¢-UpPictkerdn thelvildo]2E A Yy Of «
a picture of the host, 3) a stylized scieng®ge and a 4) dramatic stock art photograph. These data

provide information regarding which type of hook may be the best approach to engage the younger

audiences in this science content and increase the likelihood that they will watchrtfieuie video @

the full show. OPB will be able to use the most successful hooks from this evaluation, or develop similar

hooks based on these results when promoting the show via social media.

Section 3: Television Habits

There were 3 questions regarding television itgbrhese data provide descriptive information

regarding how these target audiences engage with televisore of the questioni this section is
whether or not the participant watches public televisi@riginally, the intent wato create a variable

for the analyses to present the results by public television viewers vs. those who do not watch public
television. Based on the age of the target audieraas published estimates of national PBS viewership,
the research team predietl there would be few public television viewershowever, the distribution in
responses to this survey question differ considerably from the expected distributions, suggesting that
GLIz0f AO (St SOAAAZYE YIE KIFPS 0SSy AYyGSNEMNBGISR Y2 N
BExhibit 3 below; 67% of the target audience responded that they watch public televissometimesor

often). For example, some audiences may have considered shows viewed via antenna television as
opublic televisiore In the future the evaluation team will need to more carefully craft this type of survey
item. Therefore, results bgpublic television vieweesshould be interpreted with caution.
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Exhibit3Yy ! 33INB3IF SR wSalLlyasSa (2 a52 &2dz 61 GOK

Target

Never Rarely Sometimes Often

Note.n=709.

Section 4: Science Interest

An important part of informal science evaluation is studying science interest. While this evaluation

doesQi GNEB (2 OKIFy3aS (GKS LI MNérdgadetett ty de@r@inehifyhéd SNSa i Ay
participant issomeone who has a high informal science interest or Tbese data will provide useful
FAYRAY3Ia (G2 KStL)I Sy3ar3aS AyRAGARdzZta Ay aOASyOS IO
personé To identify a scale for this evaluation, the evaluatiomtesearched the resources in
https://www.informalscience.orgéand located the Cornell Lab of Ornithology 2014 Adult Interest in

Science Scale. The original scale included 12 items with 5 response ogitiamgly disagree disagree,

neutral, agree, andstrongly agree). Due to the brief nature of the Hacking Your Mind online survey, the
evaluation team selected 5 of the 12 iterasd used4 response optiongl = strongly disagreg

2 =disagree 3=agree 4=strongly agre® These itemsvere used to createhe Science Interest scale

1. |do science related hobbies in my free time,

I want to understand how processes in science work,

| enjoy learning about new scientific discoveries,

hiKSNI LIS2L)X S ¢g2dzZ R RSa@GmNWAoS YS Fa | waOASyOS L
| am very interestedh science.

a s WD

RMCResearcltombined the 5 science interest survey itemi® a Science Interest Scale ranging from 0
to 1:response options for each item were coded numerically and then summed and normalized using
the followingformula

o [ Eb

C Tihoo TED

The minimum valuén this case would be 5 responsesstbngly disagreécoded value of X5 =5) and

the maximum value would be 5 responsestibnglyagree(coded value of 45 =20). Forexample, if

an individual responded to the 5 scale items as folio\iis) disagree (2)agree (3)agree (4)strongly

agree ()agrear 1 KI G LISNA2y Qa aoOFftS a02NB ¢2dAZ R 06S OFft Odz |

¢ 0 01T G U

a T @ X
/I NByol OKQa I f LKI ¢ |relabilizéaSdRntein@ coRsSt@r8yNar thig'ssalell K S
I NEyol OKQa FfLKF a02NBa NIy3aS FTNRBY n G2 mY GKS KA
JSYSNI 3 /NRYyol OKQ& | fLKI &K2df R 68 n dthescaBNJ KA 3K S

Y@ 0SS Tt NBtAFOES FYyR om: dzyNBftAlIofS0Od / NByol OK
(n=756).The Science Interest scalasused in the analyses to report differences by those high and low

on the scale. Later, during the reseastidy, when the Bninute videos are shown to participants we

hope to see increasegiencelnterest Scale scoregre to post.

RMC Research Corporatiofortland, OR 11



Section 5: Demographics

This section gatheredemographiaata forthe evaluation. RMC Research crehieK S Jlaydh 08 S &
using the age variable to create the 3 study groufeens,Millennials, andsen-Xers. As noted above,

findingsare reported separately for each target audiendéne research team created the variable

dzy RSNNBLINS&ASYGSR Ay &O0OASyandmaksSas@Sshiho skibpedRifRAy 3 FSY
AGSY 2NJ 3+ @S YdzZ GALX S NBalLRyaSa FyR (Kz2asS K2 NBa
missing) Dataare reported separately by this variable. Teealuationteam created the variable

Gdzy RSNNBLINBASY(iSR Ay aO0OASYyOS NI OS¢ o6& O2RAy3 (Kz2a
Black or African American, Native Hawaiian or OfPeific Islander, or Hispanic as 1 and all others as 0;

those who provided multipleesponses were coded as underrepresentade (ioted asURthroughout

the repori) if at least 1 choice was UR; those who provided multiple responses of both White and Asian

were coded as noanderrepresented race (nebR);andthose who skipped this iterar who only

A % 4 A x

aSt SOGSR a2iKSNEspansié.g.@ N2 i S& 2 ¢2NI o @BNEY SGBERSR a YAa

A

Recruitment

The goal in recruitment wase capture an adequate sample size for the most specific subgroups
(subgroups by age, gender, and race/aty) to allow for RMC Research to conduct the planned
analysesPrior to initiating the recruitment phase, RMC Research conducted power anakisgs
G*Power and tleast ¥0 participants are necessary to achieve the desired pow&a# and an alpha
of 0.05with amediumeffect size to assess differences among grqsps Exhibi#t). Therefore, the
minimum number of participants needed is 140 per group sadngeted recruitment numbeshould
exceed 140 to account for attrition (e.geople clicking o survey and only completing part of it,
ineligibility, etc.).This means a minimum of 420 respondents are required to meet sampling targets
(3 age groupg 140 participants=420 participants).

I For the analysestéeast140respondents are needddr each subgroughown in Exhib#.

Exhibit4: Study Group Sample Size Targets

Study Groups Target Actual
Teens aged5¢18 n=140 TBD
Millennials aged 9¢34 n=140 TBD
GenXers age®5¢50 n=140 TBD
Females n=140 TBD
Males n=140 TBD
Underrepresented racéUR) n=140 TBD
Non-underrepresented racéNonUR) n= 140 TBD

Formative evaluation participants were recruited across the United States via FacebobkMedsch

2019 RMC prepared for the Facebook campaign by creatingteah $et ofads (seeAppendixQ).

Different ads were created for the 3 target audiences: Teens (agetB)5Millennials (aged 134), and
Gen Xers (aged 850), and ads were created to target groups underrepresented in STEMBlaak,
Hispanic). RMCeaRearch launched the ads on March 11, 2019 and concluded the campaign on April 2,
2019. Participants clicked on an ad, saw the consent information, and then decided whether or not to
proceed to the anonymous Survey Monkey link and complete the siAmyendix B).

Hacking Your Mind Formative Evaluati®eport 12



RMC Research Hao pay each time a participant clicks on the aglen if the participanR A Ry Q (i
complete a survey. Thereford)e¢ campaign was monitored on a daily badsisa social media task lead.
Thistask lead adjusted the ads (e.cemovedpoorly performing ads, created new ads, edited ad images
and copywriting based on ad performance, allotted more funds to high performing ads) and the method
for targeting audiences (e.qads targeted by city, zip code, or other variables) on a dailyg béise total

costs for the ads was $900e total number of clicks 7,784nd total number of post engagements

(likes, comments, and link clicks) was 334.

Data Collection

As noted, data were collected for approximately 3 weelkis. éstimated thesurveytook approximately

15 minutes to completeTo abide by the National Science Foundation guidelines, RMC Research did not
randomly selecparticipants to receive a gift card. Instead one $25 was selected for every 75 surveys,
and three $100 gift cards werelected every 75 surveys at the conclusion of the evalua@ontact
information was collected from participants in a separate Survey Moslkexey (seé\ppendix Dto

ensure anonymity of the evaluation survey responses. Gift cards evaailedto survey respondents.
AppendixE Human Subjects Protectiordescribeshow RMC Researdompliedwith research ethics

and online data collection laws.

