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Introductions, 
backgrounds, 
experience, 
and 
motivations (1)

2 minutes each…

• Name

• Research area

• Experience – no, low, 
medium, pro?

• Motivations for 
attending



External 
forces & 
the hybrid 
turn (1)

Environment - concerns, particularly those around the need to 
reduce travel-related carbon emissions, both directly and in-
directly, places pressures on limiting travel 

Exogenous and endogenous shocks - travel restrictions 
imposed due to, for example, political instability, war, security 
concerns, infections, and pandemics, including the most recent 
COVID-19 global lockdown

Technology - the availability of digital platforms and social 
mediums, as well as e.g. new, novel and big data sets

Hybrid academic – part-online, part-offline teaching, skills for 
research purposes

Journals & funders – increasingly look for making research 
accessible & open.



Social networking & social platforms

» Social networking implies establishing many-to-many connections for the purposes of sharing 
information with the networks or subsets of the networks. 

Although one-to-one connections are possible on social networking sites, the main activity is engaging 
with a broader range of participants in the network.

» Social platforms software that enables, captures, and organises interactions between participants.

The ability of social platforms to enable mass collaboration differentiates it from other collaboration 
technologies. Examples of social software include the technologies that enable blogs, wikis, discussion 

forums, social networking etc. 

(Vitae, 2012 – ‘Social Media Handbook’).

Q: What social mediums and/or digital platforms do you currently 
use for research purposes? and why?



Why? Background & benefits of building an academic 
identity 



My 
professional 
& personal 
experience 
(1)

Personal perspective: own journey 
developing an identity (completed PhD in 
2017, still fresh).

Journal perspective: role as Social Media 
Editor (Annals of Tourism Research) and 
Editor-in-Chief (Event Management).

Management perspective: role as Head of 
Department.

Institutional perspective: striving to be 
international leader in events, hospitality, 
tourism.



Example presence & why (university profile)



Example presence & why (Twitter)



Example presence & why (website)



Example presence & why (podcasting – research 
informed teaching & commentary)



Building online presence supports all RDF domains –
either directly or indirectly



General benefits and drawbacks

» The real value of social media for scientists (aside from teaching us to communicate concisely) may 
be that we are forced to think about how to share ideas with a broader audience, one that ultimately 
pays for most of our research: taxpayers… 

» …Public conversations about our research make scientists accountable for delivering something of 
value to those taxpayers. In an era of budget cutting, early-career scientists will have to be effective 
ambassadors for the profession. This might manifest in conversations with family members or with 
strangers sitting next to us on a plane, or it might mean posting videos on YouTube or blogging about 
our ongoing research…

» …The days of scientists communicating only with each other, in the languages of our individual 
disciplines, and relying on science journalists to translate for the public, are rapidly coming to an 
end.” (Nature, 2012).

Avoiding academese.

Thoughts?

Agree? Disagree?



General benefits and drawbacks

» “…if you are passionate about a topic and argue your perspective in a compelling manner, you can 
begin to generate a following…If people find your opinions and perspective interesting, they will do 
a lot of the work for you…

» …By design, social media is a conversation. When you post information, people like, comment on, 
or forward your thoughts. This means that not only can you put ideas out there but you can learn a lot 
as well.” (Harvard Business Review, 2012a).

» “Social media is not just for socializing. When handled correctly, you can use it to enhance your 
personal brand, establish your expertise, or demonstrate your digital fluency…

» …Commit to using social media for professional reasons and be proactive about managing your 
activity and image. Consider what potential employers or colleagues will see - you don’t want 
them to discover only pictures of you and your dog, or worse…

» …Try tweeting or blogging about your area of expertise, thereby creating content that others can 
forward, retweet, or repost. This can help you establish yourself as an expert in your field.” (Harvard 
Business Review, 2012b).



General benefits and drawbacks

» Highlighting significance of your work and the work of your field

» Reaching broader audiences, often beyond the academy

» Simplifying language and avoid academese

» Showcasing your individual passion and ability to connect to others

» Building a community that cares about what you have to say (e.g. ‘Conference Dinner’ analogy)

» Nurture your network = long-term strategy. Friends at conferences. Supportive network. Amplifiers of 
your work. We are in an intellectual and people business.

