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Social Media for Researchers 
 

 
 

A Sheffield Universities Social Media Symposium 
 

23 September 2014, 10:00-16:00 in 15104 Aspect Court 
#ShefSocMed 

 
This symposium aims to encourage researchers to maximise the potential of social media, both for their 
research and for their careers as researchers.  In particular it will: 

 Introduce the trends in social media relating to research and researchers 

 Advise on establishing an effective online presence 

 Explore the use of social media as research data 

 Discuss social media's role in enhancing academic conversations 

 Share experiences of using a research blog in a REF impact case study 

 Give practical advice on engaging online audiences 

 Present altmetrics as an alternative way of disseminating and measuring scholarly output 
 
 

 
 
 
 
 
 
 
 

 
 
 
 

Who should attend? 
 
The symposium is aimed at research staff and postgraduate research students (PGRs).  It will be suitable 
for researchers from all disciplines and all levels of experience.  However the event will be participatory, 
so an active interest and experience in utilising social media in a professional capacity would be ideal.   

 
The symposium’s programme is outlined overleaf 

 

 

“The real value of social media for researchers (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 researchers 
accountable for delivering something of value to those taxpayers.  In an era of budget cutting, early-
career researchers 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 researchers 
communicating only with each other, in the languages of our individual disciplines, and relying on 
journalists to translate for the public, are rapidly coming to an end” - Gaston Small, University of 
Minnesota 



 

 

  

 

 

 

 
 http://shardprogramme.wordpress.com/        @SHaRD_Programme 
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PROGRAMME 
 

 
 

About the speakers 
 
Professor Tristram Hooley is Professor of Career Education and Head of the International Centre for Guidance 
Studies (iCeGS) at University of Derby   
 http://adventuresincareerdevelopment.wordpress.com  @pigironjoe 
 
Sue Beckingham is Educational Developer in Higher Education and a Senior Lecturer in the ACES Faculty at 
Sheffield Hallam University     @suebecks 
   
Dr Farida Vis is Research Fellow in the Social Sciences in the Information School at University of Sheffield 
 http://visualsocialmedialab.org/      @flygirltwo 
 
Dr Tom Stafford is Lecturer in Psychology and Cognitive Science at the University of Sheffield  
 www.mindhacks.com     @tomstafford 
 
Dr Claire Ainsworth is a principal trainer for SciConnect 
 www.sciconnect.co.uk     @SciConnect 
 

Andy Tattersall and Claire Beecroft are Information Specialists in the School of Health and Related Research 
(ScHARR) at University of Sheffield     @andy_tattersall 
        @beakybeecroft 

Time Item Lead 

10.00 Networking and coffee  

10.15 Entering the Matrix or Changing the World for the 
Better?  Why Researchers Should be Simultaneously 
Suspicious and Enthusiastic about Using Social Media 

Tristram Hooley 

11.05 Using Social Media to Develop a Professional Online 
Presence - Networking and Identity 

Sue Beckingham 

11.45 Coffee  

12.00 Researching Social Media - Big Data and Social Media 
Analysis 

Farida Vis 

12:40 Blogosphere Debates - The Frontier for Scientific 
Discussion 

Tom Stafford 

13.20 Lunch  

14:20 
 

Engaging Audiences through New Media - Science 
Communication and Media Skills 

Claire Ainsworth 

15:00 Coffee  

15:20 
 

Altmetrics in the Academy - Strategies for Better 
Academic Engagement, Dissemination and 
Measurement 

Andy Tattersall and Claire 
Beecroft 

16:00 Close and debrief  

http://www.shu.ac.uk/
http://shardprogramme.wordpress.com/
http://www.shef.ac.uk/ris/ecr/training
http://adventuresincareerdevelopment.wordpress.com/
http://visualsocialmedialab.org/
http://www.mindhacks.com/
http://www.sciconnect.co.uk/


 

 

Presentation to the #ShefSocMed 

www.derby.ac.uk/icegs 

Entering the Matrix  

or changing the world for 

the better?  
Why researchers should be simultaneously suspicious 

and enthusiastic about using social media? 

 

Tristram Hooley  

(Professor of Career Education) 

http://www.derby.ac.uk/ehs


 

http://www.derby.ac.uk/ehs
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Consume 



 

www.derby.ac.uk/icegs 



But social media is challenging TV  

People are using their leisure time to create, share and 
socialise.  