Analytic Sample

Theprimaryanalytic sample consists of the 769 respondents whadasented to partig@ate in the
survey, bF F £ £ Ay (2 GKS CiebtNES1S yehrsioRib@ goOokiér thansey@abssold),
and (cresponded toall of theSectionl items on the survei.e.,those who completed at least Section
1 of the survey were consided a participant) The bullet points below shoattrition from those who
began the survey to those who comprise the final analytic sample.

A Atotalof 1,010 individualsSy i SNBR YR NBALRYRSR 2 AyAdGALf
agree to participate inthé + { dzNI3Sé K¢ o
A 983 (97%Yesponded affirmatively and progressed to the survey.
A 967 (96%)consenting individuals responded to the first survey question (age), and of those,
o 3were under age 15 and therefore ineligible to participate
0 57respondents were loler than age 50

0 Theses0respondentsvhose age was outside the range for the target audience
were excluded from the analytic sample.

0 138left the survey after answering this age question.

A 769(76%)completedall questions in Section 1 of tlseirveyandcomprise theprimary
analytic sample

The primaryanalyticsample was analyzdd aggregatdn =769) as well as by subgroup. Subgroup
comparisons include:

A Age comparisonsTeens (aged 158;n =153), Millennials (aged k84;n=223), and Gen
Xers(aged 3§50; n =393). The subgroup analytic sample size for age=ig69.

A Gender comparisond ¢ KS NBASEFNOK GSFY ONBIFGSR (GKS @I NR
ISYRSNE o0& O2 RassJandrBaks ds GE220); thoserwho responded
GONI ya3aSYyRSNE:¢ a20KSNE¢ Il @S YdzZ GALE S NBaALRY.
sub analyses by gender£86; 11%). The subgroup analytic sample size for gender is
n=683
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A Race/ethnicity comparisonst KS NB &SI NOK GSIFY Obhfdseénedin (4 KS
a OA Sy Qi%., NI wh§Stéeding those identifying as American Indian or Alaska Native,
Black or African American, Native Hawaiian or Other Pacific Islander, or Hispanic as 1
(n=247) and all others as @(y 2 yiv E£439); those whoskipped this item or who only
A4St SOGSR a2l KS Nikspansizie.gd N2 i S& 2 gzNreie ¢zRINAFAS 3 & £ 0
from sub analyses by gender<£73; 9%). The subgroup analytic sample size for
race/ethnicity comparison is = 696.

A totalof 1,010 individuals started the survey. After attrition and ineligible survey participants, the
primary analytic sample consists of 769 individualsshown below in Exhil®, the sample size for
each subgroup in the final analytic sample exceedsanget of 140 per subgroup.

Exhibt 5: Study Group Sample Size Targets

I The sample size for each subgroup exceeds the target of 140 per subgroup.

Study Groups Target Actual Percentage of
Target
Teens aged5¢18 n= 140 n=153 109%
Millennials aged 9¢34 n=140 n=223 159%
GenXers age®5¢50 n=140 n=393 281%
Females n= 140 n=463 331%
Males n= 140 n=220 157%
Underrepresented racéUR) n=140 n=247 176%
Nonrunderrepresented racéNonUR) n= 140 n=439 314%

ITEMLEVEL ATTRITIGND NONRESPONSE BIAS

There were nevidentpatterns ofnonresponse bias i.e., patterns of certain gro(gg.,females)not
answering questions @xiting the survewt a certain point

All survey respondentis the analytic samplerho progressed beyond thega filtering item responded

to all Sectiorl items-there was no iterdevel attrition within Sectiori. Most respondents who left the
survey prior to completing it dropped out in Sectidiftesting different hooks) a total of 56 individuals
left the surveybefore completing SectioB (7% of the analytic sample). Four people dropped out prior
to completing Sectio® (TV habits) and 7 modropped out between Sectiod and Sectiod (science
interest). However, everyone who started Secttbnompleted it 1 =702; 91% of the analytic sample).
Although gender or race/ethnicity may have been intentionally skigpedome respondents01
individuals responded tthe request for zipcode at the end of Sectliidemographics); therefore, an
estimated 91% of the alytic sample completed the survey.

A Chisquared test to compare the distribution of age groups among respondents at the beginning and
the end of the survey revealed that there is not strong evidence of a particular group exiting the survey
prior to competing it. In other wordsthere is not clear evidence of an association between the age of

the respondent and their decision to exit the survey early. Since the other demographic questions are
asked at the end of the survey (gender, race/ethnicity), fiispossible to analyze namsponse bias by
those variablesResearch (Steele et al, 1997, Spencer et al. 1999, and Steel et all, 1995) has shown it is

best practice to place demographic questions at the end of survey to &vaidi S NB 2 (.€FpdS G KNB | {

example, if a woman was completing the survey and answered the gender demographic question at the
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beginning of the survey and then completed the science interest questions, she is likely to apply the
A0SNB2GeLIS (2 KSNASET (KASY GIL2 YISWR IINBa N0 K/ SINGBS:

Analytic Plan

Onlyfindings from theprimaryanalytic samplere summarized in this reporteBponsesre
summarized descriptively in aggregdire=769)and also broken out by participant subgroups (age

n =769 gender n =683 racdethnicity: n =696). In the analyses, RMC Research used Mafmitney U
tests, independent-tests, ti-squared testsKruskalWallis tests (an extension of Mahitney for
more than 2 categories), and oiveay ANOVA. The statistil tests used for each analysis are noted
within the exhibit notes and detailed informatias included imMAppendixF: Data TablesFor altests
differences were deemed significantak 0.05. Bonferroni corrections were applied to pdsic
analyses tanitigate Typd (e, a FI £ &S L2 aAGADBSE0 SNNBNI NI iSao

Limitations

A random sampling approach is generally considered more rigorous, because it typically results in a
more demographically representative sampkr this formative evaluation, it would not be possible to
draw a random sample from the entire populationindividualswithin the United States within the
target audiencesnd only have the selected ividuals complete the survegiven thedifficulty of the
randomized approactsocial media can be a cesffective way to reach a representative samplel

reach groups underrepresented in STH¥e evaluation team understands thtais approach is a form

of convenience samplingherefore, the results may be biased and cannot be generalized to the entire
population.
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This chapter hadtee parts. The firstpart describessurvey participantiemographicstelevisionhabits,
and science interests. Tlsecondpart provides the resus$ of the tag line testing by age, gender,
race/ethnicity,and science interest. The thighrt provides the results of the hook testing by age,
gender,race/ethnicity,and science interest.

Part1: ParticipantCharacteristics

This evaluation captured rpenses from survey participants in nearly every state of the United States
(at least 1 respondent from all states except Hawaii, Idaho, and ND@mkiota; see Exhib). The highest
concentration of respondents live in Florida<118), Californian(=117), and New York & 94).

ExhibiteY { dzNJ@Se& wSalLlRyRSyiaQ DS23aNILKAO

I The evaluation captured responses from survey participants in nearly every state of the United States

7% LS ke L | Powered by Bing
S . B © DSAT for MSFT, GeoNames, Navteq
Count of Respondents [
1 118

Note.n =700.Darker shading corresponds to a higher concentratiorespondents.

Exhibit7 shows the subgroup distribution within the primary analytic sampleere were significant
differences in the distributions of gender and race/ethnicity among age grqgus6.001 in both cases,
usingchi-squared tes$). Overall, here are more females than males in the primary analytic sample: the
primary analytic sample is approximately 61% female and 28% male. Approximately a quarter of the
primary analytic sample are female Gen Xers (26% of respondents who provided respoasges face,
and gender). Differences in race/ethnicity show that the younger the age group, the larger the
percentage of UR (Teens: 50% UR; Millennials: 39% UR; Gen Xers: 31% UR).

Hacking Your Mind Formative Evaluati®eport 16

[ 2



Exhibit7: PrimaryAnalytic Sample Subgroup Distribution

There were significant differences in the distributions of gender and race/ethnicity among age groups
in the primary analytic sample: (#)ere are more females than malasd more female GeKers
than female Teens or Millennials and (¢ younger the ag group, the larger the percentage of UR

(Teens: 50% UR; Millennials: 39% UR:X&a: 31% UR).