» Academia is, like any industry, political– your reputation and relationships will open and close doors 
as in most professions.

» As a Head of Department I know, from social networks, who may be likely to contribute to the 
department, school and wider university…

» …the image and reputation you have is key not only for future career prospects to position yourself 
as a leading expert in particular area in the hearts and minds of your scholarly community.

Ideas from the floor – any more benefits to add?



General benefits and drawbacks

» Transforming one-way monologues into collaborative dialogues and interactions.

» Democratising information and knowledge: it can involve everyone, everywhere.

» Encourage greater openness and transparency.

» Stimulate collaborative knowledge building. 

» Accelerate information sharing.

» Reduce the cost of participation and co-ordination of resources and actions.

(Vitae, 2012 – ‘Social Media Handbook’).



General benefits and drawbacks

» Echo chambers - making it difficult to hear distinct and different voices or polarised discussions as 
users selectively view materials that are aligned with their world-view or opinions…

…Scientists retreat to narrow research topics that limit the healthy inter-disciplinary dialogues.

Q: TO WHAT EXTENT DO YOU AGREE OR DISAGREE WITH THIS STATEMENT?

» ‘Half-baked’ ideas are made public - or mis-information and rumours can spread which are 
unfiltered by professionals, thereby, reducing the credibility of these sources.

» Social media can distract - from deep reflection and cause information overload as individuals 
respond to frequent interruptions.

Q: SOCIAL MEDIA AND NEED TO ‘BE ONLINE’ DISTRACT YOU FROM THE INTELLECTUAL 
PURSUIT?

» Intellectual property concerns – other researchers stealing your ideas before you’ve got the 
chance to e.g. publish.

» Security and privacy breaches - identity theft, online bullying and disclosure of embarrassing 
personal information etc.

(Vitae, 2012 – ‘Social Media Handbook’).

IDEAS FROM THE FLOOR – ANY MORE CONCERNS?



General tips for developing a digital identity (1) 

Be conscious of your online 
persona. Engage selectively in the 

professional network to maintain 
your digital reputation and remember 
that what you post leaves a virtual, 

permanent, reflection of your identity 
that likely will never go away, 

sometimes even after you delete 
your own copy of it.

Add a profile picture. Everyone 
likes to “see” whom they are talking 

to.

Set up professional boundaries. 
Consider separating personal and 

professional accounts. Develop ‘dual 
citizenship’ online with separate 

professional (public) and personal 
(private) networking profiles. 

Engage in a dialogue. The 
interaction should be based around a 
conversation with the network rather 

than talking at them. Show 
appreciation for the inputs that you 
receive and take interest in others.

Be authentic. Be yourself and be 
honest in your conversations and 

don’t try being someone that you are 
not. Know the image you want to 

project in both social and 
professional settings and proceed 

accordingly. Think about the 
consequences of your engagement 

on any social network.

Be polite. Be positive and 
encouraging in your interactions with 
others. Don’t be quick to react: “Stay 
away from social media sites when 

you are feeling emotional. 
"Intelligence goes down when 

emotions are high”.



General tips for developing a digital identity (2) 

Be generous. Provide information that people can use, for example, updates on Twitter from a conference that you are attending: “the interesting 
thing about social media is it’s a give-to-get environment; if you come at it with a what-am-I-going-to-take-way-from-this-attitude, you are already 
behind the curve.” (Uzelac, 2011)

Play by the rules. Be respectful of group and community rules. Follow the terms of use of the social platform you are using. Also, be aware of the 
legal and professional framework that governs the social platform, your research group and institution.

Don’t overload your network. If you must post something, post something of significance that your network will find useful: a tip or a resource you 
find significant, or a blog post that discusses a relevant topic. Do not annoy your contacts with self-promotion.

Think before you post. Consider the effects of each post on yourself, your research group or institution before sending it. Don't post anything on 
that you don't want your current collaborators and future employers to read. Compose your posts, updates or tweets in a word processing 
document so you can check grammar and spelling before you send them. Avoid posting in the heat of the moment, especially when the discussion 
may escalate into a ‘flame’ war.

Don’t ignore questions. If someone asks you a question don’t ignore them. If they are trying to strike a conversation respond back to them.



