Supporting Statement - Part A

Title of information collection:  NASA Communications Research
Type of information collection:  New information collection
Abstract:  This survey is to understand the penetration and performance of NASAs communication methods and messages. To achieve this goal, we will measure the knowledge citizens have of the agency, activities NASA does, the overall industry, and the government’s role in the industry.

1. Explain the circumstances that make the collection of information necessary. 
Identify any legal or administrative requirements that necessitate the collection. Where applicable, attach a copy of the appropriate section of each statute and regulation mandating or authorizing the collection of information.

This information collection supports NASA’s efforts to implement the National Aeronautics and Space Act, as amended, 51 U.S.C. § 20112(a)(3) to better understand and inform strategies to improve the outcomes in how the agency fulfills its function to “provide for the widest practicable and appropriate dissemination of information concerning its activities and the results thereof.”  Through this effort, NASA seeks to collect information that will help best understand the current results of its communications to the American public, and how to apply designated resources to fulfill that foundational function of NASA most efficiently and effectively. This data collection is part of an effort to have an audience-oriented and data-driven approach to assessing NASA's performance against this mandate in a manner that is objective, standardized, and repeatable.   

This information will be used by NASA to measure the American public’s knowledge of the agency’s activities, understanding of the government's role in the types of work NASA does, and how those factors vary across demographics. NASA will use the information to adjust its communication strategies and methods, widen dissemination, better reach demographics with low awareness or misinformation, and tailor information to specific appropriate audiences, ensuring more effective and equitable dissemination.

The Office of Communications is charged with providing information as a governmental service to members of the public as customers. On behalf of NASA, the Office of Communications is trying to provide better customer experience for people seeking and receiving information about and from the agency. It is with this background that NASA is prioritizing an audience-oriented and data-driven approach to assessing its performance in a manner that is objective, standardized, actionable, and repeatable.  

2. Indicate how, by whom, and for what purpose the information is to be used. 
Except for a new collection, indicate the actual use the agency has made of the information received from the current collection.

The information collected will be used to improve the effectiveness of NASA’s communications. 

The Office of Communications serves as NASA's authority and responsible office for developing and executing an Agency-wide communications plan that provides for the widest practicable and appropriate dissemination of information concerning the Agency's activities and results thereof, consistent with the Space Act. To that end, the office is responsible for developing a strategic communications plan that recognizes a diverse range of audiences and stakeholders, embraces an evolving set of communication tools and methods, and analyzes its efforts to ensure that the methods are being effective, and the Agency is demonstrating good stewardship of information and resources. 

Under its authority, the office is responsible for planning, organizing, directing, and coordinating Agency-wide non-scientific/technical and non-procurement communications activities for all facets of NASA's mission, programs, activities, and functions. The scope of Agency communications entails a broad, diverse, and integrated set of efforts including news and media engagement, digital services, and products (including web, multimedia, and social media), engagement activities, development of communications collateral and non-technical publications, exhibits development, as well as other ancillary activities to share the results of NASA's work. 

This information collection is key to the Office of Communications assessing NASA’s communications to the American public, and how to apply resources to fulfill that foundational function of NASA most efficiently and effectively. 

· Effectiveness means that the communications achieve their intended purpose by delivering a clear message that resonates with audiences. The focus is on the quality and appropriateness of the message and asks the question, “How well are we communicating?” Effectiveness ensures that the communication fulfills its intended purpose. The survey includes key questions that will help NASA assess the effectiveness of its communications activities. 
· Efficiency refers to time, budget, effort, and communications channels used to achieve communications goals. The Agency will demonstrate good stewardship of its resources by using data to ensure we are communicating to the American public in the mediums and channels they are in and expect us to be in, as widely and equitably as is achievable with designated resources. 

The ultimate goal of the audience research is to prove and improve accountability to NASA’s function “to provide for the widest practicable and appropriate dissemination of information concerning its activities and the results thereof.” This includes:
· Data about how effectively NASA is communicating with the general population that will help define measurable objectives for reaching wider audiences. These objectives will drive communications planning decisions at all levels.
· Data about the familiarity with NASA topics, perception of NASA’s role and its benefits the American public invests in, and resonance of messages that will inform communications planning to ensure limited resources are prioritized for the most important and effective means to reach wide and appropriate audiences. The rigorous and repeatable nature of the data collection will enable time-over-time measurement of improvement, or lack thereof, and adjustment of strategies accordingly.
· Data about various demographic characteristics will provide information to set audience-based agency objectives. 
The following section includes additional information about how, by whom, and for what purpose the information will be used for each survey question in the information collection:  
1. How important is space and aviation research to day-to-day life on Earth? 
Objective: To gauge the perceived importance of space and aviation research holistically to the respondent and determine if they perceive a connection with day-to-day life on Earth. 

Data Use Plan: In addition to telling us about how important the work that NASA is involved in is to them, it also will help us shape messaging around connections between our work and the day-to-day life of the audience. We’ll look at different demographic breakdowns to see if that importance varies by group. This data allows us to compare later answers about the value of NASA with whether the respondent sees that value stemming from direct benefits to everyday life or other factors. NASA can align its messaging with the public’s views and perceptions, ensuring that space research is framed in a way that resonates with the audience.
· Addressing Perceived Disconnect Between Space and Daily Life: If a significant portion of respondents views space and aviation research as irrelevant to daily life, NASA could implement communication campaigns that focus on bridging this gap. This could involve storytelling techniques that make space exploration more relatable, such as showcasing astronauts working on technologies that benefit Earth, or highlighting how space research has improved everyday products and services.
· Targeting Communications Based on Perceived Importance: NASA could segment its audience based on the perceived importance of space research to tailor communications. For example, individuals who find space research highly important may be targeted with more technical and in-depth content, while those who view it as less relevant could receive more introductory or practical-focused messaging that connects space research with familiar experiences or local impacts.

