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Background
             NASA launched the International Space Apps Challenge in April 2012. The vision for the project is to give the general public an opportunity to improve life in Space and on Earth through the creation of technological advances. The Space Apps Challenge brings these individuals together for a two day “hack-a-thon.” During the event, participants have the opportunity to collaborate in groups to create solutions to specific issues proposed by NASA and other contributors.

For the 2012 event, there were 25 locations and over 2,000 participants worldwide. Seventy-one challenges were offered to the applicants who were able to choose which one best catered to their specific interests and skills. Some of these projects are still ongoing today and available for viewing on NASA’s official website. For the 2013 event, 50 challenges were offered to the contestants. NASA internally created half of these challenges, and the remaining challenges were external propositions. They were narrowed down according to the interest among the publics of each individual location.

Each location is responsible for its own problems and opportunities. They work separately to achieve maximum exposure for their region while also working collaboratively to increase awareness about the event internationally. During the event itself, the hosts also give participants from different locations the opportunity to collaborate amongst themselves to create solutions for NASA.
Situational Analysis
SWOT
Strengths

Going into this campaign, it is clear that NASA is a globally recognized organization. In its first year, the International Space Apps Challenge welcomed widespread success. Over the past year, coordinators of the event were able to look at the results from this participation. From there, they were able to make improvements for this year’s event so that there will be further success and also an added level of relevance for the public. Specifically, within the state of Oklahoma, there are a large number of space enthusiasts who could bring more involvement and benefits to the region. According to NASA’s official website there are also 18,000 employees invested in NASA’s programs and events. There is no reason why the International Space Apps Challenge cannot be a beneficial event for all that become involved. This involvement from different backgrounds is important because a key component of the event is the creation of solutions through collaborative effort. These interested publics provide strong support for the challenge within their circles. Their investment in space exploration of any kind helps to maintain investment in the event. 

NASA’s overall goal is to create enthusiasm about space exploration in general. Through the apps challenge, NASA, in collaboration with POP PR, reached out to the target STEM publics due to the high level of knowledge necessary for the creation of the apps. The best way to influence these STEM publics is to reach them while they are still pursuing degrees. This means that they are following a path of continued education and still have the opportunity to choose the career of their choice. Thus, hosting the event on a college campus provides the perfect atmosphere. Students still have options to explore. They are also already pursuing an expansion of knowledge and are eager to test what they have learned. Having the event in Norman can also increase awareness across the state and bring in students or individuals to the campus who would not come otherwise. 
Weaknesses

However, there were some weaknesses that NASA had to overcome in promoting this event and exciting the general public about space exploration. First, the space shuttle program retired in 2011 with the return of Endeavor, ending a great deal of public interest. Second, there is not a current, local link between NASA and students to create popularity on campus. Third, not all departments or extensions of NASA are informed of the challenge and therefore cannot be helpful in encouraging participation from target publics. Spreading the word and increasing public awareness is one of the biggest tasks this event had to overcome. Not only was it important to create general public awareness, but also to increase awareness among the right publics. These target publics are the ones that participate, volunteer, and help sponsor the event. This is a huge factor in the success of the challenges. 
Opportunities

This campaign will help NASA excite and engage the publics from the University of Oklahoma. The individuals that actually took part in the formation of the event are the ones who NASA needs to contact and obtain the most. These people could be contributors to future NASA projects. In addition, this event will bring positive publicity to OU and NASA as a whole. It will increase anticipation for NASA programs and encourage involvement in NASA initiatives from a wide range of specialties. 
Threats

Although POP PR was prepared and eager to host this event, as public relations students involved in this endeavor, the group does not possess the technical knowledge that participants have in the area of apps, software and hardware, and the topics of the challenges in general. This could have quite possibly hindered any assistance the agency was required to give participants during the actual challenge.

POP PR has also realized how difficult it can be to communicate and encourage involvement in an event with which they are not familiar with the technology and terminology. The lack of knowledge from POP PR’s defined publics also posed a threat to the success of the campaign. POP PR had to completely introduce the goals and purpose of the Space Apps Challenge to potential participants. Similarly, it was difficult to find a venue on campus to fit the amount of participants that POP was hoping to secure for the event since there is no prior knowledge of the challenge on campus. 