 

Jay Rosen calls us “the people known formerly as the 
audience” 

 

Clay Shirky* says that we are creating a “cognative surplus” 
that can be used for the good of humanity. 

 

The question is what are we creating and does it have any 
value? 

*See Clay Shirky (2009) Here comes everybody and (2010) Cognitive surplus for more argument on these lines. 

http://www.derby.ac.uk/ehs
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#selfie 

www.derby.ac.uk/icegs 

reputation 
sounding off 

http://www.derby.ac.uk/ehs
http://adventuresincareerdevelopment.wordpress.com/
http://adventuresincareerdevelopment.wordpress.com/
https://www.researchgate.net/profile/Tristram_Hooley2?ev=hdr_xprf
https://www.researchgate.net/profile/Tristram_Hooley2?ev=hdr_xprf
http://uk.linkedin.com/in/tristramhooley/
http://uk.linkedin.com/in/tristramhooley/
http://uk.linkedin.com/in/tristramhooley/
http://www.citeulike.org/profile/pigironjoe
http://www.citeulike.org/profile/pigironjoe


Things we might talk about  

 What kind of academic do you want to be? 

 

 Networks, reciprocity and sharing 

 

 Privacy and ownership 

 

 Careering online 

www.derby.ac.uk/icegs 

http://www.derby.ac.uk/ehs


Things we might talk about  

 What kind of academic do you want to be? 

 

 Networks, reciprocity and sharing 

 

 Privacy and ownership 

 

 Careering online 
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What would Antonio Gramsci say? 

Each man, finally, outside his professional activity, carries on 
some form of intellectual activity, that is, he is a "philosopher", 
an artist, a man of taste, he participates in a particular 
conception of the world, has a conscious line of moral conduct, 
and therefore contributes to sustain a conception of the world 
or to modify it, that is, to bring into being new modes of 
thought.  

 

All men are intellectuals, but not all men have in society the 
function of intellectuals. 

 

One must speak for a struggle for a new culture, that is, for a 
new moral life that cannot but be intimately connected to a 
new intuition of life, until it becomes a new way of feeling and 
seeing reality. 



So can social media… 

 help you to become a better academic? 

 help you to win the academic rat race? 

 help you to become more the sort of academic that you 

want to be? 

 help you to become a different sort of academic? 

 help you to change the world? 

http://www.derby.ac.uk/ehs


Social media: A guide for researchers 

http://www.rin.ac.uk/system/files/attachments/social_media_guide_for_screen.pdf
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Things we might talk about  

 What kind of academic do you want to be? 

 

 Networks, reciprocity and sharing 

 

 Privacy and ownership 

 

 Careering online 
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How do networks work? 

Not like this 

http://www.derby.ac.uk/ehs


How do networks work? 



Lessons from network theory 

 You don’t need to know everyone. 

 Knowing who the connectors are is important 

 Be aware of what networks you are in and what ones you 

are not in 

 Being part of a network takes time and energy – you can’t 

be part of everything. 

http://www.derby.ac.uk/ehs


What do you want from a network? 

 Diversity 

 Independence 

 De-centralisation 

(Surowiecki, 2004) 

 

Also 

 People who share your interests 

 People to have fun/sociability with 

http://www.derby.ac.uk/ehs


Reciprocity 

“a state or relationship in which there is mutual action, 

influence, giving and taking, correspondence, etc., between 

two parties or things” 

OED 

 

http://www.derby.ac.uk/ehs


Communities emerge around content 

 

Lots of academic engagement strategies 

amount to the creation of a big empty room  



Academics have fantastic content to share 

 

People will engage with you and your ideas – they won’t 

start sharing in the abstract 



Things we might talk about  

 What kind of academic do you want to be? 

 

 Networks, reciprocity and sharing 

 

 Privacy and ownership 

 

 Careering online 
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Who owns your work? 

 

www.derby.ac.uk/icegs 
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What is your work worth? 

What intellectual property do you actually have? 

 

www.derby.ac.uk/icegs 

http://www.derby.ac.uk/ehs


Who and what is your work for? 

 

 

 

 

 

 

 

 

 

 

 

www.derby.ac.uk/icegs 
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Audience 

Influence 

Power 

www.derby.ac.uk/icegs 
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But privacy, ownership and control remain big issues 

www.derby.ac.uk/icegs 
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Things we might talk about  
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7 Cs of 
digital 
career 
literacy 

Changing 

Collecting 

Critiquing 

Connecting Communicating 

Creating 

Curating 



If you liked this… 

 Cann, A., Dimitriou, K. & Hooley, T. (2011). Social Media: A Guide for Researchers. 

