
1 Challenge the future 

Dissemination of the results to the public  
(Flyer) 

 
Dissemination of scientific results to the public  

(DoW) 

Thom Bogaard 
Delft University of Technology 

Changes Workshop PS-04 
& 

11th edition International Summer School 
Environmental Hazards & Sustainable Development  

in Mountain Regions  
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Dissemination of the results to the public (~ 1.000.000 entries) 

The latter mainly in relation to discussion on Open Acces Journals! 
and advertising workshops, courses, etc on the topic! 

Dissemination of scientific results to the public (9.720 entries) 
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To disseminate (from lat. disseminare „scattering 
seeds“), in terms of the field of communication, means 
to broadcast a message to the public without direct 
feedback from the audience. 

http://en.wikipedia.org/wiki/ 
Models_of_communication 

Disseminate 
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Final report 
Final outcome 

‘Decision’ 

Awareness 
Warning 

Results 

The set-up of the study 
The process of the study 
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Public 

Audience 

• Peer audience: scientists 

• Managerial audience: policy makers 

• Nonspecialists audience: general public 

• Mixed audience 

• …… 
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http://abacus.bates.edu/~ganderso/biology/resources/writing/HTWstrategy.html 

The aim of this course is NOT to learn the writing 

There are traditional courses and websites to help... 
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… most of which are very useful and some are fun … 

Schulman, E. R., How to write a scientific paper, Annals of Improbable Research, 2 (5), 8, 1996, 
http://members.verizon.net/~vze3fs8i/air/airpaper.html 
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Outline 

• Set the scene 

• Role of dissemination in scientific career 

• Audience 

• Perception of audience 

• Role of scientists 

• Scientific communication 

• To scientists (Scientific writing) 

• To general public (Science Journalism) 

 

• Example 
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Role in scientific career 

Why we publish? 

• Personal 
Main metric for your work/succes 
Academic duty 
 Promotion and Tenure/PhD 
Getting a job 
 

• Department/Faculty/University 
 Funding 
Getting a “top” statuts 
 

• World 
Helping science to the next level 
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Role in scientific career 

Publish or perish 

So forget about writing to the public? 

• Societal obligation to explain what you 

are doing (they pay you) 

• Influencing public opinion, proof the 

importance of your work  

 (new projects, more money) 

• Intrinsic motivation 

 (feels good) 

 

• YOUR CURRICULUM VITAE ? 
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Role in scientific career 

New science output evaluation 
ERIC - SIAMPI 

ERIC - Evaluating Research in Context 
SIAMPI - Social Impact Assessment Methods  
through Productive Interactions 
 
 

The aim of SIAMPI is to develop methods for assessing the ‘societal impact’ of 
research, focusing on the process by which this impact comes about – the 
productive interaction between researchers and stakeholders. 

see www.siampi.eu 
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Audience 

Please read this text 
1 minute 

Huckin and Olsen 
Techhnical writing and professional 
communication for non native speakers 



14 Challenge the future 

Audience 

Please read this text 
1 minute 

Huckin and Olsen 
Techhnical writing and professional 
communication for non native speakers 



15 Challenge the future 

Audience 

Which one you prefer? 

What is the difference? 

Huckin and Olsen 
Techhnical writing and professional 
communication for non native speakers 



16 Challenge the future 

Audience 

Examples of audience groups 

• Peer audience: scientists 

• Managerial audience: policy makers 

• Nonspecialists audience: general public 

• Mixed audience 

• …… 
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Audience 

Think to... 

• Identify all communication uses and routes 

• Identify all possible audiences: current or future 

• Identify concerns, goals, values and needs of each 

audience: the perspectives of the audience 

• Make communication appropriate for managers 

• Identify each audience’s preferences for and objections 

to the arguments 
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Audience perception 

Think of: 
 The evolution debate 
 Vaccination debate 
 Climate change debate 

Are the people opposing 

scientific findings ignorant? 

Note the Google experts (“University of Google”) 

4 types of audience: 
believers, deniers, doubters and apathetic 
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How objective is science? 

How objective is the scientist? 

Do scientists have ‘privileged’ access to the truth? 