One of the biggest obstacles in promoting this event to students is the name. The International Space Apps Challenge is a lengthy name that can be hard for some to remember. Also, the fact that it is an “app” challenge is intimidating. Though the challenges cover a broad spectrum of solutions it may seem like only programmers are able to participate. Since that is not the case, and the location needs all types of students to complete the challenges, it would not be advantageous for them to be thrown off by the name.


Besides the disadvantages in promoting the event in an easy to understand, memorable, and inviting way, it also falls on a bad time of year for students. The event is scheduled for April 20-21. On a college campus this is two weeks before final exams and graduation for seniors. Especially since this is an event being put together by seniors for their capstone, seniors were the first to be reached out to. They are also the most experienced group. But most likely they are working on a capstone project for their own college within the university. It is not an ideal time to be encouraging students away from their studies and final projects with a separate and somewhat time consuming event. 

PEST
Political
NASA is a nonprofit government agency. The Office of Legislative and Intergovernmental Affairs acts as the liaison in terms of guidance, management of all communication and relationships, both legislative and non-legislative, between NASA and Congress.

The end of the space shuttle program brought a new cluster of problems to NASA, including lost jobs and lost interest in NASA. With the space shuttle being the staple of NASA for so long, the public no longer had that image to look to.

The shuttles were replaced with the Constellation Program. This program is a collection of projects that involve building a new spacecraft for both orbital flight and trips to the moon.

Economical
           When a business is influenced to develop new products by NASA technologies, it benefits the regional economy. These technological advances also enable the country to hold a competitive stance within the global marketplace. In addition, NASA is able to contribute funds to individual states in order to further benefit their projects.

            In order to further efforts in space exploration, NASA must not only receive an increase in budget, but they must convince the public that these types of programs not only benefit the science community and the culture of the United States but the economy as well.

Social
            NASA enthusiastically seeks to work with U.S. companies in order to further efforts and increase funding for projects. These companies have the ability to license NASA innovations and generate separate business entities and projects in areas such as: health and medicine, consumer goods, transportation, renewable energy and manufacturing (NASA innovation).

            Since NASA is constantly competing for funding with other government agencies, they often find it beneficial to partner with other companies in order to continue with space exploration. Companies and projects such as SpaceX, Virgin Space, Blue Origin and X Prize provide new and exciting ways for U.S. companies as well as the public to get involved with NASA’s efforts. The money for these projects comes from the profits of these private enterprises, such as Amazon and Virgin Mobile.

As recently as April 20, 2013, Parabolicarc.com announced that NASA and Bigelow Aerospace entered into a public-private partnership. The two hope to gain from this partnership advanced exploration and research beyond the low Earth orbit. Their Space Act Agreement will allow for commercial space station capability and options for human space expeditions. Their long-term plans also include Bigelow Aerospace placing a lunar base on the moon. NASA, however, is not offering any monetary funds for Bigelow. 
            Due to the fact that NASA is a government owned agency, NASA relies on traditional media efforts and word of mouth to receive recognition. NASA cannot utilize paid advertisement in the way that many organizations can.

            Developments in space can not only benefit the nation’s scientific endeavors, but also can directly impact individuals. NASA continues to make strides in finding health benefits through space exploration.

Technological
            The Small Business Innovation Research/Small Business Technology Transfer program is one of the instruments that NASA uses to help fulfill its objective of contesting in the marketplace (NASA Innovations). SBIR/STTR motivates technological advances by inspiring small businesses – particularly marginal and underprivileged companies. These companies work with NASA to assist in meeting its research and development needs and key technology areas. In addition, this program fortifies small businesses by permitting them to bring innovative products to the U.S. economy (NASA innovations).

            As discussed previously, NASA brings us many innovations in areas such as medical, environment and transportation. Being in space lets astronauts explore new ways to solve every day challenges.
Publics

This event aims to encourage students and other members of the University of Oklahoma community to engage with NASA in a stimulating and innovative way. Students at OU are one of the most important publics to target. It is particularly important to connect with STEM students. These are students with academic concentrations in the science, technology, engineering and math fields. Additionally, there is a focus on reaching out to students pursuing majors in aeronautical, mechanical, electrical and space engineering, and computer science areas.  POP PR also connected with other students that are not from the STEM major group, such as communication majors that would work with NASA, so that no possible publics were left out or limited. Students from all majors were reached. The point of the campaign is to bring in as many people as possible. The International Space Apps Challenge makes it possible for individuals who may not usually have the opportunity to work with NASA, a chance at collaborating in NASA’s research.
The way in which POP PR intended to promote the event to students was to appeal to their wants and needs academically and also professionally. From in-depth interviews with students, the agency found that hands on experience in groups would make the event desirable to them. This wish for collaboration is also something that students from the focus group said they would like. In addition, they claimed that faculty approval, networking, and the possible resume boost would provide the motivation they need to take part in the challenges. 