2. How much do you value National Aeronautics and Space Administration  (NASA)? 
Objective: Identify a need to maintain or elevate NASA in the minds of the general public.

Data Use Plan: Understanding how the public values NASA will help the agency assess its reputation and guide communication efforts. Responses from this question will be used as a key performance indicator of agency communications successfulness. It will be a baseline indicator in the Office of Communication’s Performance Management system where we look to see how the numbers change year over year. It is intentionally broad and lacks any reference to specifics other than focusing on the perception of the agency. Our messaging is based on the concept that in order to successfully disseminate information to audiences, it must be framed in a way that makes that information valuable to audiences. Assessing the extent to which different demographic groups value NASA will help us shape messaging for different audience segments.
· Strengthening NASA’s Public Image Based on High Value: If respondents express high value for NASA, it validates our communications strategy and performance. In future studies, NASA will look for decreases in the level of value to determine if changes in communications strategy are necessary.
· Tailoring Messaging to Address Lower Value Perceptions: If there’s a significant portion of the audience that values NASA less, the agency could adjust its messaging to highlight the broader benefits of space exploration and aviation research, making the case for NASA's relevance to everyday life. NASA could develop materials that connect its work to tangible benefits, such as technological advancements (e.g., medical devices, environmental monitoring), national security, or economic growth.
· Reinforcing the Connection Between NASA’s Work and Public Interests: If some respondents value NASA moderately or less, NASA could focus on communications content that demonstrates the practical, real-world applications of space exploration. This could include showcasing how NASA’s research impacts industries, improves lives, and contributes to technological innovations that people use every day.
· Assessing and Adjusting NASA’s Brand Positioning: Based on the responses, NASA can assess how it’s currently positioned in the public’s mind and make adjustments. For example, if the value is lower in certain demographics, NASA might consider adjusting its brand messaging to be more inclusive or to emphasize new, cutting-edge technologies (e.g., Mars missions, space tourism, climate research) that are capturing public interest.

3. Compared to the amount you hear currently, how much would you like to hear about each of the following NASA activities in the future? 
· Studying the Earth’s climate from space. 
· Exploring the surface of the Moon. 
· Exploring the surface of Mars. 
· Motivating the next generation of talent in STEM (Science, Technology, Engineering and Math). 
· Understanding the solar system and universe. 
· Developing advanced technology to apply to air travel. 
· Conducting research on the International Space Station. 
· Inventing technology for space that could have uses on Earth. 

Objective: Understanding the perceived interest of various activities conducted by NASA, whether or not people are aware of it/hearing about it. 

Data Use Plan: The responses to this question will help NASA understand public interest in specific activities, allowing the agency to better align its communications and outreach efforts with what the public most wants to hear about. The insights gained from this question will inform NASA's content development, priorities, and engagement strategies. Respondent answers to this question, analyzed by demographic group, will help NASA determine if specific topic areas should be bolstered in communications as one of NASA’s important roles.
· Prioritizing Content for Public Interest: If respondents express high interest in some topics,  NASA can prioritize these topics in future communication strategies. This could involve creating more content focused on these activities to meet public demand for information.
· Engaging Targeted Audiences More Effectively: If certain activities are particularly popular among specific demographics, NASA could tailor its communication efforts accordingly. For example, if younger audiences are highly interested in Mars exploration, NASA could create content or experiences designed to spark their curiosity and engagement with space science.
· Adjusting Frequency and Channels of Communication: Based on the preferences for hearing more or less about specific topics, NASA can adjust how often it provides updates on certain activities. If there's a high demand for information about space exploration, NASA might increase the frequency of updates and leverage popular platforms (social media, podcasts, etc.) to keep the public informed. Conversely, if certain activities like air travel technology development are of less interest, NASA may reduce the frequency of communication about those topics.
· Tailoring Content to Reflect Public Curiosity: If certain activities are less frequently requested for future updates, NASA can focus content on making those topics more accessible and interesting. For example, if research on the International Space Station (ISS) is less popular, NASA might develop a series of stories that tie ISS research directly to everyday benefits, such as advancements in health, technology, or sustainability.
· Enhancing Public Engagement and Dialogue: For topics that generate a lot of interest, such as understanding the solar system or developing technology with Earth applications, NASA could invite public participation. This could involve open forums, crowdsourced ideas, or interactive challenges related to these topics, allowing people to feel more involved in NASA’s missions and progress.
· Aligning Strategic Goals with Public Interests: If certain activities are seen as more important or relevant, NASA can use this feedback to align its strategic communications efforts with the broader public interest. This could involve positioning NASA’s goals and research in a way that directly appeals to what people find most significant, boosting NASA’s relevance in public discourse.
· Evaluating Effectiveness of Current Communications: If the data reveals a desire for more information on certain topics but less coverage of others, NASA can assess whether its current communication strategy is effectively addressing public interest. If certain topics are underrepresented, NASA might revise its communication strategy to include more frequent updates, ensuring the content matches public demand.
4. How often do you see or hear news or information about NASA? 
· Daily 
· Weekly 
· Monthly 
· Yearly 
· Less than yearly 
· Never 

Objective: Understand the frequency at which different audience groups are aware of seeing or hearing information about NASA. 

