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Topics

� AAPM Media Publicity Program

� DBIS TV Program
� AIP’s 75th Anniversary—Some Possible Ideas

for AAPM’s 50th

Topics

Issuesimpairedby lack of scienceliteracy

� U.S. competitiveness – S&T
� Teaching of sciences, engineering and math

� Enrollment in science, engineering, math programs
� Health care/medical advances

� Energy policies/innovations
� R&D Funding

Science Awareness andScience Awareness and
AppreciationAppreciation……Why Care?Why Care?

Physics Enroll ment in U.S. High
Schools, 1948-2001
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Public Awareness &
Appreciation of Science

� Why Care?
� Goals: ���� Studen t Enroll ment
� ���� Public&Political Suppo rt for Science

� Belief: ���� A&A = pre-condition ⇒⇒⇒⇒ support
� ���� A&A = pre-condition ⇒⇒⇒⇒ authority
� ���� A&A = pre-condition ⇒⇒⇒⇒ enrollment

� Whose Job Is It?

What do we know about the public’s
opinion of science?

�TV is the leading source of S&T info rmatio n
for general public ( 44% )
2004 NSF Science and Engine ering Indi cators

� Only 8% watch in depth science TV
pro grams (e.g., NOVA, PBS)
PEW Research Center 2004

Understand how the public gets their information

Understanding Audiences
Is audience receptive to science news?

Relevant Research Need for STEM Education

NSF Science & Engine ering Indicators 2004:

50% Intere sted S&T Develo pments

15% Consid er themsel ves wel l informed

30% Consid er themsel ves poorl y info rmed

50%

50%

30%

70%

15%

85%

Role of Informal EducationPrograms

--Programs aimed at raising public awareness and
appreciation are critical and complementary to formal
education efforts

--Impact difficult to measure

--Comprehensive research data are not yet collected that
show a direct correlation between public’s A&A and

� Support

� Student enrollment

� Authoritative role for science in society
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� Umbrella of 10 Member Societies including AAPM

�Missio n is to advance physics & related fiel ds

Publish journals, magazines

Provide progr ams, serv ices, initiati ves for community

Disseminate inf ormatio n to general publi c

Inform poli cy makers

� Work in part ners hip with 10 Member Societi es

AIP Media and GR Goals

To promote awareness, appreciation, understanding,
and support for:

� The role that medical physicists play in
society.

� The role that medical physicists play in
shaping the future.

AIP Media Objective
Disseminating infor matio n to the

news media

Understanding the various media
outlets and audiences served

Designing and tailoring the
science news message for the
relevant outlet

Getting the MessageOut Effectively

� How To Reach Intended Audience?

� How to turn awareness and appreciation
into authority/support for science in
society?
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Development of Strategic Media Programs
AAPM Meeting Publicity

� Publicize AAPM scientific program to the
news media with goal of generating news
coverage

� Highlight 5-7 meeting talks with particularly
newsworthy, accessible results

� Main target audiences: “print” media
(newspapers, Internet), popular magazines
and trade publications

� Distribute press materials to reporters via
email and web
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AAPM Story Selection

� AAPM program committee provided
recommendations of several dozens of
abstracts

� AIP science writers worked with AAPM media
relations subcommittee chair to select
abstracts, contact presenters

� Writers fact-checked individual press release
items with respective presenters, sent release
to program committee and AAPM leadership
for final review

AAPM Meeting Virtual Pressroom
http://www.aapm.org/meetings/06AM/VirtualPressRoom

Single-Topic News Releases Lay-Language Papers
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Internet News Wires Sample AAPM Meeting News Coverage

Sample AAPM Meeting Media
Coverage

Publicizing AAPM Policy Statements
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Coverage of AAPM Statement Another AAPM Statement

AAPM Release on Google News
Press Coverage of
AAPM Statement
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Media Programs

Belief
Awarenes s and App reci atio n

+
Programs and Ini tiati ves

=
Society with Appro pri ate Role/Authori ty of

Science in Decis ion Makin g Process

•Twelve~90-second reportseverymonth.
•Scientifically reviewedby AIP staff, independent
experts,partner organizations
•Educational webpagefor everystory
•Production andmarketingdonein collaborationwith
IvanhoeBroadcastNetwork,amajorsyndicatorof
S&T news

Credible & Compelling Sci/Tech Content
for Local TV Broadcasters
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Understanding how the publ ic gets in form ation
Used specific news source “yesterday”

(Source : Pew Research Center, 2004)(Source: Pew Research Center, 2004)

Web is Complementary to TV
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� Prom ote awareness and appreciation among local
TV news viewers of the ro le scien ce plays in society

� Prom ote the image of science professionals,
sho wing that they share the same concerns as the
rest of the general public