The profile of a University of Oklahoma student fits into the age range of 18 to 22. The University of Oklahoma has over 26,000 students attending. There is a fairly equal amount of men and women on the campus, 51 percent male and 49 percent female (Campus Corner, 2013). The university has overwhelmingly more white students than any other race attending. Students do vary in psychographics though because there is diversity among individuals attending the university. The students targeted are individuals who tend to be smart, motivated, hard working adults. They are driven by benefits and success. Most students want to spend their time productively because they are very busy and have many different activities to tend to. The agency had to show that this event was worth their time and effort. This student public typically has self-interest to do well in school so that they can be on track for a satisfying career and have success in the future. Therefore, the International Space Apps Challenge was advertised as a great learning experience and way for students to get involved with other driven peers and such a prominent organization as NASA. It is also useful to note that students value interaction with professors on research and popular topics. Through this communication, they can spend time and gain insight from a source that they trust. Therefore, faculty was of significant importance in gaining the attention of the event’s target public. 


Faculty is not the only other outside public that can influence OU’s students. The sponsors are not only imperative for financial support, but also for the prestige that they can bring to the event. Local and national businesses that bring wealth and opportunity to the region entice students to become involved in the challenges. If these organizations put their stamp of approval on the event, then they are stakeholders. This means the success of the event is of some concern for them. Their involvement shows that the event has credibility. This can bring in students who are already familiar with the company and trust the opinions of its leaders. These students might become involved as well because of this support. They might also be looking for future connections with these companies and want to highlight similar interests or simply gain some recognition for participating.  
Opinion Leaders and Influentials

There are many different influential people that can affect the publics. Peer acceptance is a crucial part of the college process. In this way, fellow students are key influencers. Also, faculty members can encourage students to participate in the challenges. The student leaders and faculty were important points of contact. As association and department heads, they let others know of this opportunity. 

Outside of the university there are volunteers, sponsors, and promoters who influence opinion. Bill Moore, author of Oklahomans and Space, was an influential for the students. He has had much success and experience with space exploration. He also has a passion for highlighting the connections between Oklahoma and space. Others include businesses, professional organizations and associations, and the local community. 
Core Problem or Opportunity
Overall, NASA has had a lack of attention within the general public concerning the organization and their development, due to the loss of the space shuttle program. But with a resurgence of programs, NASA can renew excitement and interest in the public so that the organization remains prevalent in the development of space exploration. 

The International Space Apps Challenge is one of these programs. The development of this event has its own unique problems and opportunities. This can be seen in the fact that the University of Oklahoma is one of only three universities being used as a host location. Also, since it is only the second year that the event is being held, there is not a wealth of information as to what works in gaining participants. For the information that is available, it mostly pertains to other types of locations. Being at the university level brings in certain advantages and disadvantages. 

A major concern was with understanding how the challenges actually work and who was capable of contributing to such specific and intensive work. Fortunately, OU has many different pools of students available from various colleges. These students from varying academic backgrounds, when put together, were able to add what is needed to accomplish these tasks. This brings about the key opportunities.

Students are distinctive participants. They are already experimenting with different opportunities. Especially being at a research university, they are prepared to tackle such assignments. They also have somewhat flexible schedules and limited responsibilities. They were able to give their time to the challenges as well as bring in other students across campus. As participants, they were able to use the abundant resources available from each college to collaborate. 

It is because of these advantages that the opportunities overshadow the problems. Overall, POP PR put together a memorable event for OU and NASA that created excitement among the students. This excitement is what can lead to a greater interest in space exploration on campus and in the local community. 
Secondary Research
            POP looked into scholarly articles, newspaper articles, social media discussions, and more to see current views of NASA and the International Space Apps Challenge.