Data Use Plan: This question will be used to set a baseline and enables the assessment of correlation between frequency of exposure and value/importance. In the future we would repeat survey and determine if there was movement in the frequency at which different audience groups are aware of seeing or hearing information about NASA. If levels in a group decrease, it would be a signal of decreasing communications effectiveness and NASA could consider adjusting communications strategy.  
· Assess Reach and Visibility: Determine how frequently audiences are exposed to NASA's messaging. If many respondents select "Yearly" or "Less than yearly," it may indicate a need to increase the frequency of communications or explore new distribution channels.
· Identify Audience Segmentation Needs: If certain groups report limited exposure, consider tailoring content or platforms to reach them more effectively. This can help create targeted outreach strategies for specific demographics or sectors.
· Inform Resource Allocations for Communication Initiatives: Frequent exposure may correlate with awareness, so data from this question could justify reallocating resources toward communications with lower-performing audience segments.
· Develop Metrics for Monitoring: By measuring exposure rates over time, you can track shifts in awareness and adjust strategies accordingly, using these metrics as a baseline for performance management reporting.
5. How do you usually come across news or information about NASA in your daily life?
· I proactively search for NASA-related news or information. 
· I stumble upon NASA-related news or information when it is prominently featured or widely circulated. 
· My interest in certain topics occasionally leads me to/causes me to receive NASA-related news or information. 
· I seldom or never encounter any NASA-related news or information. 

Objective: Understand how the general population (and specific audience groups) are getting their NASA news and information. 

Data Use Plan: NASA will use this data to identify which audiences are actively engaging with our existing communications, assessing the effectiveness of current strategies and tactics for these segments. For audience groups that seldom or never encounter our news or only come across it by chance, we will recognize the need to adjust our communications strategies and tactics to better reach them.
· Identify Audience Engagement Patterns: Determine the proportion of proactive versus passive consumers of NASA news. If most audiences "stumble upon" information or only see it when prominently featured, this could justify efforts to increase the visibility of NASA content in popular channels.
· Assess Interest-Driven Content: For those who encounter NASA news due to topic-specific interests, identify popular interest areas (e.g., space exploration, technological innovation). This insight could support targeted messaging or partnerships with organizations that align with these interests, helping expand NASA’s reach.
· Evaluate Outreach Strategy and Placement: If a significant percentage of respondents "seldom or never" encounter NASA news, this could point to the need for diversified content placement strategies.
· Inform Audience-Specific Content Development: Knowing if audiences are proactive or passive can help tailor communication strategies—targeting proactive audiences with deeper, informative content and ensuring that high-level, accessible content reaches passive audiences through widely circulated channels.
· Guide Performance Metrics for Communications Impact: This question provides a benchmark to evaluate shifts in audience engagement over time. Tracking whether more audiences transition to proactively seeking NASA news could become a valuable indicator for performance management reporting.
6. Which of the following do you do with NASA-related news or information that you see online? (Select all that apply.) 
· Subscribe 
· Follow 
· Share 
· React (Like, Love, Favorite, etc.) 
· Reply/Comment 
· None of these 

Objective: Understand who is engaging with NASA content and how they choose to engage, particularly online. 

Data Use Plan: Analyzing how audiences interact with NASA-related news online offers valuable insights to enhance our communications strategy.
· Content Strategy Refinement: If a significant number of respondents select "Follow" or "Subscribe," it indicates a preference for recurring content. This insight could lead to more frequent or specialized content streams tailored for regular followers or subscribers.
· Audience Engagement Strategy: If people "React" or "Comment" frequently, consider creating more interactive content, such as Q&A sessions, live updates, or opinion polls, to encourage further engagement.
· Distribution Method Adjustments: A strong preference for "Share" suggests the content is perceived as shareworthy, so increasing content shareability (e.g., visuals, compelling headlines) could expand organic reach.
· Platform Prioritization: High engagement with certain actions (e.g., "React" vs. "Reply") could indicate where to focus resources. For example, if reactions dominate, short-form, easily digestible posts might be ideal, while comments could indicate a need for deeper, discussion-oriented content.
· Non-engaged Users Analysis: If "None of these" is common, explore reasons for disengagement and address any gaps in messaging, content relevance, or distribution channels.

7. Which, if any, of the following ideas come through in what you have you heard about NASA? (Select all that apply.) 
· NASA explores the universe for the benefit of all.  
· NASA explores the unknown in air and space. 
· NASA innovates for the benefit of humanity. 
· NASA inspires the world through discovery.  
· None of these (Exclusive) 
Objective: This data will tell us if we’re effectively communicating about key elements and differentiators of NASA’s brand - that what NASA does is for the benefit of humanity. These are also NASA’s mission, vision, and key messages, so this question is an indicator of our message reception and general understanding of what NASA exists to do, versus just brand recognition. 

Data Use Plan: This question will be used to set a baseline, potentially set goals in increasing reception of specific messages, and then tracking against those goals. Poor performance will indicate a need to change strategies and tactics. This is all toward ensuring the American public has a strong understanding of its government aerospace agency. 
· Messaging Effectiveness Evaluation: Analyze which ideas have been received by audiences to determine if current messaging aligns with NASA’s desired identity. If certain ideas (e.g., "NASA innovates for the benefit of humanity") are less recognized, it may indicate a need to amplify this theme in communication efforts.
· Targeted Content Development: For ideas that are received strongly by respondents (e.g., "NASA explores the unknown in air and space"), create more content that reinforces and expands on these themes. This could involve additional multimedia content or events that highlight NASA’s achievements in those areas.
· Adjusting Communications Focus: If audiences largely connect with only one or two ideas, but not others, explore ways to diversify the communication approach. For example, if "NASA inspires the world through discovery" ranks lower, emphasize stories that showcase how NASA’s discoveries impact society and inspire future generations.
· Audience Segmentation: Use data on selected ideas to segment audiences based on what resonates with them, tailoring messaging strategies to specific audience groups. This can help reach varied demographic or interest groups with the messaging themes that most appeal to them. This data will also be used to form hypotheses to test in forthcoming qualitative research. 
· Addressing Misalignment or Misconceptions: If "None of these" is a frequent response, it may indicate a misalignment in public perception or a gap in messaging. Investigate whether additional communication or clarification is needed to ensure audiences understand NASA's mission and goals accurately.

