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The most effective communication is achieved when receivers make the message their own 

 

 

EXECUTIVE SUMMARY 

 

You may well have heard the phrase " What is not communicated does not exist". Without 

wishing to be dogmatic, it is certainly true that, in the worlds of academia and research, 

every effort must be made to communicate work carried out, as this is the only way to 

ensure that progress and innovation are pollinated to other places and areas. 

 

Communication requires time and effort which we are not always prepared to allow for 

except, that is, unless we either have a special vocation for the area, a personal fascination 

for using new communication channels to share information or we enjoy using them in our 

free time. We are talking about Social networks such as Facebook, twitter or the more recent 

and differently focused instant message applications like WhatsApp. 

 

In this chapter we will look at a new way of communication which encompasses much more 

than simply publishing results, a respective press release and waiting for public reactions. 

Here we will put forward the idea of active communication throughout the whole research 

process in which we generate diverse formats and open our own channels of 

communication. In this type of communication, thanks to new technologies and the ways in 

which Internet allows us to interact, it is the people themselves who become the media for 

communication. Channels are now multidirectional allowing us to receive continuous 

feedback on the research or project we are working on. 

 

  



Academic reporting and feedback to stakeholders & society 

B.4 Supervising engineering students  2 

LEARNING OUTCOMES 

 

After you actively engage in the learning experiences in this module, you should be able to:  

 

 How to generate communication messages from the research carried out. 

 How to define, encompass and reach the target audience. 

 Examine different kinds of communication formats and products which can be 

generated   by the research itself. 

 How to find the most appropriate communication channels for the investigation 

undertaken. 

 How to set out a communication plan which develops alongside the research 

process as a whole. 

 

 

KEY CONCEPTS 

 

These concepts will help you better understand the content in this session:  

 

 Target audience: Organisations and individuals grouped by subjects, location, 

interests...  who we wish our research to reach. 

 Communication 2.0:  a new form of communication developed through 

multidirectional channels, not limited solely to communicating results, but also to 

generating discussion on the research or project undertaken. 

 Communication formats and products: form the "wrapping" for the messages 

we wish to present. These products serve another role too in that they help us 

to look at our own research from different angles. 

 Communication channel: is the medium used to spread communication 

products. Nowadays these channels are not exclusive to the mass media, rather 

they are available to anyone wishing to use them. 

 

 

GUIDING QUESTIONS 

 

Develop your answers to the following guiding questions while completing the readings and 

working through the session: 

 

 Which messages can you extract from your research that will make it attractive 

to your target audience?  

 How can you generate widespread discussion on your research?  

 How can you create a group interest in your research? 
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INTRODUCTION   

 

Over the last few years our way of communication has changed considerably thanks 

primarily to technologies which have allowed us to take it much further than the classic 

mono-directional model reserved, until recently, for the traditional media. 

 

The communication tools offered by new technologies have become essential in the 

publication of academic studies to predetermined target audiences. They are even more 

effective however in allowing us to communicate not only the results of our studies but also 

the study or research processes themselves thus enabling us to share the doubts, ideas and 

solutions which we discover on the way. 

 

In this way we can construct a narrative whereby we can evaluate our own work, 

communicate why we consider it important and even (when necessary) come across unlikely 

connections which give us a deeper insight into our work. In other words, this new form of 

communication clears paths to make way for the creation of collective intelligence, 

crowdsourcing. 

 

For this reason the academic reporting and feedback which we send to our stakeholders and 

target audience should aim to generate dialogue which either enriches our own studies and 

research or opens doors for their practical application. 

 

Taking John Bessant and Joe Tidd’s ´4Ps´ as a base, it is possible to construct a model in 

which all these changes and innovations which have taken place in recent years in the field 

of communication figure: 

  

 Innovation in the product: Messages adapted to different channels and target 

audiences including three levels of communication, the first more superficial 

based on short messages, alerts and small-scale interventions on social 

networks, a second, deeper level whereby the audiovisual dominates the 

textual, and lastly a more profound level  in which the receiver analyses the 

given message in more detail. In these cases it is the hypertext which permits 

cohesion among the three levels.  