NASA Challenges
            Today, there are many challenges NASA is faced with based on decreased interest, lack of knowledge and low funding. Newspaper articles have helped give POP a view on how NASA is being viewed externally. POP found that support for NASA has dropped because instead of focusing on one large goal, NASA’s attention is spread throughout many different tasks (Khan & Mhestel, 2013).

            The end of the space shuttle program brought with it a great deal of challenges for NASA. One of the major challenges facing NASA today is how to remain relevant to the public. As a community, the United States has long taken great pride in the accomplishments of NASA. However, today many individuals are at a point of ignorance, as publics become unaware of the occurrences of the space program (Bell, 2013). Several of NASA’s programs have been redesigned to meet the proposals that President Obama brought forth in 2010, such as the reestablished “super-heavy-lift rocket programs” as the “Space Launch System” (Bell, 2013).

NASA Outreach
While NASA excitement is decreasing in monetary ways, many people are popularizing science and space through social media outlets and student involvement. NASA also utilizes social media to engage their public. POP is helping NASA in their efforts to keep the public involved through programs developed to promote student interest.

            NASA wants to stimulate their organization and programs to students of all ages, from K-12 to higher education students. For NASA to succeed in the future they need to educate and inspire students in these fields. It is important for campuses to promote NASA inspired events and education to their students. With this knowledge and experience, these students can become an asset to the NASA organization in the future. Bringing NASA to all age levels and educational levels is important to the success of NASA. (Matthew, 2009).

In Tracy Mueller’s interview with Nicholas Skytland, How to Make NASA Cool (Again), Skytland points out, “How do we use our space program as a catalyst to pass along that innovative, entrepreneurial, American spirit that got us to the moon in less than 10 years and launched a generation of innovators?” Skytland is a project manager at the Johnson Space Center in Houston and expresses an investment in NASA’s outreach programs. His view is that participation is key to awareness and excitement about NASA. He calls this “participatory exploration” and claims that this level of engagement is what will cause inspiration among publics. 

Skytland suggests, “If you want to attract the best and the brightest, open up your doors to new ideas and use participatory initiatives to attract the best and brightest earlier by allowing them to participate in your company” (Mueller, 2010). This is now part of NASA’s core business model. 

            In addition to these outreach efforts, NASA is testing other ways to encourage excitement among college age students and professors. NASA is working with students from the University of Birmingham to develop ways of looking into climate control on Earth (Keough, 2013).

            Social media has taken off with NASA in the past few years in order to help connect with the public. For example, the “Baumgartner’s Jump” in Space was viewed more than Mitt Romney’s announcement of the addition of Paul Henry to his team and the Trayvon Martin case (Giordiono, 2013). NASA also started creating many different Twitter accounts focusing on specific parts of their efforts. NASA’s rover handle, @marscuriosity, tweeted from space and had 72,000 retweets (Giordiono, 2013). NASA also uses twitter to garner curiosity and reach out to young students to begin educating students in STEM classes (That, 2013).
One of the primary goals of this research is to determine the baseline for target stakeholders and understand how they perceive NASA’s International Space Apps Challenge.  In order to thoroughly gain an insight into the eye of the stakeholder, it is crucial to observe social media, which is one of the key means of communication in today’s society. Twitter, Facebook and blogs were most scrutinized.  The Twitter observation was divided into two main searches.  
First, through Twitter’s advanced search engine, it became possible to see what users were tweeting about NASA within a 100-mile radius of Norman, Oklahoma.  Since the Space Apps Challenge is taking place in Norman, this search was useful to understand how the target public felt.  The Twitter feed was representative of a few concepts previously established.  Twitter user @HaleyhamLincoln tweeted, “Our planet is incredible” followed by a link to an article on NASA’s website.  Among the total of approximately 200 total tweets, @Debilarge tweeted “So cool!” also linked to a NASA article (Twitter, 2013).  It is important to understand that the general consensus regarding NASA is positive, but the awareness of the International Space Apps Challenge is limited.  There wasn’t a single tweet within 100 miles of Norman regarding the Space Apps Challenge.  It is important to increase awareness and promote the event in the Oklahoma area.  The second portion of Twitter research involved observing worldwide mentions of the official Twitter account for the International Space Apps Challenge. The mentions were limited to those hosting events, rather than participants (Twitter, 2013).  It is important to engage the target public and gain greater online presence for the event.  