8. How do you typically respond to information you see or hear about NASA? 
· Read/listen/watch completely and do further research. 
· Read/listen/watch completely, but then move on. 
· I skim/partially listen or watch, and then move on. 
· I glance at it without much attention. 
· I don't engage with NASA messages. 

Objective: Defining what engagement looks like broadly and among specific audiences to determine if NASA comms need to shift to garner deeper engagement among non-fans.

Data Use Plan: This tells us how to develop content that will serve the audience’s “next action” desires. Pairing these with answers about specific NASA activities people are interested in could help focus our communicators’ time on content that is more skimmable or more in-depth for different topics. We may also seek to set goals to use this as a baseline and increase the deeper levels of interest and engagement with our information. This is also another part of our index that can help us determine who our current attentive audiences are, and what demographics may need shifts in content strategies to reach them effectively.
· Content Depth Adjustment: If many respondents indicate they “read/listen/watch completely and do further research,” it suggests that the audience values in-depth content. This can justify creating more comprehensive, detailed content to satisfy this interest and support in-depth learning.
· Increasing Retention through Engaging Elements: If “read/listen/watch completely, but then move on” is common, consider incorporating calls-to-action, interactive features, or follow-up content to encourage ongoing engagement and retention beyond initial consumption. This could involve links to related articles, interactive quizzes, or suggestions for further reading.
· Content Simplification and Highlighting: If skimming or partial engagement is prevalent, adapt content to capture attention more quickly, using shorter pieces, highlight sections, or engaging visuals. Infographics, quick video summaries, or bolded key points can cater to users who engage briefly.
· Attention Capture Strategies for Brief Glances: For respondents who “glance at it without much attention,” employ tactics like compelling headlines, eye-catching images, or provocative questions. This approach can help draw users into the content more effectively, converting passive viewers into active engagers.
· Engagement Gap Analysis: If “I don’t engage with NASA messages” is common, explore reasons behind this disengagement and could be a potential flag for future qualitative research. This could inform efforts to modify messaging, channels, or topic focus to make NASA's content more appealing and relevant to the audience. 

9. Which, if any, of the following prevents you from reading/listening to news, stories, or information about NASA? (Select all that apply.) 
· The language is too technical or scientific. 
· It doesn’t apply to my daily life. 
· It’s interesting, but not personally relevant. 
· There's no way for me to participate or take action. 
· I don't believe space exploration is important. 
· I generally ignore information from government organizations. 
· I trust commercial space organizations more on space exploration matters. 
· I have doubts about the credibility of NASA's information. 
· Other (please specify). 

Objective: Identifying barriers to NASA information reception among general populations and specific audiences. Gauging relevance of the information NASA shares, the influence of overall perceptions of the government, and perceptions of NASA’s credibility. 

Data Use Plan: The results of these questions will be provided directly to NASA’s communicators community of practice to incorporate into their content to improve its general effectiveness. Paired with demographic data, it can help determine appropriate audiences and strategies for different kinds of information and communications plans. Responses indicating mistrust or misunderstanding of government would allow us to know audiences that we particularly need to work harder at reaching effectively

· Simplifying Language and Content Accessibility: If many respondents find the language "too technical or scientific," consider creating simplified, more accessible versions of content. This could include layman’s summaries, infographics, or glossary sections to break down complex topics.
· Connecting Content to Everyday Life: If “it doesn’t apply to my daily life” or “it’s interesting, but not personally relevant” is commonly selected, develop stories that highlight NASA’s impact on daily life. Examples include applications of NASA research in healthcare, climate science, or technology innovations that benefit society.
· Encouraging Audience Participation: If a large number of respondents or hard to reach group of respondents indicate “no way to participate or take action,” develop strategies that would provide ways for the public to get involved that could foster a greater sense of connection to NASA’s work.
· Building Perception of Relevance and Importance: If a notable number “don’t believe space exploration is important,” emphasize the broader benefits of space research, such as advancements in technology, Earth observations, and solutions for global challenges. This could also involve tailored content that explains the value of space exploration in a relatable way.
· Addressing Trust and Credibility Concerns: If a notable number of respondents select “I generally ignore information from government organizations” or “I have doubts about the credibility of NASA's information,” work on trust-building strategies such as highlighting NASA's rigorous scientific standards and transparency.
· Communicate NASA’s Role in Partnerships with Commercial Entities: If respondents say they “trust commercial space organizations more,” consider spotlighting NASA’s unique role, expertise, and collaborations with private sector partners. Showcase NASA’s contributions to commercial efforts and clarify the agency’s unique place in advancing space exploration for public benefit.
· Understanding and Responding to Other Barriers: Analyzing “Other” responses can uncover additional insights into barriers and audience perspectives. This information could guide customized outreach, content adjustments, or messaging clarifications based on specific feedback.

10. Which, if any, of these events would you be compelled to attend to see a NASA exhibit or speaker? (Select all that apply.) 
· Large-scale gatherings (sporting events, festivals, etc.) 
· Airshows 
· Local or regional community events (Rotary Club, Boy/Girl Scout Troop meetings, etc.) 
· Group gatherings (Astronomy Clubs, etc.) 
· Museum or University sponsored events 
· Conferences or tradeshows 
· Other (please specify) 
· None of the these 

Objectives: Want to understand where NASA should be present and where NASA’s presence will have the greatest impact. Use information to inform investment in engagements, determine where funds are well-spent vs. with engagements may not have lasting impact.

Data Use Plan: The Office of Communications engagement team determines what events to participate in each year and this data will help them focus on evidence-based resource planning by prioritizing based on interest. This question will help NASA optimize outreach by identifying preferred venues for public engagement and guide resource allocation toward the most impactful opportunities, ensuring NASA’s communications are strategically deployed and reach audiences effectively.