� Feature scientists from diverse backgr ounds

� Provide an educatio nal science web com ponent

Goals Milestones to Achi eve

Each Year
�Increase subscribing statio ns

�Increase funds from partners & sales

�Increase STEM partners

Minimum Audience ViewsMinimum Audience Views
avg. 51 million (2005)avg. 51 million (2005)

88 Statio ns88 Stations

� 35 mil lion Latinos in the U.S.
� 60 mil lion by 2020

� Many more get news in both
langua ges - 2/3…PEW
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Subscribing Stations
(May 2005 – April 2006)

� Approximately 90 agreements have been signed by
subscribing stations between May 2005 and April
2006; 9 of top 20 markets; 18 of top 50

� Currently, we are in negotiations with 5 local stations.
� Potential distribution through Tribune and Hearst
� Other potential subscribers include:

� Voice of America (International)

� VOXANT (Internet)
� Roo Media (Internet)

2006Partners- 18 organizations
2004 (8) 2005(15) 2006(18)

� Acoust ical Society of America
� America n Association of Physics Teacher s
� America n Association of Physici sts in Medicine
� America n Geophy sical Union
� America n Institu te of Physic s
� America n Mathematica l Soc iety
� America n Meteorological Society
� AVS Science and Technology Society
� America n Soc iety of Civil Engine ers
� America n Soc iety for Microbiology
� America n Water Works Associat ion
� Human Factors and Ergonomics Society
� Incorporate d Research Instit ut ions for Seismolog y
� Insti tute of Electrica l and Elec tronic Engineers – USA
� Materi als Research Society
� Mathema tical Assoc iation of Ameri ca
� Space Telescop e Science Institute
� Univer sitie s Research Associa tion

AAPM’s ExpandedPartnership

� Become full y inc orpo rated with DBIS team
in the stor y developmen t proce ss.

� Access to DBIS vid eos thr ough seamles s
AAPM webs ite- an onl ine presen ce that
prov ides outrea ch and awareness of the
stories cove ring medi cal physi cs topics.

� Use of “ sc ience behind the news” pages
that expla in rela ted sci enti fic phenomena
behind the DBIS stori es in greater deta il.

AAPMAAPM--DBIS WebsiteDBIS Websi te
http://www.aip.org/dbis/AAPM
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DBIS: How It is Diff erentfrom Other
TV News Programs
� DBIS is designed for local TV, the medium in which most US

residents get their news.

� DBIS is peer-reviewed, with outside scientific experts in specific
fields evaluating every potential story idea.

� A 4-year grant NSF grant includes comprehensive evaluations
of the program, including tracking by Nielsen Ratings, which
started in January 2004.

� DBIS is produced by AIP and partner-driven. AAPM is
encouraged to have an active role in suggesting story ideas,
suggesting experts, and reviewing scripts with medical physics
content.

2003-AIP Awarded 4 year NSF Grant

� Full evaluation plan that examines effectiveness of the
program

� Educational Website

� Spanish language component

NSF Support
Full Evaluation Plan

How effective is DBIS?
1. NielsenTracking

- Help editoria l decisions
- Ensuring focuson all areasof science

2. FocusGroupsin Year1 andYear3
- Successof sciencemessageamong audience
- Successof science/TV criter ia mix

3. Experimental Design
Doesviewing DBIS increaseawareness& appreciationof
science?
- 900 local TV newswatchers:
- 3 groups watch varying number of DBIS reports
- Comparative analysisof effectiveness
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Nielsen Case Study:
Two AAPM Stories

� Two AAPM videos (better tumor targeting,
preventing radiation burns) combined for an
estimated 8.3 million views, according to
Nielsen data

� Lehrer Newshour: 2.7 million viewers per
evening

� USA Today daily circulation: 2.5 million

Link betweenSTEMContentand Public’s Awareness,

AppreciationandSupport for STEM?

NSF sponsored study of:
� the effectiveness of STEM content
� delivered to the large number of TV

news audiences
� through the DBIS TV program

Three years of studies,threeyearsof
insights

� Year one: formative research
� Focus groups in various U.S. cities
� Showed DBIS programs to high-school-

educated groups, college-educated groups,
and mixtures

� Published in May ’05 Technical
Communication

Year1 FocusGroups

Focus Group s- Some Observations

Those with less formal education- more enthusiastic about
the science info /willing to seek more

Graphics and visuals (esp. human interactions) effective in
helping people to remember stories

Greater relevance to everyday lives sparked greater interest

Scientific words: repeated
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Year Two: Experimental Study

� Experiment (n = 667) in east coast market (Buffalo,
NY)

� Random sample & random assignment to exposure
� Control (no DBIS stories in week’s news)
� Partial treatment (3 days of DBIS stories)
� Full treatment (week of DBIS stories)

� Afterwards, phone interview measured memory of
stories, adjustments in beliefs

� Forthcoming article in Communication Monographs

SomeResults

� Do people remember DBIS stories after seeing them?
� YES (strong correlation between experimental condition

and memory)

� Does exposure to DBIS boost key beliefs about STEM?
� YES (ability to understand science and math & science

does not harm)

� Does exposure to DBIS increase peer conversations
about science?

