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TASKHow Digital are You?
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Digital

Researcher



Using 140 characters or less, write your Twitter 
biography. 

Think about:

• Keywords.

• The Why Question.

• Who your followers are.

TASKTwitter Biographies





A brand is seen as an essence and a group of 

manifestations of this essence.

What is a Brand…

Semprini, A. (2005). La marque, une puissance fragile. Paris: Vuibert. 

Quoted in Cova, B., Ford, D. and Salle, R. (2009), “Academic brands and 

their impact on scientific endeavour: The case of business market 

research and researchers”, Industrial Marketing Management, Vol. 38 No. 

6, pp. 570–576.
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BRAND DIMENSIONS



Lorrie Thomas Ross. 2013. Understanding Personal Branding. Lynda.com online course. 
Retrieved from: https://www.lynda.com/Business-Skills-tutorials/Understanding- personal-

branding/126618/154003-4.html

Lorrie Thomas Ross is a speaker, trainer, marketing expert, and the CEO of Web Marketing 
Therapy, a marketing agency and training company that prescribes healthy marketing 
solutions for businesses. Her expertise empowers organizations to create scalable web 
solutions that brand and boost business. Lorrie has been teaching web marketing since 2005, 
bridging the art and science of the subject with huge success. UC Berkeley Extension picked 
up her classes in 2008. Today, Thomas is hired by corporations for custom curriculum 
development. 

Components of Personal Branding

AUTHORITY – ONLINE IDENTITY – PERSONAL STYLE

https://www.lynda.com/Business-Skills-tutorials/Understanding- personal-branding/126618/154003-4.html




DISCUSSION

In pairs, discuss the below questions: 

1. How are you perceived by your peers?

2. How are you perceived by your stakeholders? 

3. What would you like them to think of you? 

4. What don’t you want them to think of you? 

5. Do you feel you have a brand? 

PERCEPTIONS



DISCUSSION

Why might it be important to think of developing your 
academic brand? 

Group 1: Why it it important for you?

Group 2: Why is it important for institutions? 

Group 3: Why is important nationally (to policymakers, 
government)?

BRANDING AND VALUE



Key Persons of Influence

KPI



Pitch

Publish

ProductiseProfile

Partnerships

5 Ps



What is your niche?



TASKEXPERTISE AND 

AUTHORITY

List your top three talents/areas of expertise.

Talent Like Advice

List your most valuable activities.

Activity Like AdviceActivity Like Advice



DISCUSSION

I recently attended your paper at the society’s annual conference. As I had 
to catch a flight, I didn’t have time to speak with you. When I got home I 
wanted to get in touch and find out more about you and your work. What 
would I find from an online search of your name? 

In pairs, discuss your presence online and answer these questions: 

• What would the result of the search be? (Why not try it?)

• How would I contact you? 

• What response would I receive from you? 

• How could I have found out more about you and your work? 

FOLLOW UP



• Social Media as strategic networking and branding 
tools.

• Digital footprints amplify reputation and reach. 

• Reinforced and highlights contributions to the 
community. 

• Two-way and engaged.

Social Media for Researchers



DISCUSSION

In groups, discuss the following questions:

Group 1: How do you feel about using social media for 
academic purposes? 

Group 2: What are the benefits of using social media? 

Group 3: What are you concerns about using social media? 

BRANDING AND VALUE



1. What is your motivation for using social media?

2. Who is your audience?

3. Which tools and platforms are the most appropriate?

4. Do you need support in using these tools effectively?

5. Have will you manage the time needed to use these tools 
effectively?

6. How will you monitor your progress?

Social Media Strategy



Group Learning

In four groups, discuss your 

knowledge of these different 

platforms and share any advice 

or concerns you have about 

using them.



LinkedIn

• Over 467 million users, with many academics now with 
profiles, as of October 2016. 

• Supports over 200 countries and territories. 

• Site focused on professional networking. 

• Increasing means of advertising jobs and searching for 
employment. 

• Used to develop inroads and support community- building. 

• Connecting with the professional sector as well as academia. 

• An opportunity to think about your brand and your value to 
the academic community and the wider public. 



• Sites which enable you to share links to your publications and 
papers (and, where possible, pre-print versions of your 
articles). 

• Research Gate and Figshare also allow you to share data 
sets, presentations, and audio- visual data. 

• Allow you to connect with researchers in your area and can 
provide recommendation of people to follow and research 
that might be of interest. 

• Commercial ventures, with possible introduction of freemium 
models in the future.

Research Gate / Academia.edu / Figshare



• Discursive and community-based platforms. 

• Allows you to share news, articles, best practice, and 
dialogue. 

• Share information that contributes to your community. This 
will help you establish yourself and your online presence. 

• Twitter, in particular, is often used to advertise conferences 
and as a conference backchannel through the use of topic-
based hashtags. This can alert you to new events as well as 
inform your thinking at the conference. 

Twitter and Facebook



The challenge comes in knowing how to use them 
[social media] in a way that’s helpful and appropriate 

for you. 

Social Media for Researchers

Mark Carrigan. 2016. Social Media for Academics. 

London: Sage Publications.



True thought leaders have expertise, passion and a 
track record of changing the world. They become 

thought leaders when they rise above themselves by 
sharing their knowledge so that others can change 

the world, too. 

Thought leadership is the very best career insurance 
around. 

Thoughts on Thought Leadership

Denise Brosseau. 2013. Ready to be a Thought Leader? 

San Francisco: Jossey-Bass.



1. Find Your Driving Passion: the one arena where 
your interests, expertise, credibility, and commitment 
align. 

2. Build Your Ripples of Influence: listen to what 
resonates and distil different viewpoints to develop a 
transformative ideas. 

3. Activate Your Advocates: articulate what’s in it for 
them and create real momentum for change. 

4. Put Your ”I” on the Line: overcome self-imposed 
limits. Stand front and centre and take risks to 
espouse a new direction or vision. 

Seven Steps to be a Thought Leader
Denise Brosseau, 2013 



5. Codify Your Lessons Learned: Distil your know-how into 
a replicable model so that others can be inspired and 
empowered. 

6. Put Yourself on SHOUT: You need to be discoverable and 
connect with those you can build on your ideas. 

7. Incite (R)Evolution: By auditing your progress, you’ll 
ensure your ideas are gaining traction at local, national, 
and international levels. 

Seven Steps to be a Thought Leader
Denise Brosseau, 2013 



1. Think about who your research role models are?

2. Would you consider them a thought leaders? 

3. What would you look for in a role model? 

4. Go and have a conversation with them about how they 

developed their research profile.

HOMEWORK



Start to think about your own brand strategy. 

1. What is your aim? 

2. What will you do this year to expand your ideas? 

3. How will you foster approachability? 

4. What will you do to become more discoverable? 

5. How does your personal story connect to the work you do? 

6. Who can offer you support? 

7. What milestones will you celebrate? 

8. What are the next steps for you to build credibility and make change 
happen? 

HOMEWORKYOUR STRATEGY



Thank You
Dr Kieran Fenby-Hulse 
@drkfenbyhulse