 

 Innovation in the process: Truly successful communication begins as soon as 

the project, study or research itself is initiated. In this way objectives, 

methodologies, ideas and even doubts can be shared. The multitude of 

communication channels which exist nowadays allows us to choose not only 

which ones will be most appropriate for our target audience but also how to best 
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manage them using applications which help to bridge the gap between online 

and offline spaces. 

 

 Innovation in the position: Until the twentieth century communication took 

place essentially through conversation. With the advent of the mass media (the 

press, television and radio) communication became unidirectional, involving one 

single transmitter and a multitude of receivers-the audience. In the twenty-first 

century however, where networks play an essential role in communication, we 

have recuperated its multi-directional nature. Of the three components which 

make up a network- nodes, relationships and messages-communication now 

places more and more emphasis on relationships. Thus the message 

strengthens the relationship and depending on the function of the message the 

nodes tend to become more personalized. 

 

 Innovation in the paradigm: People make up the nucleus of the new paradigm 

in communication because they have the power to spread messages without 

the need for intermediaries. People themselves have become a potential media 

for communication. 

 

 

This chapter will offer a series of ideas which aim to help researchers find ways of spreading 

not only their results but their working processes too. The researcher will be invited to 

undertake an exercise in radical transparency based on the premise that the more we share 

the more we benefit from the feedback we receive. Each individual will have to decide how 

far they take this type of communication model on board, but it is fair to say that the more we 

limit ourselves, the more we limit the ecosystem of collective knowledge surrounding the 

study or research we hope to share. 

 

RELEVANT, UNDERSTANDABLE AND ACCESSIBLE 

 

In spite of the radical changes in the field of communication caused by a combination of the 

influence of new technologies and the new needs arising from an ever more liquid society (to 

use Zygmunt Bauman's term), there are axioms and premises which do not change and still 

serve as useful guides to ensure high quality communication. 

 

In order for our communication campaign to have an impact the information to be released 

must be relevant, understandable and accessible. This involves extracting and adapting all 

manner of messages and data from your research before shaping them to present to your 

target audience. In order to do this you must proceed in a way which will eventually help you 

to create a communication strategy. 
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 Relevant information: Traditionally, for any professional in the field of 

communication, the most important part of any research will be the results or 

conclusions of the study. However it is important not to undermine the value of 

the process which leads to those results. For this reason, and as we have 

already underlined,  it is always preferable to start the communication campaign 

alongside the research itself. When outling messages this will help you decide 

which are more or less relevant, not only that, you will be able to pinpoint other 

aspects more accurately such as what makes the study necessary and what 

impact it will have. 

 

 Understandable information: One of the challenges we face is how to adapt 

our language; how to avoid the overuse of technical terms in initial interactions, 

how to make sensible use of initials. This chapter will outline some 

communication products which can be used to help spread the information you 

wish to communicate.  

 

 Accessible information: Nowadays, when it comes to spreading information, 

many different channels are at our disposal. The key however is to know how to 

select the appropriate channel for your target audience. The more defined your 

target audience, the better you can choose channels to suit them. 

 

 

RESEARCH AND ITS KEY MESSAGES 

 

Before beginning to extract the key messages form your study or research you must clarify 

its objectives: Will it constitute a theoretical framework for further research? Will it have 

practical applications? Will it change patterns or ways of working? Does it offer appropriate 

tools or educational material etc.? 

 

These objectives will help to decide which parts of the research process are important to 

highlight. When deciding which it is important, try to clearly pinpoint the information which is 

truly relevant, be it visual or emotional. In doing this you will be able to construct a new 

narrative to use alongside the research itself and which will prove to be your point of 

reference when communicating to the target audience. 

 

At the start of any research project it is important to incorporate a calendar with 3 to 5 key 

stages dedicated to the communication of the project. One of these stages must of course 

be the end of the project when results are published. Here are some suggestions on how to 

proceed at each of these stages: 

 

1. Pinpoint the main idea contained in the study. 
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2. Find any visual information which would make sense if published in isolation, e.g. 

quantitative data, statistics, images, graphs, etc. 

3. Look for a good title which reflects what is most relevant in the research at that given 

moment. 

4. Consider publishing problems and concerns which have arisen in order to share 

them with your target audience. 

5. Edit the messages which you intend to communicate to make them easily 

understandable for the target audience. 