Prof. Dr. Diederik Stapel and many others... 
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In their article “Water footprints of nations” Hoekstra and Chapagain (2007) 

discuss the “water footprint” of the different countries of the world and the means 

to reduce the footprint. The water footprint is defined as the total freshwater 

volume that is used to produce the goods and services consumed by the 

population of that country. Contrary to traditional water use indicators, the water 

footprint includes the “virtual water” (Allan, 2003) that is embedded in the goods 

and services that are imported or exported. Using some simplifying assumptions, 

the authors calculate the global average water footprint to be 1240 m3/cap/yr, 

ranging from a mere 700m3/cap/yr for China to 2480 m3/cap/yr for the USA. The 

means to reduce the water footprint discussed in the paper are 1) more water 

efficient production methods, 2) changes in consumption patterns (e.g. less 

meat), and 3) moving production to regions where water efficiency is higher. 
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• Scientists are not objective 

• Science is much more messy than suggested by 

publications 

• “Facts” do not decide scientific controversies 

• Researchers make choices what to include and exclude 

and how to deal with uncertainty 

• Research reflects values and background 

Mostert en Raadgever (2008) 

How objective is science? 

How objective is the scientist? 

and your audience knows! 
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Scientists are not objective (but we do our best to be…) 

Public is unbiased nor ignorant 

Scientists and audience 
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Communication models 

Encoding communication 

Sender 

Internal 
factors 

External 
factors 

Targeting 
info 

Receiver 

Internal 
factors 

External 
factors 

Willingness 
to accept 

new 
information 

Sending the 
message 

Duggan, F. and Banwell, L. (2004). Constructing a model of effective information 
dissemination in a crisis Information Research, 9(3)  

http://informationr.net/ir/9-3/paper178.html 

Berlo's Sender-Message-Channel-Receiver Model of Communication 

//upload.wikimedia.org/wikipedia/commons/7/79/Encoding_communication.jpg
//upload.wikimedia.org/wikipedia/commons/8/86/Smcr.jpg
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Psychological dimensions in communication 

Sender 

Internal 
factors 

External 
factors 

Targeting 
info 

Receiver 

Internal 
factors 

External 
factors 

Willingness 
to accept 

new 
information 

Sending the 
message 

Trust and credibility (conspiracy)  

 > Wynne, 1992: Misunderstood misunderstanding 

Effect of framing (e.g. numbers) 

and so on… 
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Outline 

• Set the scene 

• Role of dissemination in scientific career 

• Audience 

• Perception of audience 

• Role of scientists 

• Scientific communication 

• To scientists (Scientific writing) 

• To general public (Science Journalism) 

 

• Example 
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Essential Messages 

 

Your audience wants the answer to: 

 

• What is the problem? 

• What are you going to do about it? 

• How will you achieve that? 

• How will that help us? 

PS-03 Communication in Padua by Erik Peters 
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Always, 3 things 

• What’s the status quo? 

 

• What’s wrong with the status quo? 

 

• How does your work go beyond the status quo? 

 

Remember this structure for 

   every paper you write! 

Scientific writing 
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Introduction  

     …as an inverted pyramid 

Status Quo 

 

What’s wrong with the 

status quo 

 

Why this is a problem 

 

How you intend to fix it 

 

Specific Objectives 

# of references 

increases  

Very general  

References 

 

 

 

 

 

Very specific  

references 

Scientific writing 
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Elevator Pitch Example Alert Solutions (inverted pyramid) 

 

There are 7 billion people on this planet. 50% live in cities. By 2050 the 

population will have increased to 9 billion of which an astonishing 70% will 

live in urbanized areas. 

Cities are located near water; rivers, delta’s and seas shore. These are at risk of 

flooding. Climate change will make floods a more frequent event. 

To maintain safety we need to improve our flood defences. 

Alert Solutions has developed a monitoring system that provides a real time 

insight into the stability of dams, dikes and levees. 

This will allow us to build and improve flood defenses where and when necessary. 

Experience in The Netherlands shows that 80% of planned dike 

reinforcements can be optimized in time and size.  

Thereby saving public spending, while at the same time achieving more safety.  

This is adapting to climate change, the smart way. 

PS-03 Communication in Padua by Erik Peters 
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A scientific paper tells a story! 