· Targeting Large-Scale Public Events: If many respondents prefer “large-scale gatherings” (e.g., sporting events, festivals), NASA could prioritize high-visibility exhibits at these events to reach diverse audiences and increase general public awareness.
· Expanding Presence at Airshows: If airshows are popular, NASA could plan for a regular presence at these events with interactive exhibits, demonstrations, and talks, focusing on aeronautics and aerospace to align with audience interest.
· Engaging Local Communities Directly: If “local or regional community events” are frequently selected, NASA could consider smaller, community-based outreach, where representatives engage with specific audiences, such as local clubs or educational groups. This approach could foster deeper local engagement and strengthen relationships with community stakeholders.
· Supporting Science and Hobby Groups: If respondents favor group gatherings like Astronomy Clubs, NASA could develop specific presentations or guest speaker programs tailored to these enthusiasts, potentially covering more advanced or niche topics that resonate with their interests.
· Highlighting Academic and Cultural Collaborations: If “museum or university-sponsored events” are popular, NASA might prioritize partnerships with these institutions for public lectures, interactive exhibits, and hands-on activities, which can draw in families, students, and academic communities.
· Networking at Conferences and Tradeshows: If many respondents are drawn to “conferences or tradeshows,” NASA could strengthen its presence at relevant professional gatherings, such as science, engineering, or education conferences, to reach both professionals and engaged members of the public.
· Responding to Unique Venues from “Other” Responses: Review the “Other” responses to identify specific event types or venues that appeal to respondents. If feasible, NASA could explore these venues for outreach opportunities that align with unique public interests.
· Understanding Low Engagement: If “None of these” is common, it may indicate a need for alternative outreach strategies, such as virtual events or digital content accessible anytime. This could provide NASA with new insights into barriers or preferences for engagement that weren’t previously considered.

11. Currently, where do you usually see or hear news or information about NASA? (Select all that apply.) 
· Cable news 
· Broadcast TV 
· Broadcast radio 
· Social media (Facebook, Instagram, Twitter/X, TikTok, Reddit, etc.) 
· Podcasts (Apple Radio, Spotify, etc.) 
· NASA website 
· Online news website 
· News aggregator (Apple News, Samsung News, etc.) 
· In-person events 
· Other 
Objective: Understand where people are getting their information, forming perceptions, and otherwise hearing/seeing updates and information related to NASA. Gauge if there are areas of investment that are more popular than others and where further investment might be warranted. 

Data Use Plan: This question provides a baseline for comparison for the next question. Questions 11 and 12 are interdependent. Responses will identify key channels for reaching NASA’s audiences, enabling more targeted communication when the data is considered with the answer to the following question. See additional details and explanation under question. 

12. Where would you be most likely to read/listen to NASA news, stories, and updates in the future? (Select all that apply.) 
· Cable news 
· Broadcast TV 
· Broadcast radio 
· Social media (Facebook, Instagram, Twitter/X, TikTok, Reddit, etc.) 
· Podcasts (Apple Radio, Spotify, etc.) 
· NASA website 
· Online news website 
· News aggregator (Apple News, Samsung News, etc.) 
· In-person events 
· Other 

Objective: This question helps us understand desired sources of information for the general population, and which sources may be falling out of favor for them to receive our information.

Data Use Plan: This data will inform communications planning to ensure limited resources are prioritized for the most important and effective means and messages to reach wide and appropriate audiences. Choosing to pursue development of media interactions, audio content, video content written content, written/visual content, etc. Knowing which are going to be most effective for large or specific audiences is of high value in communications planning and stewardship of resources. Knowing what information sources are reaching the general population helps us focus pitching efforts, content development, and content format to be more effective. Tying that to demographics helps us choose better strategies if there are particular audiences we want to reach with specific communications. 

· Optimizing Broadcast Channels: If a significant number of respondents select "Cable news" or "Broadcast TV," NASA could focus on more media partnerships with these outlets, ensuring visibility to engage this audience effectively.
· Leveraging Radio for Broader Reach: If "Broadcast radio" is popular, consider audio-specific content that highlights NASA updates and news, perhaps through partnerships with national or regional radio stations, to capture commuters and listeners who prefer audio media.
· Expanding Social Media Engagement: If social media is frequently selected, this indicates strong engagement on these platforms and justification to maintain its focus on platform-specific content.
· Developing Podcast Strategy: If "Podcasts" are a popular choice, NASA could further develop our podcast strategy and expand our outreach to other podcasters with notable audiences. 
· Enhancing NASA’s Website Content: If many respondents go directly to NASA's website, NASA can analyze the audience segments to assess what they’re interested in to optimize website content strategy. If a notably small proportion of respondents are going directly to NASA’s website, NASA could set it as a baseline and develop an organizational objective to increase the return on investment. 
· Utilizing Online News Websites and Aggregators: If "Online news website" or "News aggregator" are common, NASA could maintain its strategy ensure timely, press-friendly updates for distribution across major news sites. 
· Increasing In-Person Engagement: If "In-person events" is a frequent selection, NASA could prioritize more live events and exhibitions, focusing on geographic locations where these audiences are most likely to attend. This could strengthen community relations and create direct engagement opportunities.
· Exploring Other Platforms Based on “Other” Responses: Analyze “Other” responses for any unique or emerging platforms that may not be part of NASA's current outreach strategy. This feedback could highlight opportunities to reach niche audiences or test new channels.

13. Please rate your level of familiarity with each of the following.  
· NASA 
· Space companies founded 2000 and later (ex. Blue Origin, Sierra Space, SpaceX) 
· Space companies founded before 2000 (ex. Boeing Space, Lockheed Martin Space, Northrop Grumman Space) 

Objective: Gauge awareness and familiarity of NASA and commercial space organizations. 
· We have some indicators that there is general misunderstanding of the coupled roles of commercial space companies and NASA. We want to explore how prevalent this is, and with which groups so we can work to ensure an accurate understanding of this complex developing relationship and the continued value of government research and enabling of commercial service providers.
· Familiarity with space companies filters what respondents are asked in the next questions. 