General tips for developing a digital identity (3)

Cite references. The posts 
should be factual; don’t make 

claims without evidence.

Protect confidential 
information. Protect information 
about your collaborators, fellow-

researchers and information about 
your institution. If in doubt, obtain 
approval to share the information 

in social media sites.

Offer information of value. Offer 
information that stimulates 

collaborative knowledge-building, 
helps to consolidate resources 

and ideas, and facilitates 
dialogue. However, don’t state 

that you are an expert – show it 
by posting useful content.

Time your requests. Don’t keep 
asking people to join your other 
social media networks or read 

your blog. In fact, you should try to 
keep self-promotional links and 

tweets to a bare minimum. Asking 
for help too often will simply drive 

people away.

Reply via email. Don’t use Twitter 
or discussion groups to have one-
to-one conversations; use email 

instead.

Keeping it up-to-date. Social 
media needs to be a constant 

consistent investment and can be 
very time-consuming. It is wise to 

choose a small set of technologies 
so that the information is up-to-

date and the participation is 
regular.

Take responsibility. It will hurt 
your credibility if you tell people 
how busy you are and then they 

see you participating in Facebook 
everyday. Assume that everyone 
is watching your online activity 

and behave accordingly.

Don’t be too quick to judge. 
When meeting individuals online 
get to know them a bit before you 

judge who or what the are.



Opportunities in cyberspace: Volume, variety, velocity, 
veracity…and value, for research production 

• Volume (size)

• Variety (different data) 

• Velocity (speed)

• Veracity (truthfulness, 

reliability)

= Value

+ 

Extensional & relational 

work 

= More value, substantive 

research & identity 



Humanising disciplines 
& fields of analysis: 

Putting a face to the 
name, work and identity

» https://twitter.com/AnnTourRes

»Developing community - particularly but not 
exclusive to those in the social sciences/A&H. 

»

https://twitter.com/AnnTourRes


Creating a 
research 
ecosystem 

CREATING & PRODUCING 

BIDDING 

PLANNING/MANAGING

DELIVERY

EVALUATION 

DISSEMINATION 

Embedding stakeholders embedded in all phases of 
the project.



Significance & impact

» Rigour is a hygiene factor. 
Significance & impact is new(er) game

» Not enough to just be rigorous

» Journals increasingly demanding 
significant & impact to be considered 
as output 

» Windows to impact (indirect) 

» Direct impacts (e.g. policy changes, 
managerial practice, improving 
conditions, saving lives) 



Crafting a coherent & achievable 
narrative

» Top academics often only have 1-2 
big and ground-breaking ideas in 
their lifetime. 

» If you're trying to be exceptional in 
10+ areas, stop - will spread too 
thin. Think depth not breadth. 

» The mid-end game? Research 
wunderkid? Thought leader? 
Consultant? Policy confidant? 



Your 
research?

Identifying who is in your conversation: journals, 
academics, orgs you work with etc. What they are 

saying? How can you contribute to their work? How can 
they contribute to your work?

What are the objectives to achieve your aim? 3 max. 

What's the aim of your work? One sentence.



Who? 
Academic and 
non-academic 

networks

Academic, Industry, Policy, Public – what 
about intersects in and between (e.g. 
disadvantaged communities?).

Action for breakout groups: 

• Map out a stakeholder network: Who may have an 
interest in your work? (10 minutes).

• 1 line next to each stakeholder: Why may they be 
interested? And what do you have to offer each one? 
(10 minutes).

• 1 line next to each stakeholder: How could you 
involve them in the co-production of your research? 
One action for each stakeholder (10 minutes).



Action planning using brand identity prism – work in pairs 
using template (20 minutes), feedback to group (20 
minutes), x1 action each going forward to close.

Some adaptations:

1) For physique, consider here not just 

the design but which online spaces you 

want to participate in?

2) For personality, consider how you 

want to come across.

3) For relationship, why may they be 

interested in your work? What do you 

have to offer?

4) For culture, consider how your work 

connects to values close to your heart 

and/or wider agendas, like UNSDGs 

etc.

5) For reflection: Who may have an 

interest in your work?

6) For self-image – ignore.