6. Link the information you intend to publish in the latest bulletin with information given 

previously. 

 

The Innovation and Technology for Development Centre (itdUPM) has carried out a consultancy for 

Multilateral Investment Fund (MIF), part of the Inter-American Development Bank, on five case 

studies on the provision of basic services to low-income communities in Latin America and the 

Caribbean. 

 

A communication plan was developed as part of the consultancy which provided information 

throughout the process. The key stages chosen for communication were: 

 The start of the consultancy: Communication of the five case studies chosen and of the 

criteria for selection through various communication channels including links to the websites 

of the organisations responsible for the research where their information on the cases was 

published. 

 First impressions: Including the publication of several posts (see Guatemala: Access to 

Health in Rural Areas and Creating the space for innovation – eThekwini Water & Sanitation 

Unit) on the MIF blog on impressions and initial analyses of the consultants after having 

visited one of the selected projects. 

 Graphic outlines of each of the case-studies: the publication of infographics of each case (see 

Peru's infographics) detailing the most innovative aspects of each one. 

 Final publication: The publication of results (expected to July 2014 in www.itd.upm.es) along 

with audiovisual material and messages adapted to the three levels of communication 

outlined earlier. 

 

THE TARGET AUDIENCE 

 

Right from the start of the research project it is important to work with an open document 

containing all the contacts who you will be sending information to as well as all those such 

as financers, stakeholders, academic institutions, businesses or the general public, who you 

will have to report to concerning progress and results. 

 

http://www5.iadb.org/mif/HOME/FOMINblog/Blogs/tabid/628/entryid/641/Innovacion-en-el-acceso-a-servicios-basicos-cinco-casos-de-estudio.aspx#eng
http://www.itd.upm.es/investigacion-aplicada/innovacion-en-el-acceso-a-servicios-basicos-cinco-casos-de-estudio/
http://www.fomin.org/HOME/FOMINblog/Blogs/TabId/628/ArtMID/8837/ArticleID/2223/Guatemala-Access-to-Health-in-Rural-Areas.aspx
http://www.fomin.org/HOME/FOMINblog/Blogs/TabId/628/ArtMID/8837/ArticleID/2223/Guatemala-Access-to-Health-in-Rural-Areas.aspx
http://www.fomin.org/HOME/News/PressReleases/TabId/467/ArtMID/3819/ArticleID/2228/Default.aspx
http://www.fomin.org/HOME/News/PressReleases/TabId/467/ArtMID/3819/ArticleID/2228/Default.aspx
http://www.fomin.org/Portals/0/Documents/Gestion%20Integral%20Residuos%20Solidos.pdf
http://www.itd.upm.es/
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Different target groups will have different interests in the research, it is therefore important to 

remember to send relevant information and to ensure that this information is published at 

each of the stages mentioned earlier. 

 

Some target groups will be easy to identify and to reach, usually those most involved with 

the project itself. These include financers, collaborators and, in the case of development 

projects, beneficiaries. There are always however other target groups whose interest in the 

project may be personal or professional. Although more numerous they will prove more 

difficult to pinpoint.  

 

In order to be able to contact these groups it is important to first carry out a segmentation 

exercise to determine the reasons behind a particular group's interest in the project. This 

process of segmentation can be carried out according to factors such as demographic or 

geographical criteria, personal or professional interests or even according to how useful the 

research will be for a particular group. The objectives of the research itself may even help 

you establish who you need to communicate information on results and processes to. 

 

Once you have established the segmentation groups you can begin to slot each of your 

contacts into place, trying to be a specific as possible in the process. If you limit yourself into 

believing that your research is of very general interest we will find that your capacity for 

effective communication diminishes. Having organised each of your existing contacts you 

must now find those new target groups. Time to look on the net. 

 

Internet has revolutionised communication but there have been changes at other levels too. 

The constancy and flexibility of interpersonal relationships has changed, so too how we form 

groups. 

 

Many of those who actively use Internet already belong to several networks be they social, 

professional, thematic, specific, linked to an event or, in the case of fluffy-kitten-picture-sites, 

for entertainment. 