Also, there are prevalent Facebook groups for hosting locations in Canada and Bulgaria but no prominent Facebook sites for American locations.  These international Facebook groups only held an average of 50 ‘likes’ (Facebook, 2013).  The comments on the pages express enthusiasm and excitement, but there are few posts.  

Alex Howard on the O’Reilly Radar published the blog that was most closely examined for research purposes.  The blog provides readers with reasons why the event is important for all parties involved (Howard, 2013).  It shares the success of last year’s challenge and allows Nick Skytland, head of NASA’s open innovation team, to give the public all of the information necessary to become a part of the Space Apps Challenge.  

Overall, through analyzing various social media outlets, the ultimate outcome was a confirmation of both the strengths and weaknesses pointed out earlier.  The public is familiar with NASA, and the organization is perceived with positivity, but the Space Apps Challenge is not nearly as popular as it should be.  With this in mind, it is important to utilize social media outlets and gain a more substantial online presence specifically for this International Space Apps Challenge, especially in the area of Oklahoma, where space enthusiasts reside.      
Current State of NASA
NASA’s technology has been continuously developing and expanding. During the Fiscal Year in 2010, a new strategic budget was introduced. Advanced emphasis on explorations beyond the earth’s orbit was further going to be explored. New space technologies were then added to the plan including: exploration, science, and economic future (Turner, 2011). The shift in focus resulted in the Technology Demonstration Missions Program (TDM). The number one goal of this program was to mature crosscutting capabilities to flight readiness in support of multiple future space missions (Turner, 2011).  There are many projects within the TDM program. Partner collaboration was huge in the continued success of TDM. 

           Today, there are several commercial companies that have begun to provide assistance and partnerships in particular projects, such as Space X, Boeing and Sierra Nevada Corp. (Bell, 2013). These companies have made great strides in the space exploration efforts and have “received funding under NASA’s Commercial Crew Integrated Compatibility program (CCiCap), to complete a series of development milestones with the goal of taking over astronaut transportation to low-Earth orbit” (Bell, 2013). However, it has been made clear that no commercial space exploration program is equipped to take on the challenge of deep-space exploration, as commercial rockets today are only able to lift 10 tons into space, as opposed to the 130-ton lift abilities that is required in deep-space exploration (Bell, 2013). While it may be beneficial in the long run, teaming with NASA is no easy task. Companies run into complicated obstacles in working with NASA: uncertain budgets, contract complexities, schedule delays and added costs (Bell, 2013). 

            Public involvement has remained an important aspect of NASA efforts. With major space programs ending and others changing, NASA is hard at work to remain relevant among the public. NASA has put in place a number of educational programs for both students and adults. One of which is the International Space Apps Challenge, which began in 2012. 

The NASA Space App Challenge is an international collaboration with agencies and civil society organizations around the world (Skytland, 2013).  The Challenge is a two-day event that aims to bring average citizens together to collaborate in finding solutions to pre-determined challenges. Scientists and citizens will gather to use publicly released open data to create solutions for software, hardware and visualization challenges. These challenges will range from robotics to creating applications for remote sensing data. The main goal is to promote international space innovation through international collaboration. The event is an opportunity for government to harness the expertise and entrepreneurial spirit of citizen explorers to help address global challenges (Skytland, 2013). Nick Skytland, program manager of NASA’s Open Innovation Program, told Examiner that “what sets apart the International Space Apps Challenge from other events is that this is a collaborative opportunity to engage people from all over the world to participate in space exploration and develop state-of-the-art technology to improve life on Earth and in space” (Smith, 2013). According to NASA, the International Space Apps Challenge offers an opportunity to apply the principles of transparency, participation, and collaboration and is a visible demonstration of you commitment to the Open Government Partnership (Skytland, 2013).

In order to inspire collaboration across government and industry, more than 70 percent of the Transportation Demand Management (TDM) funds will be competitively awarded as a result of yearly calls for proposed flight demonstrations (Turner, 2011). Overall, the TDM program has several different criteria that set it apart from other departments within NASA. It is important for technology to continue to expand and develop within NASA.  