29%

Teens

n=134 v

Millennials

n =202 4%

Gen-Xers

n =347 51% 8% 19%

Female UR Male UR  Male Non-UR

Note.n =683. Thisexhibitincludesindividuals who provided (Bge, (2)gender, and
(3)racdethnicity). In the primary analytic sample=769 there were86 individualswho did not
providethe required demographic data aribese individualgre not included in this exhibit.
Differences assessed using-shuared tests and deemed significant fox 0.05.

Tdevision Habits

There were 3 questions regarding television halfit¥dWhattype ofdevice do you watciiVon%
(2) cHow do youwatchtelevisionprogram®€ and(3) dDo you watch public televisigh&hese data
provide descriptive information regarding how these target audiences engage with television.

For the primary analytic sample, respondents reported watching public television, that TV was the
most popular television viewing device, and that Net§ the most popular way to watch TV.

Age

There were many differences in finding by ggee Exhibi8). Overall, public television viewership

appears to increasby agewhich is consistent with the literature on public television viewership

however,the distribution in responses differ consideralbtymagnitudefrom the expected distributions,
ddz33SadAy3 GKF(d alLlzotAO GStSOAaA2yéE YIE@ KIF@S 0SSy
respondentg67% of the target audience responded that they wapeiblic televisiorsometimesor

often). Therefore, results bgpublic television viewegsshould be interpreted with cautian

In this evaluatiormeens reported watching public television significantly less frequently thanXaes)
but there is less of difference between Teens and MillenniaBf the GerXers 70% notedometimes
or oftenwatching public television compared to 67% of Millennials and 63% of Teens. Of theiGen
7% had never watched public television compare8%of Millennials, and0% of Teens.
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Consideration for Research Stud@onsider examining further what people mean
when they say they watch public television.

Across age groupsV was the most populdelevision viewinglevice(Teens 85%;Millennials 90%;
GenXers 90%) followed bynobile phone (Teens76%;Millennials 63%;GenXers 42%). The least
popular viewing platform was a gaming cons@leens 20%;Millennials 20%;GenXers. 11%.

GenXers were significantly less likely to watch TV on their phone, compatgaming console than
either Teens or Millennial§ eens were also significantly more likely to watch TV on their phones than
Millennials.

For Teens (85%) and Millennials (78%iflixis the most popular way that respondents watch and

for GenXerscable or dish is most popul&8%). The least popular viewing platform across ages was
antenna tv(Teens 13%Millennials 21%;GenXers 29%). Teens and Millennials are significantly more
likely to watch TV ohletflix orYouTube than GeKers.Teenswere also significantly more likely to
watch TV on YouTube than Millennials. Teens are significantly less likely to watch on antenna than
Millennials or GefXers and also significantly less likely to watch on cable tharX@en Millennials are
significartly more likely to watch on Hulu or Amazon than either Teens orXa&s.

Recommendation for OPBDPB might consider distributing the series via a streaming
service, especially Netflix or YouTube, to reach a younger audieAt¢éhe meeting on
May 19, 20D OPB noted they plan to stream the series and are researching the
various options.

Gender

There were no significant differences by gen@re Exhilbi9). Of theMale respondents, 70% noted
sometimes or often watching public television compared to 66%eonhale respondents. TV was the
most popular television viewing device (Fema&8%;Male: 88%). The least popular viewing platform
was a gaming conso{Eemale: 15%; Male: 15%)etflix is the most popular way that respondents
watch TFemale: 69%; Mal&5%).The least popular viewing platform was antenngRemale: 23%;
Male: 23%).

Question for OPBIs OPB surprised that there are no significant differences by gender?
At the meeting on May 19, 2019 OR®ted they weresurprised that there were not
gende differences

Underrepresented

There were many differences in finding bR and noftUR(see Exhibifl0).n this evaluatiorUR report
viewingpublic televisiorsignificantlymore frequently than nofUR raceOf the UR 72% noted
sometimesor often watching public television compared to 65% of AdR racéethnicity. Of the UR 5%
had never watched public television compared to 8% of-béhracéethnicity. TV was the most popular
television viewing devica&JR 90%;non-UR 88% followed bymobile phone (UR 65%; noAJR: 51%)

UR are significantly more likely to watch TV on a phone tharUR{UR: 65%; notJR: 51%)The least
popular viewing platform was a gaming consgR: 20%; notdR: 13%)Despite being the least popular
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platform, UR are significdly more likely to watciTVviaa gaming console than nedR.Netflix is the
most popular way that respondents watch TUR: 72%; notUR: 66%)The least popular viewing
platform was antennd V(UR: 26%; notUR: 23%)UR are significantly more likely taateh on YouTube
than nonUR.
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Exhibit8: Television Habit Comparisons by Age Group

I Do you watchpublic televisior? Public television viewership appears to increase by age.

Never Rarely Sometimes Often

I What type of device do you watch TV oit’¥ is the most popular device across age groups.

Teens Millennials GenXers
Mobile phone -
laptop/desktop -
gaming console l
other I
How do you watch television programslizens and Millennials are most likely to watch
shows on Netflix. GeXers are more likely to watch TV via cable or antenna.
Teens Millennials GenXers
et - o [N -
YouTube 79% - 45%
CablelDish I -
Amazon 30% -
Antenna TV . 13% -
Other I 8% 4% l 9%
Don't watch TV | 1% 0% | 0%
Note.Teensn = 145. Millennialsn = 212. Gen Xers:= 352;354. Differences assessed using MahrK A Gy S& | (S84
g GOK Lzt A0 (-8F &NBR2RabaAl yR2RDKA2KI G (8Ll 2F RSOAOS
1St SPOAaA2Y LINBINI YaKEéOD 5APFROBBYO0Sa 6SNBE RSSYSR aAadaya
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Exhibit9: Television Habit Comparisons by Gender

Do you watchpublic televisior? Females reportediewing public television slightly less
frequently than males, but the difference was not significant.

Females A% 27% 41% 25%

Never  Rarely Sometimes Often

I What type of device do you watch TV oifhere were ndlifferences bgender

Females Males
Mobile phone Mobile phone - 60%
laptop/desktop laptop/desktop - 48%

gaming console 15%

gaming console . 15%

other 5% other 6%

I How do you watch television programsrhere were ndlifferences by gender.

Females Males
Netflix 69% Netflix 65%
YouTube 55% YouTube 60%
Cable/Dish 51% Cable/Dish 58%
Hulu 39% Hulu 42%
Amazon 33% Amazon 38%
Antenna TV - 23% Antenna TV - 23%
Other I 8% Other I 5%
Don't watch TV | 0% Don't watch TV | 1%
Note.Femalesn = 463. Malesn = 220 Differences assessed usingMenK A 1y S& | (GSad o6F2NJ a52 &2dz gl

andchid lj dzr NBR G(GS&aida o0F2N) a2KIFG GeLs 2F RSOAOS R2 e2dz ¢ iOK ¢+ 2
Differences were deemed significant fox 0.05.
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Exhibit10: Television Habit Comparisons by Race/Ethnicity

I Do you watchpublic televisior? URwatch more public television tharonUR race

23% 43%

UR B
23%

42%

Non-UR 27%
Often

Sometimes

Never Rarely

What type of device do you watch TV otRaremore likely to watch TV on a phone and

gaming console thanon-UR race

Non-UR
Mobile phone Mobile phone
laptop/desktop laptop/desktop
gaming console gaming console 13%
other 7%

other 5%
How do you watch television programd?R more likely to watch TV via Netiind Yotiube

I than non-UR race

z
(@]
7
c
Py

Netflix 2% Netflix 66%
YouTube 64% YouTube 53%
Cable/Dish Cable/Dish 53%
Hulu Hulu 41%
Amazon Amazon 35%
Antenna TV Antenna TV - 22%
Other 4% Other l 8%
Don't watch TV | 1% Don't watch TV | 0%
Note.UR:n = 257 Non-UR:n =439, Differences assessed using Manrk A y ySe 1 i$s ai oF2N) 452 @2dz 61 i C
Ues 2F RSYUAOS R2 e2dz ¢ 0OK ¢+ 2

andchia |j dzFr NBR (Saida o0F2N a2 KI i
Differences were deemed significant fox 0.05.
22
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Science Interest

An important part of informal science evaluation is studying science intereste Wirs evaluation

R2SayQi GNB (G2 OKFy3dS GKS LI NIAOALIYGAQ AYyGaSNBai
participant is someone who has a high informal science interest otusihg the Science Interest scale

to categorize respondent§6%(n=390)areO | (i § 3 2 Nadiehc®dS 2 ILJi.€S &cience Interest

score>0.50n a scale from 0 to)1There were significant differences in Science Interest scale scores by

age group and by gend¢see left side of Exhibitl). Millennials(M =0.56)rated significantly higher on

the Science Interest scale than other age gro{ifeensM =0.51; GenXers M =0.50). Males(M =0.55)

also rated higher on the Science Interest scale than fen{&les0.50). Descriptively, notJR(M =0.53)

rated higher orthe Science Interest scale than (WR=0.50), but the difference was not statistically

significant.