 

The key to the success of these networks is that, apart from bringing together people with 

shared interests, they tend to be highly dynamic spaces, continually transforming, in some 

cases even ephemeral. Many, as a quick look at Facebook will reveal, have a highly 

fluctuating membership with sporadic interventions from their participants. 

 

True to the nature of communication however, here too we find different levels working, 

some deeper, others more superficial, depending on the constancy of the network involved. 

Our new digital relationships have taught us some lessons and we now see a tendency 

towards the creation of more stable and solid virtual communities. Good examples are 
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applications such as Whatsapp, some professional and corporate networks like Yammer, the 

new developments in Wordpress or the opportunities offered by LinkedIn.  

 

In order to achieve effective communication it is crucial to be able to operate on these levels, 

not only on the superficial for the more ephemeral networks, but also to be able to reach the 

communities related in some form or another to the subject matter of the research. 

 

In each and every one of these networks we must find the most appropriate way of sending 

our messages. It is not always as easy as it sounds. It is important to be familiar with the 

networks themselves in order to avoid sending out messages which may be perceived as 

intrusive or opportunist and therefore actually prove harmful to your cause. A technique 

which often works is to try to familiarize yourself not only with the networks themselves but 

also with those individuals who have most influence over those networks. Why? Because the 

most effective communication incites the target audience to dialogue and to call your 

message its own. An analysis of the most active profiles on Internet- social networks, blogs, 

virtual communities etc. and of offline spaces will serve to help find these influential 

individuals who in turn will help you get your message across.  

 

In the consultancy mentioned above on five case-studies on the provision of basic services 

to low-income areas in Latin-America and the Caribbean, the itdUPM and MIF were careful 

to pinpoint their target audience groups and define the main message which should reach 

each one right from the start of the project.  

 

TARGET GROUP WHERE TO FIND THEM TYPE OF MESSAGE 

Researchers, technicians and 
academic staff. 

 

Promotors of the projects 
involved in the consultancy. 

 

NGOs and public and private 
institutions in the countries 
where the projects are taking 
place. 

 

International development 
agencies related to innovation. 

Universities, research centres, 
online professional networks. 

 

Established contacts within the 
consultancy. 

 

Active searches using existing 
contacts, projects on similar 
subjects, presence on social 
networks... 

 

Official websites, research 
contacts, NGOs involved in 
international programmes etc. 

Methodology used, innovative 
aspects of the consultancy etc.. 

 

Results of the consultancy 

 

Can certain aspects be 
reproduced in other contexts? 
Could the project influence 
public policy making? 

 

Innovative aspects of the 
projects, methodology, results... 

Table 1 
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COMMUNICATION PRODUCTS AND FORMATS 

 

Although a study or research project is obviously a communication product in itself, the more 

superficial levels of communication need to be filled in using complementary products and 

formats. These will cater for a less specialized, more diverse audience but will also provide a 

new perspective when observing processes and results. 

 

A format refers to the specific communication channel through which we choose to publish 

our research eg. Audiovisual, textual or through various data visualization techniques. The 

communication product on the other hand, contains the message presented within that 

format and could be for example a video, an infographic, a poster, a post on a blog or a 

press release. 

 

Communication formats and products are other aspects which must be given consideration 

right from the outset of the study or research project. Some of these products will require 

data or additional information not provided within the study itself such as images, 

testimonials, personal accounts and contextual data, all of which will help you construct a 

parallel narrative to the actual study.  

 

Audiovisual Material. Be it image or video, audiovisual material is evermore important in 

communication in general and in this context particularly. The images and videos chosen 

should transmit the objectives of the study but should also make the research more tangible. 

If you are dealing with a problem, choose an image which reflects that problem, if you see 

solutions, show solutions through your audiovisuals. All too often we see images of 

infrastructures and installations devoid of people. These images lose any communicative 

power. If research is undertaken in order to help people then people must be reflected in 

most of the images and videos used. 