� YES (partially by boosting confidence in understanding)

� Does exposure to DBIS encourage support for scientific
institutions?

� YES (in part by facilitating conversation)

Implications?

� DBIS exposure remembered and inspires talk
(over and above other factors)

� People can boost conversational competence
through DBIS exposure

� Local television news an ally for science
communication professionals

What have we learned?

� There is TV audience for information scientific
societies can deliver

� DBIS project: Memorable stories that inspire
confidence and discussion

� Effects modest in short-term; need long-term
commitment to projects
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Story Leads
May 05- April 06

� University press releases
� AIP/Partner contacts
� Journals or news magazines
� Professional science meetings
� Science news websites

Story Review

�AIP Editor

�Main Researcher

�Outside Expert

�STEM Participants

DBIS: Partner Inputs

Partners Input
Outs ide Experts

Partners Review
Script

Partn ers Input
Story Ideas

Story
Pre-approva l

Story
App roval

Draft Scri pt
Develope d

Final Script
Approve d

Video Produc ed

Final Appro val
By AIP

StorySelection Criteria-Scientific

� Shoul d be new research resu ltin g in a solution or
that explains a scient ific or techn ical myster y.

� Must be able to illu strate the concept.

� Must have the abilit y for an outside exper t to
evaluate the research .

� Medical stories generally sho uld be in at least
phase II of human clin ical trials.
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Story Selection Criteria - TV

� Must be visually stimu latin g.

� Shoul d be of inte rest to most parts of U.S.- not
regionally limited.

� Research should provide direct benefit s to the
general public wi th in the next couple of years.

� Researchers should be located in the U.S. for
logistical/budget reason s

� Must not have received extensive TV coverage.

Lessonslearnedfrom newsdirectors’ monthly
feedback

� “Real people” make the story. Find relevant people being impacted
by these breakthroughs and how it has changed their lives.

News Director, Phoenix

� Keep the writing more conversational.

News Director, Tampa

� The topics and content were extremely strong…you need more
“people-izing” but overall … well done!”
News Director, Ft. Wayne

How you can help

� Suggest story ideas for the program—contact
me or AAPM Media Relations Subcommittee
chairman Jeff Limmer at jeffl@aspirus.org

� Serve as an outside expert for a particular
story idea we are considering, or suggest an
appropriate expert

� Help Jeff review one of our scripts if you are
an expert in a topic we’re featuring

SUMMARY- DBIS Program

� DBIS desi gned for local TV- med ium in which most US
residents get their news

� Provides a vehicle that reaches the pub lic less li kely to have
alternative sour ces of STEM news or information

� Peer-revi ewed with outs id e exp erts in specific fields

� Produced by AIP and partner -driven - par tner s encouraged to
engage at all levels …

� A 4-year NSF grant: evalu ation of the progr am, including a
major evaluation stu dy to determine the relati onshi p betw een
STEM cont ent and viewers ’ awareness and appr eci atio n of
STEM
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AIP 75th Anniversary-2006

Anniversary Website: http://www.aip.org/anniversary

AIP 75th Anniversary:
Recipe for Success

� Strong Leadership Involvement (both staff and members)
� Issue clear mandate, stay fully informed
� Set up steering committee, create subcommittees as needed
� Assign staff, committee members to specific tasks
� Have frequent meetings (every month in early stages, every two weeks

in later stages)

� Determine Scope of Anniversary Events
� Make realistic budget, obtain adequate resources

� Stay flexible, consider different options

� Set Goals for Anniversary
� Increase membership?
� Heighten recognition of medical physics in medical community?
� Raise Awareness of medical physics by students?

Possible Anniversary Events

� Convocation
� Weaves together historical themes, future

goals of AAPM, future directions for medical
physics

� Website

� Book
� Video Presentation

� Can also serve as historical record of AAPM,
its officials

Other thoughts

� Branding

� Attach AAPM 50th logo to everything during
anniversary year: website, brochures, journal,
meeting

� End result: 50-year anniversary can validate
the effectiveness of AAPM as an
organization, medical physics as a
profession, etc.
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AIP Historical Video Themes

� Physics
� Impact of physics on society
� Impact of AIP on physics community
� Future of AIP and physics

� For the video, we highly recommend Dick Kindig,
Kindig Omnimedia, www.omnimedia1.com
� Very flexible and scalable
� Most reasonable bid
� Great to work with
� “Got it”
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