These patterns are consistent when comparing the percentages of science peopledoieoce people
among subgroupésee right side of Exhihltl). Sigrficantly more Millennials (63%) defined themselves
as a science person compared to Teens (50%) oiX@en(54%). Significantly marales (62%) defined
themselves as a science person compareftinales (52%PDescripively, more norUR (58%) defined
themselves as a science person compared to UR (Hilfodhe difference was not significant.

Exhibit11: Science Interest Among Subgroups
I Science people are most likely to be Millenroalmale.

Science Interest Scale Scores Percentage of Science People Subgroup

All —@ All 56%

Teens —@ Teens 50%
Millennials @ Millennials
GenXers —@ GenXers 54%

Females —@ Females 52%
Males @ Males 62%

UR —@ UR 51%
Non-UR —@ Non-UR 58%

0.0 0.5 1.0

Note.All: n=702. Teensn =141. Millennials:n =211. GenXers:n =350. Femalesn =463. Males:n =220. URn =257.
Non-UR:n =439, Differences assessed using ANOVA and indeperidests (for Science Interest Scale) amitsquared tests
(for percentages of science people). Differences were deemed significgm&i@.05.

There were many differences in television habits by science interest (see BE@jjlricluding a
significant difference in public television viewerstid.the science people 70% notedmetimesor
often watching public television compared to 64%lué non-sciencepeople There wereminimal
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differences in terms of never watching public televisiofthe science peopl@% never watch public
television conpared to6%of the nonscience people

For both groupsTV was the most popular television viewing deviertScience90%;Science88%)
followed bymobile phone(Non-Science: 51%; Science: 59%)e least popular viewing platform was a
gaming consoléNon-Science: 14%; Science: 17%gience people are significantly more likely to watch
on their phone, laptop, or desktop than n&tience people.

Forboth groups Netfli{Non-Science: 65%; Science: 7184he most populaand antenna tv
(NonScience: 2%; Science: 28%) is the least popular way that respondents wat&ctiEvice people
are significantly more likely to watch on Hulu, Amazon, or YouTube thasacience people.

Recommendation for OPEDPB might consider these findings when developing the
social media campaign. For example, OPB may more easily find viewershipméiles
and Millennials to watch HYM but will need to develop a more targeted approach to
attract Teens, GetXers, and=emales.At the meeting on May 19, 2019 OPB noted
they will congder this during marketing efforts.

Consideration for Research Studpoes theresearch ainto compare results of science
people to nonscience peopleor are other comparisons more of interest? RMC will
discuss this question with OPBillennials scoredhighest on the Science Interest scale
and may be an interesting group to study further in the research studythe meeting
on May 19, 2019 OPB noted they are pleased to see-soience people are interested
in the content but the comparison between sciee and nonscience groups are of less
interest for them during the research study. The comparison between science and
non-science people may be a topic of interest for NSF. RMC will contemplate how to
include this in the research study.
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Exhibit12: Televsion Habit Comparisons by Science/N@&tience

people.

nonScience 29% 44%
Science 23% 41%

Never Rarely Sometimes Often

I Do you watch public television3cience peoplatch more public television tharon-science

What type of device do you watch TV oseience peoplare more likely to watch TV on a
phone andaptop/desktopthan non-science people

Non-Science Science
TV 90% TV 88%
Mobile phone Mobile phone
laptop/desktop laptop/desktop
gaming console 14% gaming console
other 7% other 5%

How do you watch television programs3cience people araore likely to watch TV vidulu,
Amazonand Yodube thannonscience people

Non-Science
Netflix 65% Netflix
YouTube 48% YouTube
Cable/Dish 55% Cable/Dish
Hulu 35% Hulu
Amazon 28% Amazon
Antenna TV - 22% Antenna TV
Other l 8% Other
Don't watch TV | 0% Don't watch TV | 1%
Note.Non-Sciencen =312 Sciencen =390.Differences assessed usingMahK A Gy S& ! (Said o0F2NJ a52 @&2dz

(St SOA a A 25/jKdgloONB R/ R SBKiRa 6 F2NJ a2 KIFG GelLlsS 2F RSGAOS R2 &2dz 61 GOF
LINEAINI YaKEOD S5AFTFSNBYOBa005SNS RSSYSR aA3ayAFTFAOIYyd F2NJ

u»
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Part2: TagLines
Results from Section 1 of the survey indicatgich of thetag linesare ofmost interest for each target
audience(see Exhibit 13. Each tag line was rated on gbint scale fronrmot at all interested(1) to
extremely interesteds), withsomewhat intereste@s a midpoint. Overall, tag lines were rated as
somewhatinteresting
The 3most populartag linesoverall wee:
1. How can you save the planet?l £3.24)
2. How do social media companies hack your mi@d?z 3.14)
3. How do copsdreat black people differently than white people¥ € 3.10)
The 3least populartag linesoverall wee:
1. 2 K2Qa Y2NB GNAROIFf HW=a24y1Sea 2N KdzYlF yak o
2. Are dogs smarter than peopleM =2.76)

3. 99SYy AF @2dzQNB y2i NI OA & JoteDM y2.78)F OS 06S dz
Exhibit13: Overall Tag Line Ranking
Ih(ZSNJ-ffZ Gr3 ftAySa 6SNB NIXriSR a aaz2ySegkKl i
Tag Line Clips M
' JAFERAYA FYR
?

1 How can you save the planet~ proof? ® 322
5 rl;l](i)r\]/;go social media companies hack your Social Media with Tim Wu ® -
5 How do cops treat black people differenty 9 6 SNK I NRi{ Q& & PY

than white people? body camera footage 3.1p

What new discoveries are being made in th . .
4 social, behavioral, and economic sciences? Pertains to all clips ® 3.0
5 Can cops overcome their unconscious bias: Cops training with Eberhardt ® 07
6 2K& OFyQid 68 FaNBS Eig;‘ham experiment with ® :02
7  Can a government hack your mind? China clip ® 298
8 Is what you buy or how much you eat or ho' Social networks with o

happy you arditerally contagious? Christakis 2.94
9 Can we overcome sexism? POSSIBLE ADDITION OF ()

' BANAJI AND RCHESTRA 291

90Sy AT &2dz2QNB NI OA: _.
10 change how you vote? Rise of Trump Study ® o
11 Are dogs smarter than people? Dogsand Kids ® 26
12 2 K2Q& Y2NB GNRAROLI t K « Monkey lsland ® s

Note. n =769. Response option&:=not at all intereste¢2 =dlightly interested 3 =somewhatinterested 4 =veryinterested
5 =extremelyinterested
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Question for OPBWhy does OPB think people rated their interest in the rmiange?

2 K& ¢ SNB ywen intedSeddith8se topics? This could be a good area to
explore in the research studyAt the meeting on May 19, 2019 OPB shared that they
had hoped the ratings woul be higher.

Question for OPBIs OPB surprised by the order of the tag line ranking&fthe
meeting on May 19, 2019 OPB shared that they were surprised by the order of the tag
line rankings.

Recommendatiorfor OPB In terms of marketing the show to &roader audience, OPB

should using the top 3 tag lines that appealed to the widest group of individu@#®B

could also use any tag lines that received at least a mean of 3 or higher. Because

people exhibitd the most interest in the tag lines that addregd the environment,

I2PSNYYSyil KFEOlAy3az yR 02L1AaQ GNBFIYSYyd 2F RAT
consider investingnarketing efforts nore heavily inthese content areasAt the

meeting on May 19, 2019 OPB shared that they will consider this during retamg

efforts.

Recommendatiorfor OPB¢ KS @S NE 3 S WhaNdew disioveties trd heildg

made in the social, behavioral, and economic scienées?¢ I & Ay Of dzZRSR 2y (KS a
and it surprisingly ranked quite high compared to the more toggpecifictag lines. In

terms of marleting, OPB could use the higkerated topic-specific tag lines but also

the more general tag line to attract a broad range of viewerat the meeting on May

19, 2019 OPB shared that they plan to use this general tag line atidikély use it to

replace some of the lower rated tag lines.