 

 

 

 

 

 

 

 

 

These two images come from a health access and information technology in rural areas programme run by an 

NGO called Tulasalud in Guatemala. The left-hand image shows the nursing school which plays a fundamental 

role in the project. The image chosen however, fails to communicate the importance of their work, we see no 

human aspect, only an empty school building. The right-hand image depicts a community worker attending to a 

neighbour in his own district. Here we have a testimonial, a real-life story. (Photos: itdUPM) 
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The testimonials or personal accounts of the beneficiaries and others most closely 

involved at ground level of a project offer a meaningful vision of the problem or the solution 

in hand. If dealing with access to basic services such as water, electricity or health, the most 

valuable accounts come from the beneficiaries and providers of these services (doctors, 

patients, teachers, students, local mayors, community leaders direct beneficiaries, etc.). In 

the context of communication material these accounts should always be accompanied by an 

image or video of the speaker themselves, always of course with their express permission to 

publish the material afterwards. 

 

Another ever more popular and useful resource in synthesizing material for publication is the 

infographic. The way in which an infographic is constructed breaks up the classic 

introduction-climax-ending formula and instead invites us to construct a narrative using 

quantitative or qualitative data which reflect the most important aspects of the study. Anyone 

designing an infographic for a research project will need the most relevant quantitative data 

extracted in order to effectively communicate both process and results. 

 

Download the infographic here: 

https://www.dropbox.com/s/m1bsmvgoywsgb3s/INFOGRAFRIA_EN_GUATEMALA.pdf 

This visual representation shows the key points of the Access to Health Services in Rural Areas 

programme carried out by the NGO TulaSalud in Guatemala. It includes the latest available results, 

successful aspects of the programme and its potential for duplication in other contexts. It forms the 

basis for a 3 page informative publication on the program Author: itdUPM and MIF. 

 

Maps and geolocation tools can make good visual resources particularly when 

representing a research project taking place in several different and distant locations. 

Google Maps (maps.google.es/), OpenStreetMap (www.openstreetmap.org/) o Ushahidi 

(http://www.ushahidi.com/) are tools which require no specialist technical skill and which 

allow users to quickly generate maps showing specific locations together with the 

information they wish to highlight about each place.  

 

A research project or academic study will usually produce one or several publications and 

it is our target audiences who will determine which kinds are produced. The main publication 

will almost certainly be one in which the whole research project figures, another, more 

reduced and more visual, will serve a less specialized audience and finally there will be 

articles taken from the study in order for publication in either specialist or general media.  

 

A more dynamic and ever more popular way of communicating research however is via 

blogposts. This mix between a news item, a comment and a story proves less formal than a 

traditional article. Blogposts should always appear signed by the collaborators and authors 

of the research. Aspects to be published via blogposts can be decided on from the beginning 

https://www.dropbox.com/s/m1bsmvgoywsgb3s/INFOGRAFRIA_EN_GUATEMALA.pdf
http://www.openstreetmap.org/
http://www.ushahidi.com/
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but the more interesting ones tend to emerge as the research unfolds. A particular event or 

aspect, an anecdote or interview or even a story told based on an image can all inspire 

compelling blogspots. 

 

The Access to Health Services in Rural Areas programme carried out by TulaSalud in Guatemala is 

one of the five case-studies for the provision of basic services to low-income areas in Latin-America 

and the Caribbean analysed by itdUPM for MIF. The consultant on this case wrote the following post 

on the MIF blog after visiting the project: 

http://www.fomin.org/HOME/FOMINblog/Blogs/TabId/628/ArtMID/8837/ArticleID/2223/Guatemala-

Access-to-Health-in-Rural-Areas.aspx 

 

Lastly slideshow presentations are always useful. Alongside the standard programs such 

as Powerpoint by Microsoft or Impress by Open Office new, more dynamic tools like prezi 

(http://prezi.com/) or sozi (http://sozi.baierouge.fr/) have emerged which break the linear 

structure of the narrative and not only serve to create public presentations but also to 

visualize research as an abstract on a website before downloading. 

 

The following presentation created using prezi was shown by the itdUPM as part of the international 

EESD13 conference with the intention of demonstrating how to use innovation models as vehicles for 

learning based on the consultancy on five case-studies for the provision of basic services to low-

income areas in Latin America and the Caribbean.  

http://prezi.com/lf7kag-3mjxl/presentacion-cambridge/ 

 

COMMUNICATION CHANNELS 

 

The communication channel is the medium by which communication products reach your 

target audience. Each communication product will have one or more appropriate channels. 