London: Research Information Network. 

 Hooley, T. (2012). How the internet changed career: framing the relationship between 

career development and online technologies. Journal of the National Institute for 

Career Education and Counselling (NICEC). 29: 3-12. 

 Hooley, T., Hutchinson, J. & Watts, A. G. (2010). Enhancing Choice? The Role of 

Technology in the Career Support Market. London: UKCES. 

 Hooley, T., Hutchinson, J. & Watts, A.G. (2010). Careering Through The Web. The 

Potential of Web 2.0 and 3.0 Technologies for Career Development and Career 

Support Services. London: UKCES. 

 Hooley, T., Marriott, J. & Wellens, J. (2012). What is Online Research?: Using the 

Internet for Social Science Research. London: Bloomsbury Academic. 

 Longridge, D., Hooley, T. & Staunton, T. (2013). Building Online Employability: A Guide 

for Academic Departments. Derby: International Centre for Guidance Studies, 

University of Derby. 

www.derby.ac.uk/icegs 
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And all of these… 

http://www.derby.ac.uk/ehs
http://blog.chumbonus.com/wp-content/uploads/2010/05/wisdom-of.jpg
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Tristram Hooley 

Professor of Career Education 

International Centre for Guidance Studies 

University of Derby 

http://www.derby.ac.uk/icegs  

t.hooley@derby.ac.uk 

@pigironjoe  

 

Blog at 

http://adventuresincareerdevelopment.wordpress.com  

http://www.derby.ac.uk/ehs
http://www.derby.ac.uk/icegs
mailto:t.hooley@derby.ac.uk
http://adventuresincareerdevelopment.posterous.com/
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Using Social Media to Develop a 

Professional Online Presence 

 

  

Sue Beckingham | @suebecks 

Sheffield Hallam University 

The Value of OPEN Networking 
 

A Sheffield Universities  

Social Media Symposium  

#ShefSocMed  



Some people's perceptions of 

social media 



Barriers to using social 

media 
 

1. WHAT 

Heard of social media, know 

what it is and have a personal 

perception of its social  use 

 

2. HOW 

Know it can't be hard to use 

but don't have time 

 

3. WHY 

Don't always get round to 

asking this question 



Why is social media important 

for a Researcher??? 



If your work is 

locked away 

who actually 

gets to see it? 



Why do I need 

an online 

presence? 



PRESENCE SHARING 

IDENTITY RELATIONSHIPS 

REPUTATION GROUPS 

CONVERSATIONS 

The honeycomb of social media 
Kietzmann et al 2011 



PRESENCE 

Visibility 

SHARING 

Openness 

IDENTITY 

Recognition 

RELATIONSHIPS 

Connections 

REPUTATION 

Influence 

GROUPS 

Communities 

CONVERSATIONS 

Interaction 

Adapted from Kietzmann et al 2011 

Social Media provides the spaces to create digital places  

 





Developing 

and 

growing 

new ideas 





Jackie Gerstein 2014 





Standing 

out from 

the crowd 

 

Make your 

skills and 

expertise  

visible 



How do you develop a  

Professional Online Presence? 

Identity  Networking 

Reputation 



There's never just.... 



LinkedIn members did over 5.7 

billion professionally-oriented 

searches on the platform in 2012. 

 

More than 3 million companies 

have LinkedIn Company Pages. 

 

LinkedIn members are sharing 

insights and knowledge in more 

than 2.1 million LinkedIn Groups. 



Laws of economics say that scarcity 

increases value. However it’s no longer 

information that’s scarce, but rather 

meaningful responses to that information.  
Terry Heick 2014 



http://socialmedia4us.wordpress.com/  

http://socialmedia4us.wordpress.com/
http://socialmedia4us.wordpress.com/


These new platforms are facilitating 

academic collaboration, teaching and 

public engagement. What starts as a 

blog, ends as an academic output, 

and an output with a ready-made 

audience, eager to cite it.  

 
Hitchcock 2014 Twitter and blogs  

are not add-ons to 

academic research,          
but a simple reflection  

of the passion that 

underpins it.  



