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Science communication



What is science 
communication?
“The social conversation around science” 
• Dissemination 
• Dialogue
• Participation 

Bucchi, M. and Trench, B. (2021). ‘Rethinking science communication as the social conversation around science’. 
JCOM 20 (03), Y01. https://doi.org/10.22323/2.20030401 



Purposes of science  
communication (a selection)

• Increase knowledge and understanding of science related to a 
specific issue that requires a decision

• Influence people’s opinions, behaviour, and policy preferences
• Engage with and consider the perspectives of diverse groups 

when seeking solutions to societal problems
• Increase excitement or appreciation of science

Bankston, A., & McDowell, G. S. (2018). Changing the culture of science communication training for junior scientists. 
Journal of microbiology & biology education, 19(1), 19-1.



• Open Science: making science accessible
• Funding: increased emphasis on creating impact
• Recognition and Rewards: impact as a career path
• ‘Nationaal expertisecentrum voor wetenschap en

samenleving’

Context and 
developments

Athena Instituut (2022). Wetenschapscommunicatie door wetenschappers: gewaardeerd! Erkennen en waarderen van wetenschappers die werk maken van wetenschapscommunicatie.



Translating scientific information



• What is your goal? What do you want to achieve?
• Who is your target audience? What do they want to know? 

What is relevant to them?
• What is your key message? What do you want to convey?

What you 
want to 

say

What your 
audience is 
interested 

in

Your key message

First: think about 
the why 



Example key message
Modern medicine and living standards have allowed us to reach an older age. 
BUT For many people the latter years of life are accompanied by frailty and disease. 
To be able to tackle this, we need to understand the underlying pathways of ageing.
THEREFORE I am looking at a novel form of lifespan extension in a tiny roundworm.
SO THAT I could reveal an entirely new mechanism of ageing in humans, leading to 
new possibilities for promoting healthy ageing.

• Situation
• Problem (BUT…)
• Solution (THEREFORE…)
• Relevance (SO THAT…)

Formulating your key 
message

Example taken from the video & pitchtraining by SciCommAcademy & The Floor is Yours.



“if you can't 
explain it simply, 

you don't 
understand it 
well enough”

Making your story 
understandable 
• Keep it short and simple (KISS principle):

• Get comfortable with losing details / exceptions / 
alternative explanations

• Use everyday language (avoid jargon)
• Use analogies and metaphors to explain complex concepts
• Be concrete (avoid hollow phrases)
• Use relatable examples
• Focus on your key message – be consice and to the point

NOT: Regenerative potential of bones
BUT:  Broken bones can heal themselves

NOT: Fracture
BUT:  Broken arm

NOT: Whether this ultimately leads to a decrease in tendon injuries cannot be determined based on this study.  
BUT: Whether this ultimately helps prevent tendon injuries cannot be determined based on this study. 

NOT: Driving at high speeds is a factor in the increased number of traffic accidents.
BUT: Since more people are speeding, more traffic accidents are taking place.

• is related to
• plays a role in
• is a factor in
• has an influence on
• has an effect on
• correlates with
• leads to an increase/decrease

NOT: The brain injury group 
scored significantly higher on the fatigue scale 
compared to controls

BUT: People with brain injury 
were more tired 
than people without brain injury



• Amazement
• Reach
• Controversy
• Economic relevance
• Graphic material
• Intention of the author
• Personalization

• Political relevance
• Unexpectedness
• Reference to celebrities
• Social/societal relevance
• Scientific relevance
• Actuality

How to draw
attention?

Badenschier, F., & Wormer, H. (2011). Issue Selection in Science Journalism: Towards a Special Theory of News Values for Science News? The Sciences’ Media Connection –
Public Communication and Its Repercussions

 Structure: start with your key message! 
(Forget about the structure of a scientific article)

"Heavily irritated, Rob Holtackers stood at the biweekly 
Friday afternoon drinks with his colleagues from King's 

College London in 2016. For a year, as a young biomedical 
engineer, he had been searching for the best solution to a 
major problem in cardiac imaging after a heart attack." 

[…]
"There, with a beer and a slice of pizza in my hand, 

suddenly everything clicked."



Press



• What is your goal? What do you want to achieve?
• Who is your target audience? What do they want to know? 

What is relevant to them?
• What is your key message? What do you want to convey?

What you 
want to 

say

What your 
audience is 
interested 

in

Your key message

First: think about 
the why 





Help, a journalist on the phone! What to do first?
• Buy time and/or goodwill
• Google the journalist
• Call your press officer
• Prepare a storyline together
• Do the interview (no questions upfront)
• Be the expert
• But: never underestimate the journalist!
• Preparing your interview: be a journalist. What would be the

most tricky question?








Use a picture. It’s worth a thousand words











Assignment

• Write a script for a short newscast
video based on this publication in 
the Lancet Public Health

• Goal
• Key message
• Who’s talking?
• Visual language



https://www.npostart.nl/nos-journaal/18-10-2018/POW_03689756


Further reading/watching



• Lectures  on several 
scicomm topics (e.g. 
measuring impact) : 
https://www.youtub
e.com/@scimingo

•

• Tips, tricks and 
examples of sharing 
your research with a 
broader audience

• Do’s and don’ts for
presenting in a clear
and engaging
manner

• www.studiowetensch
ap.nl, e.g. the blog 
series (NL) or 
webinars (EN) (follow 
Liza Cornet on 
LinkedIn)

• www.scicom.nl, e.g. 
blog series (EN/NL) 
on various scicomm
topics

• Monthly webinar
with various guests: 
https://ivo.nl/themas
/scicommlunch/

• Webinar series on 
scicomm (recorded): 
https://info.growkudos
.com/landing/kudos-
webinars

• https://impactlab.site
s.uu.nl/en/, research 
on and toolbox for 
measuring  the 
impact of science 
communication

• Recognition and
rewards for scientists
structurally working
on science
communication: pdf

https://www.youtube.com/@scimingo
https://www.youtube.com/@scimingo
http://www.studiowetenschap.nl/
http://www.studiowetenschap.nl/
http://www.scicom.nl/
https://ivo.nl/themas/scicommlunch/
https://ivo.nl/themas/scicommlunch/
https://info.growkudos.com/landing/kudos-webinars
https://info.growkudos.com/landing/kudos-webinars
https://info.growkudos.com/landing/kudos-webinars
https://impactlab.sites.uu.nl/en/
https://impactlab.sites.uu.nl/en/
https://storage.knaw.nl/2022-10/Handreiking-Wetenschapscommunicatie-door-Wetenschappers-Gewaardeerd.pdf


annemarie.stiekema@maastrichtuniversity.nl

mark.vanderlinde@maastrichtuniversity.nl

Contact

mailto:annemarie.stiekema@maastrichtuniversity.nl
mailto:mark.vanderlinde@maastrichtuniversity.nl
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