Data Use Plan: The general level of familiarity with NASA will be a baseline KPI to track over time and seek to improve with measurable communications objectives. Understanding familiarity levels with NASA and other space organizations will help refine NASA’s messaging, positioning, and outreach efforts.


14. Thinking about each of these organizations, how important is their role in the future of space exploration? (Ask of orgs that are familiar) 
· NASA 
· Space companies founded 2000 and later (ex. Blue Origin, Sierra Space, SpaceX) 
· Space companies founded before 2000 (ex. Boeing Space, Lockheed Martin Space, Northrop Grumman Space) 

Objective: Learn if there is public perception of NASA relevancy in the space exploration category. Understand who is perceived as a leader in the space exploration category.

Data Use Plan: A perceived greater importance of space companies than NASA would indicate a broad misunderstanding of the relationship between companies, which largely exist to provide logistics services to NASA, the DoD, and some other much more minor customers. NASA is the conductor of research and exploration for the public good. If these numbers are notable or notable in specific demographics, then action is necessary to address misinformation, with strategies and messaging developed to reach those audiences in particular and correct perceptions. 

· Strengthening NASA’s Brand Identity: If familiarity with NASA is high, NASA can focus on deepening engagement by showcasing specific programs, achievements, and research contributions. This might include highlighting lesser-known missions, technology developments, or collaborations that demonstrate the agency's unique role in space exploration.
· Highlighting NASA’s Distinct Role in Government-led Space Exploration: If familiarity with both categories of space companies (before and after 2000) is high but NASA’s familiarity lags, NASA can focus on differentiating its role as a government entity dedicated to public service and scientific advancement. Content could emphasize the unique public benefits and open access research NASA provides, alongside partnerships with both new and established companies.
· Designing Tailored Informational Campaigns: For groups with low familiarity across all categories, NASA might prioritize awareness campaigns that introduce the public to the space industry, explaining NASA’s pivotal role, its partnerships, and how these collaborations drive space exploration forward. This could include public service announcements, introductory web content, or museum exhibits that convey NASA’s legacy and its partnership ecosystem.
· Refining Content Strategy Based on Familiarity Levels: Analyze varying familiarity levels across demographic groups to inform a targeted content strategy. For example, if younger audiences are more familiar with new space companies, create content that connects NASA’s work to these interests. Conversely, if older audiences have higher familiarity with NASA or traditional companies, emphasize content that appeals to legacy and innovation continuity.

15. How trustworthy do you find the information, news or updates that come from the following organizations? 
· NASA 
· Space companies founded 2000 and later (ex. Blue Origin, Sierra Space, SpaceX) 
· Space companies founded before 2000 (ex. Boeing Space, Lockheed Martin Space, Northrop Grumman Space) 

Objective: Gauge general perceptions of NASA’s transparency/accuracy/credibility.

Data Use Plan: Maintaining trust and credibility are essential elements of NASA’s communications priorities. The level of trustworthiness for NASA will be a baseline KPI to track over time and seek to improve with measurable communications objectives. If we received notable percentages of responses indicating lack of trust in our information, especially relative to other space-related sources, this is telling and directive toward action we must take to address this dip in trust.
 
· Building on High Trust in NASA: If NASA is generally viewed as highly trustworthy, this finding reinforces NASA’s role as a credible, science-backed leader in space exploration. NASA could leverage this reputation by increasing public outreach content that emphasizes transparency, scientific rigor, and public service.
· Enhancing Transparency and Credibility if Trust is Lower: If trust in NASA is lower than expected, this indicates a need for transparency and relationship-building efforts. 
· Identifying Trust Variances by Demographics: Analyzing trust differences across audience segments (age, location, etc.) can guide tailored communication. 
· Informing Content Creation Based on Trust Levels: For entities where trust is lower, NASA could consider developing content that specifically addresses common misconceptions, explains organizational values, and reinforces the accuracy and reliability of NASA's information. 
 
16. Are you currently a parent or legal guardian of any children under the age of 18?   
· Yes  
· No  

Objective: Collect data on whether or not respondents are parents to measure if their answers differ in the context of parental mindsets and content/messaging exposure.

Data Use Plan: Exposure to content targeted at children related to space and NASA may have a notable effect on parents, versus non-parents. Knowing this factor of demographic of respondents allows us to analyze the data with a further dimension, define characteristics of segments and messaging strategies. 


3. Describe whether, and to what extent, the collection of information involves the use of automated, electronic, mechanical, or other technological collection techniques or other forms of information technology, e.g. permitting electronic submission of responses, and the basis for the decision for adopting this means of collection. 
Also describe any consideration of using information technology to reduce burden.

The information will be collected via the AmeriSpeak panel developed specifically for general population studies. The panel will be surveyed via mixed-mode data collection to improve response rate and the representativeness of the complete surveys. During recruitment, panelists are offered an opportunity to choose their preferred mode – web or phone – for future participation. Panelists predominantly prefer web over phone mode. 

The telephone mode encompasses panelists without internet access, panelists whose only internet access is via smartphone, and panelists with internet access but are unwilling to share an email address. 

To the extent that non-internet households or “net averse” persons are different from the rest of the population, mixed-mode surveys have better population coverage and produce more accurate population estimates. Telephone interviewers administer the telephone surveys using a data collection system supporting both the phone and web modes, providing an integrated sample management and data collection platform. For panelists using smartphones for web-mode surveys, the survey system renders an optimized presentation of the survey questions for all mobile users.

4. Describe efforts to identify duplication. 
Show specifically why any similar, already available, information cannot be used or modified.

Note: If you are aware that information is collected elsewhere by NASA (e.g., SSN) then the response should include a description of why it would be necessary to collect it from a respondent again. If another Federal agency collects similar or same information available to NASA, then explain how NASA will use their information.