A digital picture 

can paint 

ten thousand 

words and more 

YouTube Vimeo 

SoundCloud AudioBoo 

SlideShare Prezi 

Flickr Pinterest 



The ripple effect 



Being visible means others will 

share your work = wider reach 



Think: positive interconnectedness 





Know what you can share 

Who owns the copyright of your work? 



        

? 
? 

Professional Informal 

Blurring of boundaries 



social media 





https://shardprogramme.files.wordpress.com/2013/09/social-media-for-

researchers-flyer-and-programme.pdf 
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Researching Social Media – Big 

Data and Social Media Analysis 

Farida Vis 

Information School, University of Sheffield 

 

@flygirltwo | @VisSocMedLab 

 
Social Media for Researchers: A Sheffield Universities Social Media 

Symposium, 23 September 2014 



 
• Academic – working on social media and Big Data (methods) 

• Have been studying social media for nearly a decade 

• Sometime data journalist for The Guardian 

• Co-author of the Data Journalism Handbook   

• Led social media analysis of ‘Reading the Riots on Twitter’ (2.5M)  

• Fellow recipient of inaugural Data Journalism Award (for Twitter 

rumour visualization as part of Reading the Riots) 

• Now: verification – spread on (mis)information online 

• Key concern for the World Economic Forum (top ten trend for 2014) 

• World Economic Forum Global Agenda Council for Social Media 

• Border runner – talk/work across academia | government | industry 

• Advising various research councils on funding social media research 

• New projects: Picturing the Social and Visual Social Media Lab 

• MA module (option): Researching Social Media/ Research Methods 

for Social Media (40 students 2012/2013; 65 students 2013/2014) 





"Picturing the Social: transforming our 

understanding of images in social media and 

Big Data research.” 

 

ESRC Transformative Research grant 

 



 

Large interdisciplinary team  
 

Farida Vis (PI) – Media and Communication 

Simon Faulkner – Art History/Visual Culture 

James Aulich - Art History/Visual Culture 

Olga Gorgiunova – Software Studies/Sociology 

Mike Thelwall – Information Science/software 

Francesco D’Orazio – Industry/Media/software 

+ Anne Burns (RA) – Digital Ethnography 



 

 

“Qualitative data on a quantitative scale” 

         (D’Orazio, 2013) 



Users share 750 million images daily 

Building new theory and method 

 

Structures 

 

Users 

 

Content 



 

Structures 

 

Users 

 

Content 





@VisSocMedLab = building community + engaging in conversation  



 

FREE ONE DAY CONFERENCE 

 

Picturing the Social:  

Analysing Social Media Images 

 

Part of ESRC Festival of Social Science 

 

7 November: ICOSS, University of Sheffield 

 

Registration opens 1 October 

 visualsocialmedialab.org 

  



 

 

SOCIAL MEDIA = BIG DATA 



 

 

REAL-TIME ANALYTICS 



Industry definition 

 

“Big data” is high-volume, -velocity and –variety information  

assets that demand cost-effective, innovative forms of  

information processing for enhanced insight and decision  

making’ (Gartner in Sicular, 2013).  

 

Huge industry now built around ‘social data’ and ‘listening  

platforms’ feeding on this data (Many tools not suitable for  

academic use, black box).     

 

 



Academic definition 

 

• Technology: maximizing computation power and algorithmic 

accuracy to gather, analyze, link, and compare large data 

sets.  

• Analysis: drawing on large data sets to identify patterns in 

order to make economic, social, technical, and legal claims. 

• Mythology: the widespread belief that large data sets offer a 

higher form of intelligence and knowledge that can generate 

insights that were previously impossible, with the aura of truth, 

objectivity, and accuracy.  

 (boyd and Crawford p. 663).  

 



Critiques of Big Data 

 

 

• Important to make visible inherent claims about objectivity 

• Problematic focus on quantitative methods 

• How can data answer questions it was not designed to 

answer? 

• How can the right questions be asked? 

• Inherent biases in large linked error prone datasets 

• Focus on text and numbers that can be mined algorithmically 

• Data fundamentalism (correlation always indicates causation)  

 



How do we ground online data? 

In the offline: assessing findings against what we know about  

an offline population (census data) in order to better understand  

online data. Problems with over/under representation in online  

data? 

 

In the online: premised on the idea that data derived from the  

Internet should be grounded in other online data in order to  

understand it. So comparing Facebook use to what we know  

about Facebook use, rather than connecting it to offline  

measurements about citizens.  