Primary Research
            Our team used two focus groups, ten interviews and nine surveys to help in the research of the targeted publics. The agency chose to use these three primary tactics to learn knowledge in different kinds of settings. The interviews allowed POP to get deeper information on their publics while the focus groups allowed for participants to get into a flowing conversation discussing NASA and the Space Apps Challenge. The surveys enabled POP to evaluate the success of the event and report feedback to stakeholders.  Collectively, this primary research provided the most valuable data because it came directly from the sources and stakeholders affected by the Space Apps Challenge.  The primary research tactics used proved to be effective and resulted in a successful event followed by insightful feedback.
Interviews 

            The ten interviews were conducted February 18 at 7 p.m. POP interviewed ten members of the American Institute of Aeronautics and Astronautics, AIAA, a student organization on the University of Oklahoma campus. This group was chosen because the students had prior knowledge on NASA, space, and technology. Students were interviewed on their views of NASA, knowledge of the International Space Apps Challenge, and their general interest in the event.   


Through ten individual interviews we found a general consensus for the AIAA students interest in the Space Apps Challenge. All students explained that the event was something they would be interested in and had participated in similar events in the past. Many students explained that hands-on experience as well as the potential to be recognized by NASA made this event desirable. POP found that NASA was a very notable organization to the students in AIAA, one student had even interned with NASA before. It was clear that NASA was a prestigious organization in which students seek professional positions post graduation. While no student had heard of the International Space App Challenge before the conversation, the students were all very interested in the event and trustworthy of NASA because of its established credibility. 

Results from the interviews gave POP a better understanding of how to promote the Space Apps Challenge to students on the campus. Insight into the significance of NASA and its esteem among students helped POP realize the importance of emphasizing involvement in NASA during pitches. Also, POP found that many students were more interested in internal challenges rather than external challenges. One student, Jordan, mentioned that working on NASA challenges would be much more exciting to students like himself, rather than working on external challenges.  POP found that many AIAA members were interested in challenges dealing with design, research, development, and hands-on. 
Focus Groups 

            The first focus group was held Tuesday, February 19 at 5:30 p.m. There were five people in the focus group including: a mechanical engineer, a petroleum engineer, two aeronautic major, and an advertising major. These students gave POP invaluable information dealing with how to get more students interested and wanting to participate. Students were in consensus that faculty were initiators.  They also mentioned that POP should not advertise to students that it is for their capstone, and talking to student organizations would be helpful. 

Focus Group #1
February 19, 2013

Length: 45 min

Introduction of POP PR and The International Space Apps Challenge explained.

· Overall did not know about Space App Challenge
What comes to mind when think of NASA?

· “In a sense, NASA has had their golden age. It is not near “as robust as it used to be.”

· “I think NASA does a lot of work nobody hears about. Most of their research is earth science type research. I don’t think people are aware of what they really do.”
After hearing about what the Space Apps Challenge is, are you interested?

· “Yes. I think it would depend on whom I did it with. I feel that I would have the most fun participating in a group with friends.”

· Overall, everyone said that they were interested. 

· “There is a lot of interesting economic involvement after the 1960s with NASA. A lot of people do not know about the economic success of NASA in the past.”

Analysis


The common theme among students that POP PR spoke with was that they had not heard of the Space Apps Challenge. This low awareness posed a threat to the success of the event.  However, many students were automatically intrigued upon hearing that it was a chance to collaborate with NASA and work on NASA research. These students seemed enthusiastic about one day working for NASA. This gives us an advantage as we are providing them a chance to get their foot in the door and add to their resume. One student mentioned that he would be more likely to participate if he was able to work with a group of his friends. When participating in the Space Apps Challenge, students are encouraged to form their own teams and decide how they will go about solving a particular challenge. In many classroom or learning environments, students are more likely to enjoy participation if they are able to work with friends. This could make the Space Apps Challenge more appealing to all students.
How should we promote this challenge and to who?

· “I think going to clubs of specific majors would be most beneficial. People that attend these groups are super excited about their major and want to be involved. They will put forth the most effort.”

· “I think if you promoted to classes and emphasized that it was a project for NASA and would look good on resume, people would be very interested.”

· “I would also recommend getting in the weekly newsletter in the College of Engineering. I would recommend going on the engineering club website. This will show all the engineering clubs listed and when they meet.”

· “Outreach through flyers and newsletters are going to be very beneficial to the challenge.”