Consideration forResearch StudyBased on these results the evaluation team will
consider using only theop 3 clips ad tag lines in the research study. The loweated
tag lines and the asxciated clips will not be included in the research study. The
evaluation team will discuss this with OPBt the meeting on May 19, 2019 OPB and
RMC decided to use the top 3 clips and associated videos for the research study.

Differences by Subgroupsige

There were differences in preferences among age grolips top 3 tag lines for each age group are

listed below.There were significant differences among the 3 age groups for 5 of the 12 tagdeees

Exhibit14, significance noted with blue texfPosthoc comparisons showed that the G&ers were

significantly less interested in 5 of the 12 tag lines compared to Teens and/or Mille@galXers

showed less interest than both Teens and MillenrfaB@ NJ 6 KS G 3 fAySasz a/ Ly | 3;
YAYRRESY AT &2dzQNBE NI} OA&aidsz OFy NIOS 0SS dzaSR OK
O2YLI yASa KI .0densghandzhNtheYnbsyiRetest y (G KS G 3 fAYSST dal 26 R2
LIS2LX S RAFFSNByGufte GKFYy 6KAGS LIS2LX SKé I-¥eR (GKS RA

(nonsignificant when compared to Millennial8)illennials showed the most interesn the tag line,

G/ Ly BB2¥BSEASEA&AYKE YR (KS RATTFSNByX&S 61 & AAIYATF
(nonsignificant when compared to Teens).

No

Teenglop 3 tag lines were

1. Can a government hack your mind? € 3.48)
2. How do social media companies hack your mind?@3.48)
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3. How can you save the planei?l =3.38)
MillennialsCtop 3 tag lines were

1. How can you save the planet?l £3.32)
2. How do social media companies hack your mindz@.24)

3. What new discoveries are being made in the social, behavioral, and economic seience
(M =3.10)

GenXers(top 3 tag lines were

1. How can you save the planet? € 3.14)
2. Can cops overcome their unconscious bi&gkt=2.98)

3. What new discoveries are being made in the social, behavioral, and economic scfences?
(M=2.998

Exhibit14: Tag Line®referencesy AgeGroup

I Teens exhibited the most interest in tag lines ovevdiile GerXers exhibited the least interest

Are dogs smarter than people? m

2 K208 Y2NB GNROGFEK a2yl1Sea 2NJ Ksz(‘K

*How do cops treat black people differently than white people? .)‘O
Can cops overcome their unconscious biases? “)
*Can a government hack your mind? ‘x o
How can you save the planet? w
Why can't we agree on fact® .
*Evenif you're not racist, can race be used to change how you vbte ‘X‘

Iswhat you buy or how much you eat or how happy you are literally contagidus “)

*How do social media companies hack your mihd .). o

*Canwe Overcome sexisi m

What new discoveries are being made in the social, behavioral, and economic sciénce”

not at all slightly somewhat very extremely
interested interested interested interested interested

Note.XAll: n=769. Teensin=153. Millennials:n=223. GenXers:n=393.
Comparisonsicross Jagegroupsconducted usingne-way ANOVA.

Posthoc pairwisecomparisons conducted usimgdependentt-tests.

*Differences deemed significantaf< 0.05.
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Question for OPBIs OPB surprised thateens exhibited the most interest in tag lines
overall, while GenXersexhibited the least interestlRecommendation foOPB:To
attract a younger and more diverse audience to HYM, consid#ling out separate
social media campaigns targeted to each age group using the highest rated tag lines
per group. At the meeting on Mg 19, 2019 OPBhared they were pleasantly

surprised that the teens were the most interested in these topics.

Differences by Subgroups: Gender

Exhibit15 shows the tag line findings by gender. Similatht® prior patterns in the data, there were no
significant differences by gender.

Exhibit15: Tag Lines Preferences by Gender

I There were no significant differences by gender.

Are dogs smarter than people? ﬁ

2 K204 Y2NB GNRGFEK az2zylSea 2N KszI-QK

How do cops treat black people differently than white people? &

Can cops overcome their unconscious biases? x}
4

Can a government hack your mind?

How can you save the planet? «)
Why can't we agree on fact® ‘)
Evenif you're not racist, can race be used to change how you vote Q

Iswhat you buy or how much you eat or how happy you are literally contagi®us «)
How do social media companies hack your mihd m
Canwe overcome sexism .@
What new discoveries are being made in the social, behavioral, and economic sciéncesm

not at all slightly somewhat very extremely
interested interested interested interested interested

Note.XAll: n=769. Femalesn=463. Males:n=220.
Comparisons conducted using independetests.
*Differences deemed significantgf 0.05.

Question for OPBIs OPB surprised there are no significant differences by gender?
the meeting on May 19, 2019 OPB shared that they were surprised there were n
differencesby gender and had expected the results to skew towards males.
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Differences by Subgroups: UR

Therewere differences in preferences among UR and-béhgroupsThe top 3 tag lines for each group

are listed belowFor 10 of the 12 tag lineflRwere significantly more interested in the tag lines than

non-UR(see Exhibit6, significance noted with bluetext) K2 dz3 K GKS GF 3 tAySs a4/l y
0KSANI dzy O2yaOA2dzi o0Al &SaK@M=848ahan\ibniuR(M =282 NtlwasA y (i S NB
f Saa LRLzZ NI GKFYy GKS aAYATINI GF3 tAySs a4l 24 2
(UR:M =3.63 nonURM =2.79).

URa t@p 3 tag lines were:

S a
R2 O

1. How do cops treat black people differently than white peopl?=3.63)
2. Can cops oveome their unconscious biase@vi =3.48)
3. Howcan you save the planet®I(=3.44)

Nor-; w f»p 3 tag lines were:

1. How can you save the planet? £ 3.16)

2. What new discoveries are being made in the social, behavioral, and economic sciences??
(M =3.04)

3. How dosocial media companies hack your nr{tl =3.02)

Exhibit16: Tag Lines Preferences by Race/Ethnicity

I UR were more interested in the tag lines than-uR

Are dogs smarter than people? !

2 K2Q38 Y2NB GNROFEK az2ylSea 2N KszI-“K

*How do cops treat black people differently than white people? ‘ X ‘

*Can cops overcome their unconscious biases? .X ‘

*Can a government hack your mind? .( ‘

*How can you save the planet? ‘(‘

*Why can't we agree on fac® [ @)

*Evenif you're not racist, can race be used to change how you vte ‘X O

*|swhat you buy or how much you eat or how happy you-are literally contagi®us K‘

*How do social media companies hack your mihd ‘( .

*Canwe overcome sexism ‘( ‘

*What new discoveries are being made in the social, behavioral, and-economic sci@nce«‘
not at all slightly somewhat very extremely
interested interested interested interested interested

Note.XAll: n=769. URn=257. Non-UR n=439,
Comparisons conducted using independetésts.
*Differences deemed significantaf 0.05.
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Question for OPBIs OPB surprised that UR are more interested in the tag lines than
non-UR?At the meeting on May 19, 2019 OPB shared that they wpleasantly
surprised this content resonated with UR amdth so many other groups

Differences by SubgroupScience Interest

Using the Science Interest score to categorize respondersseascepeople ornon-sciencepeople,
sciencepeople rated all tag lines asgnificantly more interesting thamon-science people (Exhibii7).
However, the preference rankings were fairly consistent between the two groups: the exception is the

L3 tAYySE a2KFd yS6 RAAO2OSNASE | NBOOSONVIYTERKE A Y
ranked as the second most popular tag line amstigncepeople, whichwas theseverth most popular
amongnon-science peopleThe toprated tag lines by group are noted below.

Sciencd JS 2 Libp3®ag lines were

1. How can you save thdanet? (M =3.50)

2. What new discoveries are being made in the social, behavioral, and economic sciences?
(M =3.46)
3. How do social media companies hack your mindz@.35)

Nor-sciencelJS 2 LibpS3dag linesvere:

1. How can you save the planet? & 2.96)
2. How do social media companies hack your mindz.93)

3. What new discoveries are being made in the social, behavioral, and economic sciences?
(M =2.87)

Exhibit17: Tag Lines Preferences by Science vs.-Hoience People

I Science people were significanthpre interested in all tag lines, compared to rsmience people.