Note: If the information being collected is unique to NASA, then an appropriate response might be “There is no duplication as there are no other sources available to collect this information.”

There is no duplication. The Office of Communications diligently takes advantage of existing public opinion surveys from Pew Research Center, Gallup, and NORC’s General Social Survey when it comes to understanding public understanding of NASA at a very high level. However, there are no other sources available to collect this information at the level NASA is seeking. 

5. If the collection of information impacts small businesses or other small entities, describe the methods used to minimize burden.
If the collection does not have a significant impact on small business, you may state something to the effect that “Collection of this information does not have a significant impact on small businesses.”
	
	Collection of this information does not have a significant impact on small businesses. 

6. Describe the consequence to federal program or policy activities if the collection is not conducted or is conducted less frequently, as well as any technical or legal obstacles to reducing burden.

Collecting this information is essential for NASA to develop data-driven, targeted communication strategies that can increase engagement, efficiently use resources, and effectively convey its mission to diverse audiences. Not conducting the survey could lead to ineffective outreach, wasted resources, and diminished public realization of the benefits of the agency—ultimately weakening NASA’s ability to fulfill its mission. Failure to collect this information would limit the objectives, strategies, and dissemination of relevant information to the American public, including underserved populations. 

· Ineffective Messaging and Engagement
· Failure to Reach Key Demographics: NASA may not be able to effectively identify emerging or underserved groups. This can result in a communication gap, where certain populations are not adequately engaged.
· Inability to Tailor Messages: Without knowing what different audiences care about or how they prefer to receive information, NASA risks sending out generic messages that fail to be received, leading to lower public knowledge, engagement, and interest.
·  Resources
· Budget: NASA may spend resources on communication strategies that are not data-driven, leading to lower returns on investment. This could mean wasting funds on communicating to the same limited audiences repeatedly rather than widening audiences and creating new familiarity with the agency’s work or spending on messaging that doesn't align with intended audiences’ needs or preferences.
· Less Effective Campaigns: NASA’s public outreach or educational campaigns may not be as effective as appropriate for the level of potential public interest if the content and channels are not optimized for intended audiences, leading to low participation or interest high-potential initiatives, such as space exploration missions.
· Decreased Positive Public Perception
Public Trust: A lack of targeted communication could erode public trust if audiences feel disconnected or uninformed about NASA’s activities. Positive public perception drives appreciation of government investment in STEM, STEM fields and professionals in general, motivation for students to pursue STEM fields in advanced schooling and careers, enthusiasm for American accomplishment, and realization of the practical benefits of research such as data that can inform policy and public understanding, inventions, and discoveries with applications to business and academia. 
· Lack of Data-Driven Decision-Making
· Subjective Decision-Making: Without empirical data from a communications survey, decisions about messaging, outreach, and content strategy may be based on assumptions or incomplete/outdated information, leading to less effective communication strategies.
· Inability to Measure Success: If NASA does not conduct a survey, it may lack the benchmarks necessary to measure the effectiveness of its communications over time. This can lead to an inability to inform future communication resource allocations or strategies and may weaken the agency’s ability to provide adequate information during audits or performance evaluations.

7. Explain any special circumstances that would cause an information collection to be conducted in an exceptional manner: 
Exceptions/special circumstances must be explained if the collection of information is not conducted in a manner consistent with the guidelines for PRA in 5 CFR 1320.6. 

Common examples of a collection conducted in an exceptional manner include requiring respondents to:
· Report information to the agency more often than quarterly
· Prepare a written response to a collection of information in fewer than 30 days after receipt of it
· Submit more than an original and two copies of any document
· Retain records, other than health, medical, government contract, grant-in-aid, or tax records for more than 3 years in connection with a statistical survey that is not designed to produce valid and reliable results that can be generalized to the universe of study
· Use a statistical data classification that has not be reviewed and approved by OMB
· Swear a pledge of confidentiality that is not supported by authority established in statue or regulation, that is not supported by disclosure and date security policies that are consistent with the pledge, or which unnecessarily impedes sharing of data with other agencies for compatible confidential use
· Submit proprietary trade secret(s) or other confidential information unless the agency can demonstrate that it has instituted procedures to protect the information’s confidentiality to the extent permitted by law

All answers are “No”.  There are no special circumstances.

8. Provide the date and page number of publication in the Federal Register for the 60-day and 30-day FNRs, soliciting comments on the information collection prior to submission to OMB.  

60-day FRN: 89 FR 62804 on 8/1/2024. No comments were received.
30-day FRN: 89 FR 81950 on 10/9/2024. 

9. Explain any decision to provide any payment or gift to respondents, other than remuneration of contractors or grantees.  

For this survey, the incentive the National Opinion Research Center (NORC) is providing participants is equivalent to $2. The $2 equivalent incentive for this study is typical for this length of survey and their panelists are used to seeing this amount for this length of survey.

10. Describe any assurance of confidentiality provided to respondents and the basis for the assurance in statute, regulation, or agency policy.
Note: The information collection sponsor must confer with their Privacy Manager/Officer regarding the proposed information collection instrument/form/survey, etc. If NASA has unique confidentiality policies or other privacy policies apply, they should be cited and discussed in terms of what protections will be provided to respondents.

NORC meticulously safeguards respondents’ information during data collection. This also ensures that the resulting statistics protect each person’s identity. NORC has developed its own cell suppression algorithms and uses other available software to limit the risk of disclosure. NORC’s experienced staff creates releasable files that maximize utility while minimizing the risk of disclosing individual respondents’ information.

11. Provide additional justification for any questions of a sensitive nature, such as sexual behavior and attitudes, religious beliefs, and other matters that are commonly considered private. 
This justification should include the reasons why the agency considers the questions necessary, the specific uses to be made of the information, the explanation to be given to persons from whom the information is requested, and any steps to be taken to obtain their consent.

