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SUMMARY OF GEN ICs


	Title of Collection
	Participants
	How the Information Was Used
	Hours Used

	Consumer Feedback
Survey on CFSAN
Outbreak and
Response Evaluation
Investigation Table
	Sampling of 500 subscribers to an FDA email list dedicated to sending updates on current outbreak investigations by FDA. Survey respondents were “consumers” of the CIT; based on the questions FDA has received in response to our emails.  This email group consisted of, but was not limited to, general consumers, trade press media, and news outlet representatives.
	This survey was the second request for audience feedback on the CIT since its launch. The first request for was administered in November and December 2021. Results from that survey have been combined with this survey in sampling CIT email list members. This is largely the same survey used previously, which assessed usage and table usability and comprehension. The results of this survey, along with the results of the previous survey, are being used to make any necessary revisions to the CIT table.  

The data is also used to inform CORE management and staff about current CIT usage and stakeholder understanding. If the data indicates a need, the CIT will be modified to improve appearance and understanding.
	83

	Message Delivery
Formats on Consumer
Understanding of Foods
Derived from
Agricultural
Biotechnology

	Respondents were members of an online consumer panel in the U.S., 18 years or older. Participants were screened based on their frequency of grocery shopping, with those included in the study shopping for their household groceries at least half of the time.  Additionally, FDA chose individuals who reported knowing nothing about genetically modified foods and declared no interest in learning more to avoid significant disinterest in answering survey questions and potential issues, such as satisficing.
	The research provided valuable insights about the ‘Feed Your Mind’ campaign and provided information to be used for future FDA communication strategies.
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