· “Overall, I think meeting with people in person will be most important in recruiting. This includes speaking to classes and going to the clubs.”
Analysis

The students who attended the focus group gave us a great deal of insight into what motivates these students and how to most effectively reach them. As a team, we attended several student organization meetings such as AIAA, Mechanical Engineering club and the Geology club, put up flyers and distributed information to the Deans of the Colleges of Engineering, Meteorology, Geology and Geophysics and Journalism. We have found that it is much easier to explain what this event is and what is expected of participants, in person. When communicating through email, the message is not as clear and questions cannot be clarified or answered immediately and directly.
What prizes would be a good incentive?

· “I feel like most people doing this will be doing it for the experience and to have on resume.”

· “I think a completion certificate or something official would be cool to give a completed challenge. Trophies are also a good idea.”
Analysis


This particular input was invaluable.  It affected the way the Space Apps Challenge was planned and enabled POP to designate a part of the budget to prizes.  Although trophies were not used, gift cards from Amazon.com and OU IT, as well as Science Museum Oklahoma passes were distributed because they would be functional to the participants.  Also, certificates were given to everyone at the event. 
Working with people all over country

· “That would be cool to work with other people. It would be great to network globally. I think people should be approached with a specific challenge that suites their needs.”
What challenges are most interesting to you?

· “I am more interested in hardware based things. I would like to see the list to establish what I would be interested in.” 

· “I think you are going to want to target freshman, sophomores, and juniors because senior will be focused on their capstone projects.”

· Very interested in hardware and design 

· Individually chatting about challenges with our team members

Insight

· “Once you have a core group of people interested, those people will be able to establish where they want to be. If NASA was involved in the approval of challenges, I think it would make this seem more official.”


Overall, this first focus group gave POP a great framework and baseline on where the event stood and where it needed to be.  The initial communication with these five focus group participants from various majors allowed POP to gather well-rounded answers and responses.  With the help of these students, the communication initiatives and overall planning of the Space Apps Challenge were able to move forward more effectively.

Focus Group #2

April 21, 2013

Length: 30 min

By conducting a focus group at the end of the weekend, our team was able to measure the level of success of the event through the participants. We began our focus group after the participants had submitted their work for judging. Throughout the weekend we built relationships with the participants, which made the focus group a trusted and open discussion.
Did this event meet your expectations?

· All the participants of the focus group agreed that this event matched their expectations.  They were pleased with the outcome of the event and felt it was a good use of their time to participate. 
How did you hear about the Space Apps Challenge?
· A majority of the participants heard about the event through emails and campus flyers and two participants read about it in the newspaper. 
· Participants were very fond of the passion of their teammates and the formation of friendships through this event. “We all may be different in age or have different experiences, but that allows for a great team to be built”, said David Sheely. 
· They continued to say that the CCEW space also helped with their creativity and group work. Saying that the space offered a great collaboration environment to work in.
What are were some weaknesses and strengths of this event?
· Many proposed concerns regarding the directions of the event and said that the challenges were very broad to complete in 48 hours. 
· A very interesting concern of the participants was the name of the event. They said that the title, International Space Apps Challenge apprehended their involvement in the beginning. Saying that the name implied that they could only create software apps for Smartphones, which was not true.
· All the participants said they were pleased with the event and that they would like to participate next year. 
· Being the inaugural event at the University of Oklahoma they said that next year they could serve as advocates to their friends and colleagues being able to tell them about the event and their involvement in it in the past year. Because this event was the first of this kind ever hosted at OU, the focus group participants said they understood why there was a somewhat low turnout. 
· They expressed that next year would be much more successful since it would have more credibility on campus.  One participant showed a big interest in hosting the event next year.
Analysis
The focus group allowed our team to understand how the participants felt about the weekend challenge. Overall, we gained praise from our participants as well as tips on what to do differently next year. “I had a great time and appreciated all the resources you all provided from this awesome space, you all physically being here and the great snacks and food. Your passion in this event made me want to participate in this.” said Chloe Magee.
Surveys