*Are dogs smarter than people? ”

2 K2Qa Y2NB (NRoltK azylsSea 2N K@ D{EK

*How do cops treat black people differently than white people? ‘ x‘

*Can cops overcome their unconscious biases? ‘ X‘

*Can a government hack your mind? o X [ )

*How can you save the planet? O X [ ]

*Why can't we agree on fact® O X [ ]

*Evenif you're not racist, can race be used to change how you vbte ‘ x‘

*Iswhat you buy or how much you eat or how happy you are literally contagi®us 0(.

*How do social media companies hack your mimd ‘X‘

*Canwe overcome sexis ‘X‘

*What new discoveries are being made in the social, behavioral, and economic st‘ces)( ‘
not at all slightly somewhat very extremely
interested interested interested interested interested

Note.XAll: n=769. Non-Sciencen=312. Sciencen=2390.
Comparisons conducted using independetests.
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Differences deemed significantgf< 0.05.

Recommendatiorfor OPB OPBmight consider the preferences of nescience people
in developing marketing materials to appeal to this audiendst. the meeting on May
19, 2019 OPB shared that they will consider this during marketing efforts.

Part3: Hooks

The target audiences were alpresented witt6 & K 2 2 | aaétentibrigdaBbip@ image) and the survey

j dzS & (Beléwake samémagesassociated withihe new television show. For each question, please

select the image that makes yowost interestedh y 6 G OKA y 3 i Kpesansldedqha ¢ KS K2
closeup picturefrom the video,(2) apicture of the host (3) astylized sciencémage(a dramatic

science image still shot with a blue filter overlaishd a(4) dramatic stock artphotograph(dramatic

black and white stock photo with bold white text overlai@ihe top six hooks are shown in Exhit8t

Overall, there was agreement about the preferred image for each tagbirematic stock art

photographs vere the most popular hoo followed by stylized science imageegpondents exhibited
LINBTFSNBEY OS F2NJ ONR & LI &A Y LIXtHe Mbnkey]lalsh perfordail Wal)EDK & O dzi
tag lines where the stylized science image was selected, the stock art photo ranked second. Very few
respondents chose a picture of the host as the preferred image.

The following pages are organized from highestking to lowestranking taglineand show the
subgroup preferences for the 6 hooks. Although subgroup differences exist, there is no clear pattern.
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Of the tophooksselected, 3 of the 6 were the dramatic stock art photograph; 2 were the stylized
science image; and 1 was a clageprture from the video.

Exhibit18: TopRated Hooks

Dramatic Stock Art Stylized Science Image CloseUp Picture

. == WHO'S MORE TRIBAL?
MONKEYS OR HUMANS?
- T

ARE DOGS SMARTER
THAN PEOPLE?

CAN COPS
OVERCOMETHEIR
UNCONSCIOUSBIASES?

HOW CAN YOU SAVE THE PLANET?

HOW DO COPS TREAT
BLACK PEOPLE
DIFFERENTLY THAN
WHITE PEOPLE?

Recommendatiorfor OPB In terms of marketing OPB should not include photographs
of the host or people within the video as a hook. To increase the likelihood that
someone Wil click on the social media clip, OPB should consider usiiregdramatic
stock artapproachor stylized science images alongtivithe tag line(i.e., an edited
imagecreated specifically for marketing purposes the meeting on May 19, 2019
OPB shared that they will use these findings to drive their marketing efforts.
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How can you save the planet?

This was the highesankingtag line Thehighest rated hook for this tag line wasiglized science

image (outlined in blueyith 57% of the survey respondents selecting this hook as the top image. This
image was overwhelmimgthe favorite across all subgroupehere were no diffeences in hook
preference by age, gender, or science interest. There vaatisticallysignificant differencen
preferencebetween UR and netdR but this difference is related to th&trength of thesecond choice
(37% UR chose the dramatic stock arofyraph vs. 29% neblR)

Exhibitm oY | 221 t NBFSNByOSay al 2¢g Oly &2dz al ¢

Dramatic Stock Art
Photograph

Close Up Picture Picture of the Host Stylized Science Image

HOW CAN YOU

HOW CAN YOU SAVE THE PLANET? SAVE THE PLANET?

HOW CAN YOU SAVE THE PLANET?

32% All

I5% I 6% 57%
I 3% I 7% 52%
I 5% I6% 59%

I40/o I60/o 56%

I 7% I 7% 59%

I4% I4% 56%

I 5% I 8% 58%
I 4% I 8% 55%

IS% I 50 59%

37% Teens
33% Millennials

29% GenXers

33% Females

27% Males

37% UR

29% Non-UR

34% Non-Science

31% Science

Note.All: n =713. Teensn =145. Millennialsn =212. GerXers:n =356. Females1 =463. Malesn =220. URn =257.
Non-UR:n =350.Non-science:n =312.Sciencen =390. Differences assessed using-shuared tests and deemed significant
for p<0.05.

RecommendationBecause this was the highesate tag line and there was agreement
on the hook, thistopic may be a strong candidate for the research study.
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How do cops treat black people differently than white people?

This was the third highestinking tag line overaland this tag line was ratedggiificantly more
interesting by UR. The highest rated hook for this tag line was@aatic stock arijphotograph(outlined

in dark blue)with 44% of the survey respondents selecting this hook as the top image. Thi®idyhe
hook where subgroups did nagree on the tograted image There were significant differences by age,
gender, and race/ethnicityTeensmore stronglypreferred thedramatic stock arimage.Males

preferred thestylized sciencémage.Twice as many UR as nbiR chose theloseup picture.

Exhibit20Y | 221 t NEFSNByOSay al 2¢ R2 02LJa GNBI

Dramatic Stock Art

Close Up Picture Picture of the Host Stylized Science Image Photograph

HOW DO COPS TREAT
BLACK PEOPLE
DIFFERENTLY THAN

Wi

— e ] 1 L . |
HOW DO COPS TREAT BLACK PEOPLE A J HOW DO COPS TREAT BLACK PEOPLE
DIFEERENTLYTHANIWHITEIREORLES ~ DIFFERENTLY THAN WHITE PEOPLE?

WHITE PEOPLE?

44% All

l 10% . 14% 32%

I 8% I7% 33%
. 13% . 16% 32%
I9% . 16% 32%

B B 2o
I 8% . 18% 40%

.15% . 12% 31%
I7% . 15% 33%

l 10% .14% 32%
l 10% . 14% 33%

Note.All: n =731. Teensn =149. Millennialsn =216. GerXers:n =366. Females =463. Malesn =220. URn =257.
Non-UR:n =439.Non-Sciencen =312.Sciencen = 390.Differences assessed using-shuared tests and deemed significant
for p<0.05.

52% Teens
39% Millennials

43% GenXers

48% Females

34% Males

42% UR

45% Non-UR

44% Non-Science

43% Science
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Can cops overcome their unconsciduases?

This was the fiftiranking tag line. The highest rated hook for this tag line dvasnatic stock art

photograph (outlined inblue) dzi G KSNB 61 a | faz2 tSaa aINBSYSyd |y2
most appealing hoolwith only 3®4 of the surveyespondents selecting this hook as the top image.

There were naignificantdifferences in hook preference by age, gender, or science interest. There was a
significant difference between UR and noiR:UR were more likely tohoose thepicture of the hostas

their second choice, whereas nd/R were more likely to select tlsgylized sciencépolice lights)

[aN

Exhibit2ly | 221 t NEFSNByOSay a/ly 02LJa 2@0SNOD2YS

Dramatic StockArt

Close Up Picture Picture of the Host Stylized Science Image Photograph

CAN COPS
OVERCOMETHEIR
UNCONSCIOUSBIASES?

CAN COPS OVERCOME
THEIR UNCONSCIOUS BIASES? »

CAN COPS OVERCOME
THEIR UNCONSCIOUS BIASES?
_a—

THEIR UNCONSCIOUS BIASES?
¢ et AL

28% 37% All

| &2 23%

I9% 23%
.16% 23%
. 12% 23%

. 11% 25% 27%

.14% 199 31%

31% 38% Teens

21% 39% Millennials

30% 35% GenXers

37% Females

37% Males

B 23% 30% R
.13% 20% 31% 36% Non-UR
. 11% 29% 37% Non-Science
.13% 27% 37% Science

Note.All: n =720. Teensn =146. Millennialsn =214. GerXers:n =360. Females1 =463. Malesn =220. URn =257.
Non-UR:n =439.Non-Sciencen =312.Sciencen = 390.Differences assessed using-shuared tests and deemed significant
for p<0.05.
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Can a government hack your mind?