In this section we will discuss some of the more useful channels but it is also important to 

know how to best take advantage of the existing channels surrounding the research project 

or stakeholders themselves. 

  

Communication channels can be unidirectional or multidirectional. The former being primarily 

the traditional mass media of the twentieth century and the latter meaning new media which 

allow for interaction between themselves and their target audiences. If you wish to 

encourage discussion on your research then you should clearly be looking towards these 

new multidirectional channels, all of which feed back into each other via many means 

including hypertext, embedded audiovisuals and content generated through interaction with 

the target audience. 

 

http://www.fomin.org/HOME/FOMINblog/Blogs/TabId/628/ArtMID/8837/ArticleID/2223/Guatemala-Access-to-Health-in-Rural-Areas.aspx
http://www.fomin.org/HOME/FOMINblog/Blogs/TabId/628/ArtMID/8837/ArticleID/2223/Guatemala-Access-to-Health-in-Rural-Areas.aspx
http://prezi.com/
http://sozi.baierouge.fr/
http://www-eesd13.eng.cam.ac.uk/
http://prezi.com/lf7kag-3mjxl/presentacion-cambridge/
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Nowadays we find that many organizations not only publish on Internet but actually have 

their own channels. For this reason it is useful to start with a list of such organizations willing 

to help spread your communication products via their channels. 

 

All academic studies or research intended for widespread publication should have their own 

web spaces preferably within the website of the organisation promoting the research. This 

space will serve not only to publish the report but also as a showcase for any other 

communication products generated alongside the report. This space is also a first point of 

contact with your target audience where hopefully you can capture them using audiovisuals, 

images and presentations, but also serves to communicate at a second level whereby you 

make the research available for widespread publication.  

 

The posts mentioned earlier should of course have their own corresponding blog. This could 

either be one created specifically for the research in hand, but in this case frequent updating 

is recommendable, or use the blog belonging to the organisation promoting the research or 

responsible for the project. 

 

Newsletters continue to be an important communication channel but rely heavily on 

databases. Whether or not newsletters are used in your organisation, you should try to track 

down newsletters from other organisations and ask for support in spreading your information 

through them. 

 

Social networks are the primary multidirectional channels in any communication strategy. 

We can compare them to one large room where a multitude of people are discussing various 

subjects, some louder than others, some in big groups others in smaller ones. If you burst 

into the room shouting out your message you will be considered intrusive and therefore lose 

all credibility for anyone still prepared to listen to you. A much better strategy is to try to find 

out which groups have interests in common with your own and who has a relevant profile to 

the message you wish to communicate.  

 

For this reason, your first task when using social networks should be to seek out the target 

audience for your research. If you do not actually have your own profile on these sites you 

can still use them to look for those with profiles which are in some way related to your 

research, preferably high profiles on the site, who will agree to actively collaborate in 

communicating your research and /or contribute to discussions generated by it. 

 

The table below outlines some aspects of each network and how they can be of use in 

building a communication strategy. 
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 Personal 
profile 

Institutional 
profile 

Page Subject 
groups 

Subject 
lists 

Target 
audience 
search 

Direct 
messages 

Twitter x x   x x x 

Facebook x  x x  x x 

LinkedIn x  x x  x x 

Google+ x  x   x x 

Table 2 

 

 

In Twitter, for example, it is possible to look for personal and institutional profiles through its 

search engine as well as through subject lists where these profiles are grouped together. 

The subject groups in Facebook and LinkedIn can be good places not only to find profiles 

but also to spread messages. Lastly, it is possible to send direct messages through social 

networking sites but almost always on the condition that some mutual link has already been 

established, for example two people/profiles on Twitter or Facebook who have been 

following each other. 

 

Audiovisual channels such asYoutube, Vimeo, Flickr, Pinterest and Instagram are useful 

for presenting images and video generated on your research and for embedding them into 

web pages, blogs or for sending links to them through the social networking sites mentioned 

earlier. Most of these channels are also considered social networks themselves because 

they serve to generate active participation, commenting on content and adding new 

audiovisual material to the channel. 

