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Although as a nation we agree science is important1, the field suffers from a lack of clear understanding among Americans about what it is/is not2, who scientists are and what they do, and a lack of awareness of the importance of science to future careers3, all set against a generally negative cultural context.  In fact, the subtext in common culture - what we internalize from movies, TV, music and other sources - is that science is often dangerous, hard to understand, or just plain weird.4 
And while one study reports that a majority of parents say they would be happy to have their child pursue a career in science5, others make it clear that many parents do not consider the option to be important or worth pursuing.6  
Yet, parents know their children need what former Iowa Governor Thomas Vilsack calls a 21st century skill set, which includes technology literacy.  This parental motivation, if properly harnessed and directed, could be a powerful force in science education.  
Despite the existence of tens of thousands of science enrichment programs in this country, science test scores, the number of students taking challenging science courses, and other indices of program success continue to slide. 

In part this is because scientists are portrayed as socially inept middle-aged white males in white lab coats. They are seen as geniuses who can make our lives better but are not people “like you and me.” If youngsters cannot identify with scientists, they are very unlikely to emulate them. 

The problem is not restricted to science. All of the STEM disciplines, including science, technology, engineering and math, suffer from the same stereotype.  Reporting on a study released in October 2008 by the American Mathematical Society, The New York Times wrote, “..while many girls have exceptional talent in math – the talent to become top math researchers, scientists and engineers…American culture does not value (this).  Kids are self selecting. For social reasons, they’re not even trying.” 7
In a news release dated October 16, 2008, the AAAS quoted Christine Cunningham, project director of Engineering is Elementary, a program developed by the Museum of Science in Boston.  Reporting on results of her study of 21,000 female American engineering students, Cunningham reported that many of the women engineers had a parent with degree in a STEM (science, technology, engineering and math) field and said, “…these women clearly were exposed to some level of STEM as part of their everyday lives and did not have the stereotypes … (of) engineers as a dweebs. You have to get students before they receive the societal message that they’re not supposed to like this.”8

Change the Brand of Science plans to turn common perceptions about science upside down by using the very force working against it – consumer marketing techniques - to change the attitudes of young people about science.  
Leaders such as Larry Page, founder of Google, see this need as well. At the 2007 annual meeting of the American Association for the Advancement of Science (AAAS), he said, “Science has a real marketing problem. If all the growth in the world is due to science and technology and no one pays attention to you, then you have a serious marketing problem.”9
This is an important question and we posit that the answer is a single overarching marketing campaign to improve American awareness of what science is, who scientists are, and what they do. They also do not understand that, as immunologist Kim Bottomly, the president of Wellesley College, said in a speech to the American Association for the Advancement of Science (AAAS), “We need to make clear that science is an enormously creative enterprise.” 10
In other words, we should come at the problem of low scientific awareness and literacy from a new direction, using proven marketing techniques and strong, positive messages to “sell” science.   It must be positioned as a creative, collaborative field of human inquiry and discovery; a field where those who want to make a difference in the lives of others and the well-being of the planet, will reap myriad rewards. In other words, we must change the brand of science. 

Can a campaign such as this work? 

Consider the success anthropologist Dr. Val Curtis had “selling soap,” or at least the habit of using soap, to the citizens of Ghana.  Dr. Curtis, director of the Hygiene Center at the London School of Hygiene and Tropical Medicine and founder of the Global Private-Public Partnership for Handwashing with Soap, had the goal of saving “millions of children from death and disease”11 by creating a new habit – washing hands with soap after using the toilet and before preparing food or eating.  Her surprising insight was the need to create a different attitude about washing. Just telling people of the benefits of soap was not enough. 
The same holds true for changing American attitudes about science. Just telling them about career benefits is not enough. To “sell” the value of science and science careers, we must use sophisticated marketing techniques, taking a cue from those which have been honed to perfection by American marketers. 

The long-term goals of the Foundation to Change the Brand of Science are to achieve a deeper level of public understanding and engagement in the sciences and better student performance. To achieve those goals, we will develop and run an impactful marketing campaign to change peoples’ perceptions about science. 

First we need to test the concept by developing a first round of messages, testing several small groups of students from different backgrounds, then refining the messages and re-testing subjects.
We have chosen to focus on 4th graders in this first survey because research has consistently shown that children enjoy science until about the 4th grade, when they begin to report that science is “boring” or “hard,” despite the fact that they have not yet encountered much in the way of science instruction.  
Initial first round campaign goals are:

■ Demonstrably change attitudes about science among schoolchildren in 
grade 4, and their parents. 
■ Show this demographic what science is, who the scientists are in their daily lives, what scientists do, and that scientists are “people like me.”
■ Demonstrate to this demographic that even if you don’t want to be a scientist, knowing about science is important for the decisions we all make in our daily lives – decisions about nutrition and diet, energy consumption and “green” living, and weight/health management, for example.

Initial methods: 

1. Benchmark existing attitudes about science and scientists among several small test groups of students and parents. 

2. Expose these students to sample marketing messages. Let them meet and conduct an hands-on activity with a scientist and talk to her/him about career paths and professional challenges and rewards. 
3. Re-test students in one month to see if attitudes have evolved. 

4. Refine messages, repeat process.

5. Re-test three and six months after final exposure to examine longevity of attitudinal changes. 

Timeline:

All completed in 2009
Initial proof points:

Demonstrate the effectiveness of the campaign and is messaging by giving measurable evidence of:

■ The ability of test subjects to see scientists as “people like me.”

■ Increased ability of participants to name a living scientist who directly impacts their lives.
■ More positive attitudes about science as being something intriguing as a career option for their children or themselves.
■ Awareness of what science is/does in broad terms

Following the message development and refinement phase, the following steps will be taken:

a. Get expressions of support from major American scientific entities. 

b. Identify and acquire celebrity spokesperson of importance to this demographic. 

c. Attain funding to launch initial website focusing on main message points and offering guidance and links to other resources. 

d. Create an ad buying and corporate air time donation plan.

e. Develop national PR plan, roll out concept to major national media 
f. Test results across larger groups, continue to develop primary messaging. Develop secondary messaging. 

Timeline:

2009: Items a-d

20010: Items e-f

Immediate next steps: 

1. Establish 501(c)3 status (underway as of February, 2008)

2. Apply for planning grants

3. Build first board, with 2-year term

4. Identify research resources for initial benchmarking.
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