This was theseventhihighestranking tag lineThe highest rated hook for this tag line wast@ized
scienceimage (outlined in blue) with 51% of the survey respondents selecting this hook as the top
image. This image was overwhelming the favorite across all subgroups. There were no differences in
hook preference by gender or UR. Therasvasignificant differese byage group: Teens were more

likely to like this image than older respondefit®th Millennials and GeXers) There was also a
significant difference bgcience vs. noscience people: science people were more likely to like this
image than norscien@ people.

Exhibit22Yy | 221 t NBFSNByOSay a/ly | 3I28SNYYSyi

Dramatic Stock Art
Photograph

Close Up Picture Picture of the Host Stylized Science Image

> £
o\ s a - { )
B S CAN A GOVERNMENT
'A" CAN A GOVERNMENT CAN A GOVERNMENT
S HACK YOUR MIND? ! HACK YOUR MIND? CAN A GOVERNMENT HACK YOUR MIND?
- % HACK YOUR MIND?

N\

Millennials
on

Note.All: n=713. Teensn =145. Millennialsn =212. GerXers:n =356. Females1 =463. Malesn =220. URn =257.
Non-UR:n =439.Non-Sciencen =312.Sciencen = 390.Differences assessed using-shuared tests and deemed significant
for p<0.05.

RecommendationOPB might consider pairing the selected hook this tag line with
0KS Y2NB LR2LJz N GF3 tAySs al 2 R2 az20Alft YSRA
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Are Dogs Smarter Than People

This was the second to lowest ranked tag line. The highest rated hook for this tag linelwasséic
stock artphotograph with 44%f the survey respondents selecting this hook as the top image. This
image was overwhelming the favorite across all subgrobpsthis hook the only difference among
subgroups was gendet9% of the females selecting thisokverses only 37% of the males

Exhibit23Y | 221 t NBTFSNByOS&ayY 4! NB R23a avYl NIGSN
Dramatic Stock Art
Photograph

Close Up Picture Picture of the Host Stylized Science Image

":1;?*\

_——)
_

ARE DOGS SMARTER THAN PEOPLE?

ARE DOGS SMARTER
THAN PEOPLE?

ARE DOGS SMARTER THAN PEOPLE? v

27%

H
N

2

44% All

33%

[y
(o]
©

40% Teens
24%

=
(o]
o

47% Millennials

26% 44% GenXers

)
R
>

27% 49% Females

24% 2 37% Males

22% 2

[EEY
8 o
> >

46% UR

28% 199 44% Non-UR

27% 49% Non-Science

25% 41% Science

B A Ba g !

N IR
5 |2
>

Note.All: n =755. Teensn =151. Millennialsn =219. GerXers:n =385. Females1 =463 Males:n =220. URn =257.
Non-UR:n =439, Non-Sciencen =312.Sciencen = 390.Differences assessed using-shuared tests and deemed significant
for p<0.05.
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This was the lowest ranking tag line. The highest rated hook for this tag lineck@seap picturefrom
the video(outlined in blue) with 58% of the survey respondents selecting this hook as the top image.
There were no subgroup differences for gendetJR. There were differences by age and science vs.
non-science peopleTeens were less likely to select this image than older age g(bogs Millennials

and GenXers) Science people were more likely to select this image thansomnce people.

Exhibit2dY | 221 t NBFSNByOSayYy a2K2Qa Y2NB GGNROI f K

Dramatic Stock Art
Photograph

Close Up Picture Picture of the Host Stylized Science Image

WHO'’S MORE TRIBAL?
MONKEYS OR HUMANS?
s B 1 A

WHO'S MERE TRIBAL?
MONKEYS OR HUMANS?
P

—

WHO’S MORE TRIBAL?
MONKEYS OR HUMANS?

== WHO’S MORE TRIBAL?
MONKEYS OR HUMANS?
-

I 8% Millennials
. 16% GenXers
189 . 13% Females

I 9% Males
. 14% UR

N N
E‘*’o $
> =

1 l 10% Non-UR
199 . 17% Science
I 8% Non-Science

Note.All: n =743. Teensn =150. Millennialsn =217. GerXers:n =376. Females1 =463 Males:n =220. URn =257.
Non-UR:n =439.Non-Sciencen =312.Sciencen = 390.Differences assessed using-shuared tests and deemed significant
for p<0.05.
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Resources

Social Media
Strategist

Advisory Board

A Baruch Fischhoff,
Senior Alvisor

A Bob Kurzban,
Senior Advisor

A BJ Casey

A David Rand

A Brian Wansink

A Bart Wilson

Leadership Team
A Pt David Davis, OPB
A Co PI: Carl Byker,

Red Hill Farms
ACoPY aif Sa

Production Team

AOPB
A Red Hill Farms
A 4 scientists

BJ Casey

Brian Wansink

David Rand

Rart Wilann

Research and
Evaluation Team

Develops instruments
and collects data to

address the formative
evaluation, summative
evaluation, and research

Miiactinne

Activities
Multimedia Product Develonment :

Conduct a formative evaluation to develop and pilot tes!
the appeal of the various informal science settings and :

combination of the informal leaing settings (i.e., view
one enisode. all enisodes. onlv watch a YouTube clin

social media outreach strategies determine how to 1 -
improve these components to increase participant :‘ A Increase their awareness that there is a scientific fiel
annanemant . : ) that studies human decision making.
- - - Il ] Alncrease their understanding of human decision
Hacking Your Mind TV Series I making.
Development of a 4art primetime public television if 1] Aincrease their understanding of how resefa findings
special that describes the research of leading cognitivp 1} on human decision making is related to their own life}
scientists who examined aspects of haimdecision il 1] Aincrease their interest in pursuing STEM content
makina. :—N through informal science settings.
" — ) 1 : A Increase their awareness of STEMeers
Innovative Participatory Science Component |1 | L= s : -
Peoplecanparticipate in highly interactive informal : e '3‘ """""""
science education at any time and at any locateny., |
viaphones, tablets, or computeyso discover first hand, : Increased Access and Diversity
in a personally meaningful way, the science behind thj 1 The participatory science website will engage a broa
own behavior. :—> and diverse range of participants including younger
A The project will film 9&econd videos intended to 1 participants and those not typically engaged in inform]
inspire people to engage with the topic or other : srience adiicatinn
project components. 1
A The project will film 3ninute videosntended to : G Findi
increase awareness, understanding, and interest; ajgl enevrette Jn mgAS L
inspire people to engage with the topic or other ] Experimental Study! RRNBaasSa UKS |
project components. : inforrpal sgience setting is the most effective_ in terms
A The project will use games already developed by |1 AYONBE aAy3 LI NIA O Xahding, and ¢
researchers to engage people in games and discovgt AyuSNbatuabgsShchba _KJ_S NEZY 4
first hand, in a perseally meaningful way, the scienc _doses of the treatment experience S|m|Iar_ Iea_rnlng an
S - - 1 P interest gains as someone who engages in high dose
; 0KS GNBlalySy G&K&ES LI NI A OA
SocialMedia Campaign | cfomporvlent an effective tool“to engage people'who arl
The project will employ outreach activities (e.g., : U NF R_A Uaz jl- tte yzau ] Ay@dzt g
Facebook, Twitter) to engage a wide variety of audienf 1 Summative Evaluation: Conduct an evabmto
in the TV series and the participatory science 1 determ_me the effectiveness of the social media
components. People may participate in one, all, or an ; camoaian.
:
1

5

Conduct araccountability evaluatioto determineif the
project met its targets withe@gard to the project activities.
Conduct dormative evaluationto determinehow the
projectcanimprovethe informal science settingand social
mediacambaian.

Project Monitoring and Improvement

L

Intermediate Outcomes

Participant Outcomes

If participants engage with the TV series or participato
components participants will:

3

LongTerm Impacts

Better Decisions

Increased ability to
apply the findings from
the research studies to
improve the quality of
the decisions they
make in their daily life.