 

In 2013 the United Nations Development Programme (UNPD) held a contest #communityheroes via 

the social network and audiovisual instagram. Internet users were asked to publish on the site a 

picture of someone they considered to be the local hero of the neighbourhood in which they lived, 

along with a short text explaining why they had chosen them. The result was a page displaying 

hundreds of modest stories of ordinary people who, through their actions, had helped to change the 

world.  http://statigr.am/contest/pwhx/communityheroes-photo-contest 

The kind of communication which is generated through these multidirectional channels very 

often leads to some kind of action on the part of the target audience such as comments on a 

blog, messages on Facebook, tweets and new posts on thematic blogs. All these reactions 

constitute an extremely valuable source of communication material which can be put 

together and broadcast back onto these channels: this is exactly what tools such as Storify 

allow us to do. Storify is a tool which allows us to drag these messages to its website where 

a code is generated which, when embedded back into another site or blog, displays all these 

reactions together. 

http://statigr.am/contest/pwhx/communityheroes-photo-contest
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Organizing For Action is an organisation supported by the US president, Barack Obama ,which 

carries out campaigns based on some of his election promises such as the so-called "Obamacare" 

campaign , gun violence prevention or immigration policy. Their website shows all messages, images 

and videos related to the subject posted by users on social networks using the same technique as 

Storify: http://l.barackobama.com/stories/gun-violence/all/all/ 

 

Mass Media: radio, television and the press are not usually the first channels used in the 

communication of studies or research mainly because of the time restraints these impose 

and also because of the difficulties involved in making any sort of impact in these media. It is 

important to bear in mind however, that if a news item should arise which is in some way 

related to your research it may be a good idea to use the situation to your advantage and 

release a press statement about your research to the media covering the story. 

 

Specialised media are however important channels through which you can get your work 

known. In these cases articles usually require signing by the author or by a member of the 

research team and are published alongside illustrative images. Again, if you plan for these 

kind of articles from the outset, you will find it easier to get them published when the time 

comes.  

 

Public events are a good opportunity for showing research, or a particular aspect of it, to 

your target audience. If you choose to organise an event solely with the purpose of 

communicating the results of the research, you will have to give careful consideration to the 

format the event will take. If the objectives of the research are mainly formative or to use the 

results to guide the development of further projects, you might want to combine a traditional 

event with some kind of workshop. There are many tools available which allow us to 

broadcast such events online with relative ease and even permit the combination of offline 

and online participation. The hangouts by Google or streaming services like Ustream or 

Livestream are examples of such tools and they can be used in conjunction with others 

such as Visible Tweets at public events to project the tweets published by users about your 

research in real time onto a space in the room in which the event is taking place. For this you 

will need to have previously defined a hashtag such as #communityheroes. used by UNPD 

and mentioned above.  

 

Lastly, most multidirectional channels use impact indicators which help to assess acts of 

communication, mostly these will simply be the number of visits to a particular online space, 

but the best indicators are, without a doubt, the reactions which you will provoke in your 

target audience. 

 

 

http://l.barackobama.com/stories/gun-violence/all/all/
http://l.barackobama.com/stories/gun-violence/all/all/
http://www.google.com/intl/es/+/learnmore/hangouts/
http://www.google.com/intl/es/+/learnmore/hangouts/
http://www.ustream.tv/
http://new.livestream.com/
http://visibletweets.com/


Academic reporting and feedback to stakeholders & society 

B.4 Supervising engineering students  15 

THE COMMUNICATION PLAN  

 

We have discussed a large number of communication products and channels. When the 

time comes to outline a communication plan you should select which ones you consider 

most appropriate, taking into account factors such as the pace of the research, key stages 

and deadlines. The scheme below incorporates these many elements: 

 

ACTION TARGET 
AUDIENCE 

COMMUNICATION 
FORMAT/PRODUCT 

COMUNICATION 
CHANNEL 

IMPACT INDICATOR D
a
t
e
1 

D
a
t
e
2 

D
a
t
e
3 

D
a
t
e
4 

 Share the 
methodology of 
the research 

Academic Post 

Article 

Blog / LinkedIn 

Specialist journals 

Nº visits to blog / Nº 
Commentaries 

Nº copies published 

    

 Give visiblilty to 
the most 
important 
individuals 
involved in the 
project  

Stakeholders Video interviews Youtube / web 

Social networks 

Nº Visits to the vídeo 

Comentaries on social 
networks 

    

 Publish the first 
results of the 
research. 

