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GLOBAL REVIEW OF RESEARCH COMMUNICATONS

WHY?

• Greater attention on research communications and its 

reputational value (stakeholder feedback: knowledge gap).

• Increased interest (by university leaders) in roles, teams and 

structures that support research communications.

• A movement towards research priorities (versus “cover 

everything”).

HOW?

• Interviews with those responsible for research 

communications across universities worldwide – aim is 75.

• Main themes: resourcing; channels/methods; measurement; 

priorities; innovations.

WHEN?

• Report due out in November 2025.



RII = Research Innovation & Impact

• 15 team members: 
➢ Writers
➢ Web developers
➢ Graphic designers
➢ App creator
➢ Social media officer (LI)
➢ Events officer

• Network of 40 communications 
roles (“All RII Marcomms 
Group”) meets monthly





Membership = £36 !





TRUSTKNOWLEDGE

CHOICE (= INCOME)

RESEARCH

THE UNIVERSITY REPUTATION ECOSYSTEM



LET’S START WITH…..





Pictured is Lorraine Vandermyden standing outside a crop field where we 
conduct insect sampling using sweepnets. This project investigates insect 
communities in different habitats in agroecosystems and measures 
ecosystem services.











https://showyourstripes.info/s/globe

“These graphics are free to use for any purpose (with 

appropriate credits), but if you would like to make a charitable 

donation to support climate science and education at the 

University of Reading you can do that here. Donations will 

contribute towards our current priority project, funding a PhD 

studentship investigating historic weather records collected in 

the UK from the 17th to 19th centuries. This three-year research 

project will help test and improve the robustness of some of the 

world's longest running climate records, with the datasets then 

freely shared with other climate scientists around the globe.”

MORE TO COME 
LATER…..





TRUSTKNOWLEDGE

CHOICE (= INCOME)

RESEARCH

THE UNIVERSITY REPUTATION ECOSYSTEM 
– AS APPLIED TO FUTURE STUDENTS



DRAWN FROM: PRELIMINARY FINDINGS AND EXPERIENCES

PROMOTING RESEARCH TO FUTURE STUDENTS

1. STRATEGIC POSITIONING (EMOTIONAL APPEAL):

• Cause-related messaging and campaigns – demonstrate values and inspire.

• Syncing research content with brand/mission positioning.

2. THE STUDENT EXPERIENCE (PERSONAL BENEFIT): 

• You’ll be taught by experts who bring their latest research into ‘the classroom’.

• You’ll develop your own research skills – curiosity, discovery, data, analysis.  

3. ENGAGEMENT (RESEARCH AS A METHOD FOR FIRST ENCOUNTERS):

• Outreach with schools, youth spaces, and communities. 

• Open day content.

4. TARGETING THE INFLUENCERS ON CHOICE WITH RELEVANT RESEARCH:

• Channelling relevant research to teaching profession and industry bodies



“It’s obvious that students in 
discover mode will profit and grow 
rapidly from the bountiful 
intellectual and social opportunities 
of  a university. Students who spend 
most of their time in defend mode 
will learn less and grow less.”













Project Quest | How Ai Image Generators 
Make Bias Worse

https://www.lis.ac.uk/project-quest/how-ai-image-generators-make-bias-worse
https://www.lis.ac.uk/project-quest/how-ai-image-generators-make-bias-worse


















https://challenge.carleton
.ca/
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