Contribution to the Field

1
1

1

1

: Broaden Access to and
1 Engagement in STEM|
! Learning

: Other projects will be able
1 | to use the findings from

I | the research to broaden

: access to and engagenten
1 | in STEM learning.
1

1

1

1

1

1

1

1

1

1

1

1

1

1

1

Enhance Learning in
Informal STEM

Other projects will be able
to use the findings related
to the efficacy of various
informal settings to
increase participant
learnina nains.

Dissemination of Research Findings
Disseminate the findings from the reseatbinough
conference presentations, publications, and
informalscience.ora.
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[Text that will appear offirst pageof the Hacking Your Mind Survéshis is the consent to participaje.

TheTVSurvey collects informatiofilom people across the nation to find out what they think about a
new television show.

A The survey will také5 minutes

A The survey isoluntary.

A Your answers are confidential andlpmised for the purposes of this evaluation.

A RMC Research Corporation will use the information you provide to help increase the appeal of
the show to a large audience.

A You will be given the option to provide your email address to win a $25 or $10@miftyour

email address will be stored separately from your survey responses.

A If you have any questions or concerns about the survey, please contact RMC Research
Corporationat hymsurvey@rmcres.comor call Chandx Lewis afl-800-788-1887.

C Yes, | agree to participate. C No, | do not agree to participate.

[LF LI NIAOALIyiGa Of A01 wesSaQ GKSe gAff 0S RANBOGSR
directed to the survey.]

Survey Question ResponseOptions Construct

Section 1: Interest in Show Topics (Participants will not see these headers)
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Survey Question Responsedptions Construct

Below are some messagassociatedvith the new o Not at all interested o Interest
television show. Please rate your interest in watching Slightly interested (standralone topic)

iachAeplzode. N 02 o  Somewhat interested
. re dogs smarter than people® o Very interested

2. 2K2Qa Y2NB GNARolfK az) :
o Extemely interested

3. How do cops treat black people differently than
white people?

Can cops overcome their unconscious biases?
Can a government hack your mind?

How can you save the planet?

2 K& OlyQid 68 FANBS 2y i
90Sy AT @&2dz2OQNB y2i NI O,
how you vote?

© N o g s

9. Is what you buy or how much you eat or how hapg
you are literallycontagious?

10. How do social media companies hack your mind?
11. Can we overcome sexism?

12. What new discoveries are beingadfe in the social,
behavioral, and economic sciences?

(text from the proposal, included to show the
importance of tag linegs. simply stating the main
idea of the shoy

Section 2: Best Hook (Participants will not see these headers)

13. Below are somémagesassociated withlthe new
television show. For each question, please select 1
image that makes yomost interestedin watching

the show.
Image 1 a |mage 1 Interest
a  Image 2 (best approach to hook
o Image3 people to watch more)
o Image 4

&

ARE DOGS SMARTER THAN PEOPLE?
w o ) FEY=S
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Survey Question

!
;
N\ T
- y

ARE DOGS SMARTER THAN PEOPLE?
' *

Image 4

ARE DOGS SMARTER
THAN PEOPLE?

Responsedptions

Construct

RMC Researdborporatiort Portland, OR
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Survey Question Responsedptions Construct
14. Below are somémagesassociated wittthe new o Image 1l Interest
television show. For each question, please select! |page 2
image that makes yomost interestedn watching
Image3
the show.
Image 1 o Image 4

. = WHO’S MORE TRIBAL?
MONKEYS OR HUMANS?

Image 2

-~ ™ ; . T £
> WHO’S MORE TRIBAL?
MONKEYS OR HUMANS?

-

Image 4

WHO’S MORE TRIBAL?
MONKEYS OR HUMANS?

HYM Technical Formative Evaluat®eport
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Survey Question

15. Below are somé@magesassociated wittthe new o
television show. For each question, please select1 4
image that makes yomost interestedn watching
the show.

Image 1

1|

"/

v

nil ==
HOW DO COPS TREAT BLACK PEOPLE

DIFFERENTLY THAN WHITE PEOPLE?
™ -

HOW DO COPS TREAT BLACK PEOPLE

DIFFERENTLY THAN WHITE PEOPLE? §
e N S

HOW DO COPS TREAT BLACK PEOPLE
DIFFERENTLY THAN WHITE PEOPLE?

Image 4

HOW DO COPS TREAT
BLACK PEOPLE
DIFFERENTLY THAN

WHITE PEOPLE?

Responséptions

Image 1
Image 2
Image3
Image 4

Construct

Interest

RMC Researdborporatiort Portland, OR
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Survey Question

16. Below are somémagesassociated wittthe new a
television show. For each question, please select 1 4
image that makes yomost interestedn watching
the show.

Image 1

CAN COPS OVERCOME

THEIR UNCONSCIOUS BIASES?
A—

Image 3

CAN COPS OVERCOME
THEIR UNCONSCIOUS BIASES? &

Image 4

CAN COPS
OVERCOME THEIR
UNCONSCIOUS BIASES?

Responséptions

Image 1
Image 2
Image3
Image 4

Construct

Interest

HYM Technical Formative Evaluat®eport
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Survey Question Responsedptions

17. Below are somémagesassociated wittthe new o Image 1l
television show. For each question, please select! |page 2
image that makes yomost interestedn watching

the show. (g

Image 1 o Image 4

-

-~
AV

S0 CAN A GOVERNMENT
HACK YOUR MIND?

—

CAN A GOVERNMENT
HACK YOUR MIND?
. w» N

CAN A GOVERNMENT
HACK YOUR MIND?

Construct

Interest

RMC Researdborporatiort Portland, OR
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Survey Question

18. Below are somé@magesassociated wittthe new o
television show. For each question, please select1 4
image that makes yomost interestedn watching
the show.

Image 1

M HOW CAN YO
? ——

HOW CAN YOU SAVE THE PLANET?

Image 4

HOW CAN YOU
SAVE THE PLANET?

ResponseOptions Construct

Image 1 Interest
Image 2
Image3
Image 4

Section 3: TelevisioRabits (Participants will not see these headers)

19. Whattype ofdevice do you watciVon?Please o
check all that apply. a

Mobile phone Device
TV

Laptop/Desktop

Gaming Console

Other (please describe)

HYM Technical Formative Evaluat®eport
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Survey Question

Responsedptions

Construct

20. How do youwatchtelevisionprogram® Please
check all that apply

21. Do you watch public television?

Netflix

Hulu
Amazon
Cable/Dish
Antenna TV
YouTube

Other (please describe)
L R2yQil gl G

television programs
Often

Sometimes

Rarely

Never

Method

Public Television
Viewer

22. | dosciencerelated hobbies in my free time.

23. lwant to understand howprocesses iiscience work

24. | enjoy learning about new scientific discoveries

25, hG KSNJ LIS2LX S ¢g2dz R RSa

LISNE 2 Y d¢

26. | am very interested in science.

Strongly disagree
Disagree

Agree

Strongly Agree

Agreeability response
options

Agreeability response
options

Agreeability response
options

Agreeability response
options

Interest in Science

(Modified interest scale
from Cornell Lab of
Ornithology 2014. |
selected a subsetf 5
items)

27. What is your age

28. What is your race?
(Check all that apply)

(fill in the blank)

Americanindian or
Alaska Native

Asian

Black or African
American

Native Hawaiian or
Other Pacific Islander

White
Hispanic

Other (please describe

)

o Age/Target
Audience

o Race/Underreprese
nted in STEM

RMC ReseardBorporatiore Portland, OR
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Survey Question Responsedptions Construct

29. How do you identify? o Female o Gender/Underrepre
o Male sented iNSTEM
o  Transgender
a  Other

30. What is your zip code o Openended o Location

[Text thatappeason final pageof the HYM Survey

Thank you for completing th€VSurvey!f you want to be a chance to win a $25 or $100 gift card
please cliclhere:

https://www.surveymonkey.com/r/HY MSurveyContactinfo

Pass along the survey link to your friendgps://www.surveymonkey.com/r/HYMSuey

HYM Technical Formative Evaluat®eport 52


https://www.surveymonkey.com/r/HYMSurveyContactInfo
https://www.surveymonkey.com/r/HYMSurvey

| LILISYRNVB GALFE {dzAGS 2F Cl O0So622]

Teen (Age 1618)

survey

survey

TV

survey @@ = survey
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TV

survey ] survey

7 e -y

survey
win up to $1008

survey

'\

survey
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TV &

survey

survey
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¥ survey
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Gen X (Age 3%H0)

Ty

survey
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survey.
/6’ 3

-
73

TV

survey
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