All pre-
determined 
audiences 

 

 

Financers 

Post 

Short messages on 
networks 

 

Personalised 
newsletter 

Blog 

 

Social networks 

 

email 

Nº visits to blog 

Comentaries on social 
networks 

Percentage of emails 
opened 

    

 Capacity for 
extension of the 
project model to 
other locations 

Public and 
private 
institutions 
with similar 
interests. 

Infographics Websites 

 

email 

Nº visits to web 

Percentage of emails 
opened 

    

 Generate a web 
in collboration 
with researchers 
and 
professionals in 
the same field 

Academic 

Profesionals 

Post 

infographícs 

Short messages on 
networks 

Social networks 

Virtual communities 
of profesionals 

Comentaries / 
reactions on social 
networks and virtual 
communities 

    

 Final publication 
of the research 

All pre-
determined 
audiences 

Public event 

 

Physical space / 
email / social 
networks/ broadcasts 
using internet 

Nº attendants  
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Financers / 
Stakeholders 

 

 

 

Workshop/ Webinar 

Website 
 

 

 

Nº participants 

 
Table 3 

 

As well as a general communication plan for your research, it is also possible to make a 

more specific one aimed at a channel of particular strategic importance. The scheme below 

demonstrates such a plan applied to the social network LinkedIn: 

 

 

Specific objective  Dissemination of university research 

Target audience  Lecturers, students and researchers 

Communication channels  LinkedIn 

Actions 

  
1- Creation of a group on LinkedIn on the subject covered by the research as 
well as posting of initial content about the research 

.  2- Search for profiles, pages and target audience groups on LinkedIn 

  3- Broadcast the group amongst the target audience.  

  4- Weekly updates by the group on content deriving from the research itself. 

Results 

 
1- The LinkedIn group has 200 profiles added and 15% participation 

 
2- 50 profiles show specific interest in the research 

Indicators 

  1- Nº profiles in the group 

  2- Nº updates 

  3- Content generated by target audience 

 
4- Nº visits to the group 

Time interval  2 months 

 
Table 4 
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CONCLUSIONS 
 

The objective of web-based communication is to impact on the nodes of that web -

individuals- so that the relationships between them which are related to the research, 

broaden throughout the process via diverse communication channels. In order to achieve 

this we will use a series of messages presented through several different communication 

products. 

 

This type of communication combines the traditional objective of reaching as many people 

within the target audience as possible with a more proactive approach, i.e. inciting reactions, 

comments and exchange of information. For this reason multidirectional channels, 

intrinsically linked to new technologies, form the best way, not only of reaching the widest 

possible audience, but also of enriching our own research. 

 

Communication will thus no longer be considered a set of activities in isolation from research 

but rather will come to form a part of it, transverse, continual and present throughout the 

process. In this way communities with mutual interests can be formed who will keep up with 

progress of the research, not only that, but who will collaborate, provide data or help move 

the research to even wider circles. In short the kind of communication to promote 

crowdsourcing, i.e. the collective intelligence used to achieve a specific aim. 

 

The examples of communication plans shown in tables 3 and 4 are perhaps a little ambitious 

for one specific project but they should help you bear in mind how to spread the messages 

and data yielded as the research progresses. 

 

In this way you will be able to create and consolidate your own communication channels 

which will create stronger links with those interested in your project and will also be a useful 

base for the future as, once established, you can use your channels for other projects 

without having to start from scratch.  

 

Lastly, the many communication products generated by research will not only serve to reach 

a wider audience but, in many cases, will also offer a visual map of all the relevant aspects 

and possibilities for further study contained within the project. 
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Web site: BBC Media Action. Climate Asia. Communication Toolkit. 
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Resources: IDRC Toolkit for researchers: 

http://www.idrc.ca/EN/Resources/Tools_and_Training/Pages/Toolkit-forresearchers.aspx 

 

Prezi presentation: Using case studies as learning vehicles http://prezi.com/lf7kag-

3mjxl/presentacion-cambridge/  

 

 

http://www.idrc.ca/EN/Resources/Tools_and_Training/Pages/Toolkit-forresearchers.aspx
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