Note: It is not impossible to obtain OMB approval to collect this type of information, but the reason why is needed and how it will be used must be very sound.  For information collections involving questions of race/ethnicity, the agency should ensure that the OMB classifications and two-question format found on page 20 of the 1997 “Revisions to the Standards for the Classification of Federal Data on Race and Ethnicity” are reviewed and applied as applicable. Furthermore, reflecting back to the response provided in question 4, an explanation of why the agency cannot obtain the desired information from another source should be included.

Note: If this question does not apply, a possible response would be “Questions of a sensitive nature are not found in this information collection.”

We are asking respondents whether they are parents or legal guardians of children under the age of 18 to better understand the communication needs and preferences of households with minors. Understanding whether respondents have children helps us:

- Tailor communication efforts: Their responses can inform how to communicate effectively with family-centric households.
- Identify differences in communication preferences: Families may have unique information sources, channels, or formats that differ from those without children. Knowing whether respondents have children allows us to identify distinct patterns in communication preferences.
- Ensure equitable outreach: Households with minors may face different challenges in accessing and understanding information. Collecting this demographic information helps us ensure that our communications reach all audiences.


12. Provide estimates of the hour burden of the collection of information.
Indicate the number of respondents, frequency of response, annual hour burden, and an
explanation of how the burden was estimated. If the hour burden on respondents is expected to vary widely because of differences in activity, size, or complexity, show the range of estimated hour burden, and explain the reasons for the variance.

	Respondent category
	Number of respondents
	Estimated completion time
	Annual burden

	Public
	1500
	15 minutes
	375 hours


(Example: 20 x 30 = 600   600 minutes/60 = 10 hours)

13. Provide an estimate of the total annual cost burden to respondents or record keepers resulting from the collection of information.
Do not include the cost of any hour burden shown in Items 12 and 14.

(Example: Respondent wage $30/hr
Labor burden per response 30 min=0.5 hours, so $30 x 0.5 = $15/hour
Total labor burden $15 x 10 = $150)

Respondent wage $30/hr
Labor burden per response = 10 min = .17 hours, $30 x 0.17 = $5.10/hour
$5.10 x 250 = $1,275

		* Average hourly rate as of June 2024 = $29

No annual cost burden to respondents or record keepers resulting from the collection of information. 

14. Provide estimates of annualized costs to the Federal government. 
Also, provide a description of the method used to estimate cost, which should include quantification of hours, operational expenses, and any other expense that would not have been incurred without this collection of information.

· Government civil servant labor: $13,000 (cost of 10% of Office of Communications Research and Analytics Lead for one year which covers oversite of project, after-action reporting, and leadership presentations) 
· Procurement dollars to buy contractor services, cost to design, formulate and run the survey:
· Costs for agency time and sample: $106,360
· Labor: $35,000 
· Hard costs/sample: $71,360 
· Total: $225,720

15. Explain the reasons for any major program changes or adjustments to burden hours or annualized costs to respondents.
Not applicable.   The information collection is requesting OMB approval.

16. For collections of information whose results will be published, outline plans for tabulation and publication.  
Address any complex analytical techniques that will be used. Provide the time schedule for the entire project, including beginning and ending dates of the collection of information, completion of report, publication dates, and other actions.

Research is for internal use only. 

17. If seeking approval to not display the expiration date for OMB approval of the information collection, explain the reasons that display would be inappropriate.
NASA must display the expiration date within the required PRA Statement for all electronically collected collections and should display the expiration date on collections collected via paper submission as well. However, if you believe there would be exceptional burden to reprint paper collection devices with new expiration dates every three years, state this here along with a compelling argument as to why.

NASA will display the expiration date on the electronic version of the survey within the required PRA Statement.

18. Explain any exception to the below certification statement.
The NASA Sponsor to this information collection must address the certification below and enter their name and position title. The NASA Office of the Chief Information Officer must concur on any exceptions requested by the information collection sponsor, or the package will not be forwarded to OMB.

The proposed collection of information – 
(a) is necessary for the proper performance of the functions of NASA, including that the information to be collected will have practical utility; 
(b) is not unnecessarily duplicative of information that is reasonably accessible to the agency; 
(c) reduces to the extent practicable and appropriate the burden on persons who shall provide information to or for the agency, including with respect to small entities, as defined in the Regulatory Flexibility Act (5 U.S.C. 601(6)), the use of such techniques as: 
(1) establishing differing compliance or reporting requirements or timelines that take into account the resources available to those who are to respond; 
(2) the clarification, consolidation, or simplification of compliance and reporting requirements; or 
(3) an exemption from coverage of the collection of information, or any part thereof; 
(d) is written using plain, coherent, and unambiguous terminology and is understandable to those who are targeted to respond; 
(e) indicates for each recordkeeping requirement the length of time persons are required to maintain the records specified; 
(f) has been developed by an office that has planned and allocated resources for the efficient and effective management and use of the information to be collected, including the processing of the information in a manner which shall enhance, where appropriate, the utility of the information to agencies and the public; 
(g) when applicable, uses effective and efficient statistical survey methodology appropriate to the purpose for which the information is to be collected; and 
(h) to the maximum extent practicable, uses appropriate information technology to reduce burden and improve data quality, agency efficiency and responsiveness to the public; and 
(i) will display the required PRA statement with the active OMB control number, as validated on www.reginfo.gov 

There are no exceptions to the certification statement. 
		
The NASA office conducting or sponsoring this information collection certifies compliance with all provisions listed above. Certifying individual must be a civil service employee.

Name: Janel Kasper-Wolfe
Agency: National Aeronautics and Space Administration (NASA)
Department: Office of Communications
Title: Research & Analytics Lead | Strategic Planning & Integration
Email address: janel.c.kasper-wolfe@nasa.gov
Phone number: 256-583-1721
Date: September 30, 2024