April 21, 2013

Length: 20 minutes
            Nine participants of the International Space Apps Challenge filled out a survey following the awards ceremony. POP PR thought that this was an appropriate time to administer the survey, as we had all participants together in one location.  It was important to survey the participants to evaluate their opinions and collect quantitative data that could be numerically measured and useful for future challenges.  It was important that this survey be distributed to allow the participants to feel more inclined to give critical feedback, as opposed to the possibility of holding back criticisms in the face-to-face focus group.
            The survey consisted of 34 questions measuring the participants’ demographics, backgrounds, the success of the event, and knowledge of NASA. Overall, the survey showed POP PR that the participants liked the organization of the event. Many participants enjoyed the venue because of the large atmosphere and spacious room to collaborate. The participants would have liked more competition for the event and can see room for improvement overall, provided a bigger budget. 
The research discovered by POP PR in the focus groups, interviews and surveys gave invaluable insight into students who participated or demonstrated interest in participating in the International Space Apps Challenge. This information was used from the beginning of POP’s planning period in gaining participation in the event to the end of the event during the evaluation stage. We used the collected information in reaching out to potential participants and attended four different student organization meetings in order to inform those students who are already involved on campus, of the opportunity at hand. 
Media Landscape and Analysis

Media analysis of NASA is important in learning what stakeholders are thinking and how it is affecting the organization.  Press articles and public comments shape the perception of NASA as a whole.  This media research allows NASA to understand where it lies in the public eye and how to improve its position. 

A large variety of media outlets were evaluated regarding the content about NASA.  Magazines, newspapers, social media and peer-reviewed articles were each analyzed to create a better understanding of NASA’s public perception.  Analysis of these media allows NASA to inch closer to the goals and objectives of ‘making NASA cool again’ and have a sturdy foundation for the International Space Apps Challenge.

Through the media analysis, NASA’s strengths, weaknesses, opportunities and threats were highlighted.  NASA is vaguely well-known, beneficial and performing research and creating solutions that seem impossible.  The media discussed are only reaching a small and selective group of people.  It is important to expand this horizon and reach a younger generation.  It was difficult for information about Space Apps Challenge to reach the target group of participants because it was not widely seen in that groups prime means of communication.  It is important for NASA to start appealing to other audiences through different means of communication, such as a more interactive social media network.
Environmental Analysis
            The environment plays a huge role in the public’s outlook on NASA. NASA must always scan their environment and current occurrences in order to be aware of their organization’s relevance in the United States. Different occurrences taking place in the world, like asteroids headed to the Earth or medical discoveries, will affect people’s decisions in supporting NASA.

            Today, NASA is not in the forefront of the public’s attention considering the downfall of the economy, rising cost of living, unemployment, etc. However, NASA decreases unemployment rates by creating thousands of jobs for people in the United States. The outcomes of the discoveries will also continue to stimulate the United States economy for years to come. According to NASA’s website, 85% of their money goes out of NASA and to American companies that can help create certain technologies used for space exploration and innovation.

            The budget for 2013 is increased to help NASA in their efforts. NASA’s goal is to successfully create Orion, deep space crew capsule, and a heavy lift rocket this year (Smith, 2013). The budget will also be beneficial to ISS at NASA. NASA also will continue their partnership with American companies, which will similarly increase jobs, boost economy and more. NASA can help the United States decrease their reliance on foreign launch providers. NASA wants to in source exploration, rather than outsource, space exploration to foreign countries (Smith, 2013).

            The United States has suffered from very damaging natural disasters. Further studies into space will give the United States critical data to learn more about climate changes, improve response time to natural disasters, and survey for asteroids heading to the United States. 

            Given this information of today’s society, NASA can decide what they need to start doing to change people’s views on the importance and relevance of NASA. NASA must begin showing the public why their exploration and discoveries are important in humans’ lives. Specifying NASA’s intentions and goals to the public will help make the public more interested and involved in projects. NASA is beginning and currently using social media outlets to explain their goals and tasks for the year 2013. NASA also is implementing programs across the world to generate interest. POP gladly helped NASA in their efforts.  

Stakeholder Analysis
The current stakeholders maintain a credible and trustworthy viewpoint of NASA. Because NASA supports the International Space Apps Challenge, the event gains instant respect. NASA is globally recognized and has created a great base for the promotion of the International Space Apps Challenge. 

The main stakeholders for this event were the students at the University of Oklahoma. This public is our target for participation and promotion. Through research, POP found that many students had a strong connection with NASA and look for future employment opportunities within the organization. Other stakeholders included professors and any organization having to do with space or technology. 

NASA and the International Space Apps Challenge lacked visibility within communities and campuses. That was the biggest threat the event faced. However, where NASA lacked visibility they made up for in reputation. Because NASA has such a pristine reputation it allowed our stakeholders to trust the International Space Apps Challenge.  
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