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PURPOSE: ProC komunikujeme?

TARGET GROUPS: Pro koho komunikujeme?
CONTENT: Co komunikujeme?

TOOLS: Jakeé pouzivame nastroje?
MOTIVATION: Jak motivujeme?

REVIEW: Jak vyhodnocujeme?

OUR SECRET: Proc to funguje?
CHALLENGES: A na co si dat pozor?




Proc komunikujeme vedu?

* Informujeme verejnost 0 praci nasich védcu

» Uznavame a ctime praci nasich védcu

« Komunikujeme vyznam vedy pro spolecnost
 Informujeme o grantech a jak s penezi nakladame
« Komunikujeme dulezitost zakladniho vyzkumu

* \Vzdelavame verejnost o novych technologiich
 Informujeme nezavisle o veédeckych tematech
» Lakame talentované studenty do nasi PhD skoly

* Propagujeme CEITEC jako dobrého zamestnavatele




Pro koho komunikujeme?

* Nasi vedci

* Nasi zamestnanci

» Vedecka komunita

* Média a novinari

» Siroka vefejnost

» Poskytovatelé grantu
 Politici a zakonodarci



Co komunikujeme?

 Vysledky naseho vyzkumu (publikace, patenty, objevy)
« Uspéchy a ocenéni

- Clenstvi v prestiznich védeckych organizacich

« Grantové uspéchy a milniky vyzkumnych projektu

* Novinky tykajici se instituce jako takove

* Profily védcu a védkyn

« Akce pro vedeckou komunitu i verejnost

« Zapojeni do tuzemskych | mezinarodnich kampani

» Souteze s vedeckou tematikou

* Vedecka temata, ktera verejnost zajimaji



Jake pouzivame nastroje?

» Akce pro vedeckou komunitu a odbornou verejnost
» Akce pro verejnost (2019: 20)

* Akce pro zamestnance

 CEITEC web (2019: 77)

» Socialni site (2019: 703)

* Tiskove zpravy (2019: 15)

* Propagacni predmety



Socialni site

e Zvysujeme organicky dosah N S}
e Kategorizujeme témata prispévku FACEBOOK

* Mame pravidelne rubriky LI el o
* Pouzivame Sikovné online nastroje y M
 Mame svuj jednotici hashtag (#CEITECScience) f@

* Dbame na copywriting
 Toéime videa m
* Sledujeme trendy LN :
* Inspirujeme se a naslouchame voutusE

in total

monthly



Jak motivujeme?

« Zveme na CEITEC znamé osobnosti, ktere se
angazuji v komunikaci a popularizaci vedy

* Dékujeme a ocenujeme snahu védcu, kteri
komunikuji

 Chvalime, chvalime, chvalime!

* Organizujeme Skoleni pro védce na ruzna témata
Komunikace vedy

» PiSeme texty tak, aby se védcum libily
 Pomahame, jak muzeme

» Realizujeme kazdy dobry napad

* Odmenujeme propagacnimi predmety




Jak vyhodnocujeme?

 Kazdorocne vyhodnocujeme nase PR aktivity
v rozsahléem reportu, ktery predkladame jak na
vedeni institutu, tak védcim

» Kvantitativni cast — statistiky interniho
newsletteru, socialnich siti, navstevnosti webu,
porfadanych akci, poc¢tu vydanych ¢lankd,
tiskovych zprav a jejich ohlasu v médiich

« Kvalitativni cast — cile, cilove skupiny, nastroje,
temata, jednotny vizualni styl



Proc to funguje?

« Komunikace vedy je strategickou prioritou institutu
« Komunikujeme bilingvalnée

« Jsme pro klientsky orientovani

* Snazime se neustale zlepsovat a pracujeme na sobée
« Jsme proaktivni a tahneme za jeden provaz

« Budujeme dobre vztahy s vedci a motivujeme

« Jsme flexibilni

* Vlyuzivame synergii

« Davame prostor juniornim védcum a védkynim

» Sdilime zkusenosti s partnerskymi instituty

* ...ABAVINAS TO! ©



....a ha co si dat pozor?

* Prodat zakladni vyzkum neni jednoduche
 VVysledky vyzkumu Casto vzbuzuji falesneé nadeje
* Dezinterpretace vysledku vyzkumu

» Zranené ego a zarlivost

« Komunikace s vedci neni vzdy jednoducha

* Mozny trolling Ci negativni reakce na
socialnich sitich



Spojme sily a ukazme
lidem v Ceské republice
| ve svete, ze se u nas
dela skvela veda, ktera

zlepsuje kvalitu
lidskeho zivota!
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I CEITEC

@CEITECBrno
#CEITECScience



Timing: The story is ‘news’ (the event has just taken place).
Relevance: An issue that has a direct or near-direct influence on people’s lives, such as fatalities or material damage.

Proximity: The story has local appeal or local interest (occurred in the town or the country).
Implications: A result that has profound consequences.

Conflict: Settles a controversial debate or a much-debated topic that contains intrigues.

Human interest: For instance, “Astronomer discovers new galaxies while raising three children and teaching women'’s self-
defence class in her spare time.”

Mystery: A mysterious phenomenon, quirky details, an unexpected result or a chance discovery.

Major science: Represents a major discovery of a new phenomenon, class of object, or an incremental gain in knowledge
about a principal field of research.

New interesting angle: Twisting an old result in a new way, such as a newer, better image that confirms a known result.

New record: First, largest, most distant, fastest, oldest, etc.

Sexy topic: Some topics almost always capture the attention of the public (despite not necessarily being great science), and
therefore have a fast track to the headlines.

Aesthetics: An exceptionally beautiful image or scientific video.

Publication in a distinguished journal: Results published in, for example, Nature or Science tend to attract more interest
from journalists.

Crosslinking: Letting a result piggyback on another news story in a related, parallel. or even a remotely related field.

Source: Press release guidelines for scientists. Spacetelescope.org [online]. Available HERE.


https://www.spacetelescope.org/about_us/scientist_guidelines/
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2014

Numbers of Followers

("Like"” CEITEC Facebook Profile)
(By Year 2014 — 2019)

3 064
2578
2103
1689 |I
2015 2016 2017 2018

3875

2019



Twitter Users Engagement (@CEITEC_Brno): Tweet Impressions
(By Month 2016 - 2019)
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Twitter Users Engagement (@CEITEC_Brno): Tweets
(By Month 2016 — 2019)
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Twitter Users Engagement (@CEITEC_Brno): Profile Visits
(By Month 2016 - 2019)
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2014

Number of Followers

("Like" CEITEC Linkedin Profile)
(By Year 2014 — 2019)

2 867
2 009
1650
1 401 I I
2015 2016 2017 2018

3701

2019



Total Number of Events at CEITEC MU
(By Year 2015 — 2019)
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Total Number of Events at CEITEC MU
(By Month in 2019)
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Internal Newsletter Total Number of Opens and Clicks

(By Month 2016 — 2019)

Total Clicks

Total Opens