• You need a problem or something to catch the 

reader’s attention 

 

• You need a plot 

 

• You need resolution of the problem at the end 

of the story 

Scientific writing 
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A topdown approach 

 Start with a story board approach 

 Develop an outline with headings and subheadings 

 Iterate on this many times, adding sub-sub-headings 

 Identify key figures to tell the story 

 Fill in the outline further 

 Make writing assignments to co-authors 
 A divide and conquer approach 

 Do not start any writing until 
 the outline is rock-solid, 

 figures are made 

 Subheadings = paragraph topics 

Writing approach 
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Scientific journalism 
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Why science communication? 

• Democratic perspective 

• Economic perspective 

• Public: tax 

• Private: valorisation 

• Social-cultural perspective  

• Infotainment 

• Profiling institute, your research (important!) 

 

Scientific journalism 
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Scientific journalism 

Key elements of science journalism 

 

• requires a more than average knowledge of science field 

• requires a lot of explaining 

• requires understanding of jargon (when reading original 

papers) 

• requires understanding of process of scientific research 

• requires different use of balance 

 e.g. Climate change 

• Is helped/bound by the embargo system 

 Pro: time for in-depth coverage 

 Con: lazy reporting, no scoops 
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Scientific journalism 

Main actors 

• Researchers 

• Science information officers 

• Science journalists 

• Public 

 
Who are science journalists? 

• Former scientists 

• Graduates science communication 

• Specialized journalists 
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Scientific journalism 

One of the main differences between scientists and journalists is 
the audiences they play to. Scientists care first and foremost 
about impressing their peers, while one of the main standards 
used by a newspaper reporter to assess a story's 
newsworthiness is "Why would my grandmother care about 
this?"  
 
This disconnect between the two audiences - one highly expert 
and highly critical, the other non-expert and mostly in search of 
interesting and entertaining information - often leads scientists 
to ignore the other golden questions of journalism: "who, 
why, what, where, how, and so what?"  
 

- Mike Hopkin, Nature News reporter 

 



37 Challenge the future 

About science journalism students 

 “Those who fail share a single characteristic. They prove 
unable, despite great effort, to empathize with non-
scientist readers.” 

 
John Wilkes, director science communication programme UCSC 

EMBO Reports, 2002 

Scientific journalism 
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Structural elements 

• Headline  

• Lead  

• Intro  

• (nut graph)   

• Paragraphs  

• Subheads  

• Sidebars, boxes, 

illustrations 

• Streamers 

• Kicker 

Scientific journalism 
• Inform  

• Alert  
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Writing news reports 

• 5 Ws & H: 

• Who 

• What 

• Where 

• When 

• Why 

• How 

• Upside down pyramid 

Lead 

5 W’s & H 

 

Details  

in order of  

importance 

 

Cut off 

paragraph 

Scientific journalism 
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Scientific journalism 

http://www.pbs.org/mediashift/2011/11/why-the-world-needs-better-
science-journalism333.html 

85% of news articles come uncensored from press 

releases!   (Nick Davies:Flat Earth News) 

How ‘reliable’ is (science) journalism? 

Churnalism 
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http://en.wikipedia.org/wiki/Churnalism 

Churnalism is a form of journalism in which press 
releases, wire stories and other forms of pre-packaged 
material are used to create articles in newspapers and 
other news media in order to meet increasing pressures 
of time and cost without undertaking further research or 
checking. 
Churnalism has increased to the point that many stories 
found in the press are not original. The decline of 
original journalism has been associated with a 
corresponding rise in public relations. 

Scientific journalism 
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Scientific journalism 

Developments in science journalism 

 

- ‘Only’ translating the jargon 

- Notion of influence of uncritical churnalism of 

scientific results on society 

- From cheerleaders to watchdogs 

- More attention to the process of science 
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Example Kawah Ijen natural pollution 

For whom we wrote this? 

Why did we write this? 
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45 Challenge the future 
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Change text in this figure: scientific dissemination 

Marie Charriere, 2011/2012 
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Summary 
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Take Home Message 

  (for all writing/communication) 

Ask yourself why ‘the receiver’ wants to spend 
time on your information 

Knowing your audience  