 

Pioneered by Richard Rogers: online is the baseline.  

 



Important considerations for online research 

 

 

1. Asking the right question – research should be question 

driven rather than data or tool driven. 

2. Accept poor data quality & users gaming metrics – once 

online metrics have value users will try to game them. 

3. Limitations of tools (often built in disconnected way) 

4. Transparency – researchers should be upfront about 

limitations of research and research design. Can the data 

answer the questions?  



Organic data / data in the wild 

 

SOCIAL MEDIA SIMPLY AS (BIG) DATA 

 

VS 

 

SOCIAL MEDIA AS A RESEARCH AREA  



 

 

DOMAIN EXPERTISE 



 

TO UNDERSTAND 

TWITTER DATA YOU 

NEED TO UNDERSTAND 

TWITTER 



 

 

+ BE ON TWITTER* 

 
  

 

 

          * Or relevant platform you’re interested in! 



Finding cutting edge social media research 



UGC is ‘false’ until verified 



Social media VS social data 

• Social Media: User-generated content where one user 
communicates and expresses themselves and that content is 
delivered to other users. Examples of this are platforms such 
as Twitter, Facebook, YouTube, Tumblr and Disqus. Social 
media is delivered in a great user experience, and is focused 
on sharing and content discovery. Social media also offers 
both public and private experiences with the ability to share 
messages privately. 

• Social Data: Expresses social media in a computer-readable 
format (e.g. JSON) and shares metadata about the content to 
help provide not only content, but context. Metadata often 
includes information about location, engagement and links 
shared. Unlike social media, social data is focused strictly on 
publicly shared experiences. (Cairns, 2013) 

  
 



Social media  
 
 
 
 
 
 
 
       Social data 





Enriched metadata 

 

Location and influence 

 

Where are users? 

 

Are they influential?  



Twitter expanding/enriching metadata 

Hawskey (2013) 



  
 

 

 

New Profile Geo Enrichment 



Geo-locating tweets 

 

Exact location 

Lat/long coordinates 

Gold standard geo data 

Problem: only 1% of users 

-> Only 2% of firehose tweets 

Early adopters, highly skewed 

 

Where in the world are you? 

No Lat/long coordinates 

Text field – enter anything 

Advantage: more than half of all 

tweets contain profile location 

Much more evenly distributed 

 



Profile geo-enrichment 

‘our customers can now hear from the whole world of Twitter  

users and not just 1%’ (Cairs, 2013 on Gnip company Blog) 

 

• Activity Location – 1% that provide lat/long 

• Profile Location – Place provided in their profile. May or may 

not be posting from there. 

• Mentioned Location – Places a user talks about 



Profile geo-enrichment + linking data 

 

‘Profile location data can be used to unlock demographic data  

and other information that is not otherwise possible with activity  

location. For instance, US Census Bureau statistics are  

aggregated at the locality level and can provide basic stats like  

household income. Profile location is also a strong indicator of  

activity location when one isn’t provided. (Cairns, 2013) 

 



Dangers of mapping/tracking/predicting 

 

 

Did it really work?  

 

Beware of the fall of Google flu trends! 

 

Results are rarely independently verified  

or triangulated (can’t share social media data). 

 



Data collection problems 

- Searching for keywords/tags: problematic. What are the 

search terms you need/know about? Significant disadvantage 

in searching for a limited number of hashtags: (1) not all 

tweets pertaining to the relevant topic will contain a hashtag; 

(2) how to identify all the relevant keywords/hashtags? 

- Identifying users: problematic. How do you identify them? 

Through information in their bio or additional registration 

information accessible through the API (YouTube)? Self-

declared information. 

- Searching for users/topics/keywords through networks 

(Facebook, YouTube, Twitter). What does the network show? 

What kind of connections?  

 



Social Network Analysis 

Not new, applied to social media. Many sites structure information  

through social graphs and connections between users/tags/keywords. 

Could identify new information, important view on the data. 

 

Limits: (1) What is the nature of the connection? What does a ‘friend’  

connection mean? Could be friend/relative/ acquaintance/fan/ 

stranger/fake -> requires critical reflection, qualitative inspections. 

(2) Difficult to account for changes over time. The network  

visualisation only gives a snapshot in time. Not clear what that shows. 

(3) How is the network graph constructed by the social media  

company? How is the Facebook graph constructed? How are nodes  

connected? Which ‘friends’ are shown? Which are left out? 

(4) How does the visualisation tool (Gephi) show the network?  

 





Sentiment analysis 

Developed for short texts (tweets, comments on YouTube, short  

Facebook updates, comments) to establish positive and negative  

sentiment. Great interest in sentiment analysis from both industry,  

policy makers and academia (‘mapping the mood of the nation’ type  

projects; identifying negative sentiment as an early warning sign). A  

range of tools have been developed in this area, which allow for the  

rapid processing of short structured texts. 

 

Limits: (1) The stated text must include a measurable sentiment (a lot  

of tweets and short texts are simply statements). 

(2) The danger of reading out of context. Texts must be placed back  

into their original context to make sense. Often impossible to do. 

(3) Establishing sentiment is difficult for both human coder & machine      

 



Hashtag analysis 

Hashtags originally emerged on Twitter, but now also widely used on  

Facebook. By clicking them other content tagged in this way is  

revealed. This data can be collected through APIs to gaining insight  

into topics/events through their hashtag and the communities that can  

be identified around them. These can arise quickly (breaking news);  

establish around a popular TV show (#masterchef); a set of interests  

(#foodporn); part of wider social media cultures (#ff #fail #facepalm). 

 

Limits: (1) Sampling concerns around how Twitter makes data  

available through API structure. Not clear how collected sample relates  

to the firehose. Concern for social science researchers. 

(2) How do you know you have ‘all’ the hashtags? Only partial data.  

 



Ethics 

Ethics acknowledged as an important and hotly debated area of  

social media research. Updated ethical guidelines from the  

Association of Internet Researchers (AoIR) published last year.  

Slow to update. Do we need more flexible frameworks and  

frequent sharing of good practice? Is it feasible to seek informed  

consent? Often seen as context specific.  

 

Is the data public if it is publicly available? Does the notion of  

‘public’ change when user registration data (for example age,  

gender) can only be accessed with the API, but is not publicly  

visible.  



 
 
  



Ethics 

Most social media data is created within specific context. 

 

Emerging approaches/best practice.  

 

Quantitative: data shown in aggregate, not at individual level.  

Users not identifiable.  

 

Qualitative: Consent is sought, no data shared that can be  

linked back to a user. ‘Agile ethics’: do to users what you feel  

comfortable with in use of your own data. Problem with difficult to  

identify underage users, most: from 13 years+ 
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digital disruption meets 

scholarship 

What Jason Mitchell's 'On the emptiness of failed replications' gets right 

by Tom Stafford http://osc.centerforopenscience.org/2014/07/10/what-jason-mitchell-gets-right/ 



Source: Wikimedia Commons 



A ‘proper place’ for discussion 

“The swift rebuttal was prompted by scientists' alarm at the speed with which 

the accusations have spread through the community. The provocative title — 

'Voodoo correlations in social neuroscience' — and iconoclastic tone have 

attracted coverage on many blogs, including that of Newsweek. Those attacked 

say they have not had the chance to argue their case in the normal academic 

channels.” 

 

“The major question here, seems to be the propriety of the BMJ and Dr Jones 

in going beyond the reasonable response to a press release, by asking 

potential opponents for a detailed statistical critique, without offering the 

authors of the study any right to reply alongside” 



The posse 

Unpredictable, en-mass criticism 













The posse 

Unpredictable, en-mass criticism 

….Particularly around methodology 

….General raising of standards 

 

 
(see also Why Psychologists’ Food Fight Matters: “Important findings” haven’t 

been replicated, and science may have to change its ways By Michelle N. 

Meyer and Christopher Chabris, in Slate.) 

 

 



You don’t know who is in town 

Cross-disciplinarity means we have all become non-

specialists 

= requires ‘upskilling’, not dumbing down 

The scholarships of translation and integration, not just 

discovery (Finders, 2013; after Boyer, 1996) 
 

 

 

 

 

Flinders, M. (2013). The tyranny of relevance and the art of translation. Political 

Studies Review, 11(2), 149-167. 

 



They are not measured, they are 

weighed 



They are not measured, they are 

weighed...because 



Michael Leunig 

http://www.leunig.com.au/ 



Connection to your peers 



Far away is nearer 

Twitter: “it's like having a 

little part of you that's 

always down the pub” 

(@dougald) 

 

 

….or in the conference bar 





Questions? Comments? 

@tomstafford 
























































































































