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Context ... But ... we don’t know much about what
a' Canadian scientists are doing or
‘ thmkmg about publlc engagement

2012 Ottawa march by scientists concerned about
Conservative government’s science-related
policies and communication limits
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2017 March for Science by scientists concerned
about American government science policies, as
well as broader related to science in society
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° 1 5 - 2 5 m i Nnu te S 2018 - Scientists' Views about Public Engagement - Cartiif
* N=1,142 (17% response rate) | -
* Dec.2017-Jan. 2018

Past engagement and willingness to engage

Survey version

Sections on ...
* Engagement behavior e
* Views about goals/
objectives/tactics
Demographics
Confidential (MSU IRB) -
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The sample ...

* Average age: 52 Biology/Medical: 47%

dentifies male: 71% Engineering: 20%

dentifies white: 81% Computer science/Math: 16

dentifies liberal: 81% Physics astronomy: 11%

Communication training: 55% Geosciences: 9%

Career level-Senior: 58% Chemistry: 8%

Impact-Relatively High: 62% Social/Behavourial: 4%
Other: 5%
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Past engagement ...
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2-5 times

To start, about how often have you engaged with the adult public on science in the last year? For each
type of engagement, please select the choice that best describes your amount of engagement.

Face-to-face engagement where you discussed
science with adults who are not scientists (e.g, giving
a public talk or doing a demonstration).

Protest, direct advocacy, or demonstrations about
science-related policy (e.g. March for Science,
climate change march, petitions, etc.)

Cnline engagement through websites, blogs and/or
social networks (e.g., Facebook, Twitter) aimed at
communicating about science with adults who are not
scientists.

Direct interaction with government policy makers
{e.g., meeting with elected officials, government
officials, lobbyists, etc.)

Interviews or briefings with a journalist or other media
professional (e.g. from a newspaper, television,
online news site, documentary film, etc.)

Other

Youth focused engagement through any channel
(face-to-face, online, through news media, efc.)

Mever
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Past engagement ...

80%
®Face-to-Face (M = 2.33)

700% #Protest {M=1.45}
®Online (M = 2.29)

o0% e shediated {M=2.23)

®Policy (M = 1.79]
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MNever (0) Once (1) 2-5 times (2) 6-11times (3] About oncea Multiple times Once a week
month (4)  per month {5) or more (6)
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Willingness to engage ...

* Lots of future willingness
for F2F, policy, and mediated
engagement
 Less willingness for online
and protest channels
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Policy

Mediated

Protest

Online
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Attitudes towards expected engagement audiences ...

7.00 mF3IF (n =~G71)
®Protest (n ="~ 550]

&.00

5.00 - _
4.00
3.00 I

Hawe little Understand Listen to what Treat you with Be rude Believe what Audience
knowledge what you have you have to say respect vou have to say fairmess (alpha =

about science® to say” 86]

* . .
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Beliefs about ...

Engagement Norms Engagement-related Efficacy

Next, please indicate your level of agreement or disagreement with the following statements in the VWe would also like you to indicate your level of agreement or disagreement with the following
context of FACE-TO-FACE engagement with ADULTS. statements in the context of FACE-TO-FACE engagement with ADULTS.

Strongly Strongly Strongly Strongly
Disagree Agree Disagree Agree

| think my colleagues would respect someone who - . :
participates in this type of public engagement @] @] | am skilled at this type of public engagement O O

My colleagues expect scientists like me to take part | am better than many scientists | know at this type O )
in this type of public engagement of engagement

My colleagues would make negative comments This type of public engagement is useful in solving
about scientists who take part in this type of activity the types of problems that the scientific community
faces

My colleagues aren't interested doing this type of
activity themselves | do not have the time to communicate effectively
N o _ with the public about my research

My colleagues participate in this type of public
engagement regularly This type of public engagement is difficult for me
Generally speaking, | care what my colleagues think

about participation in this type of public engagement | think this type of public engagement can make a

difference in socisty

This type of public engagement is commonly ) ) ]
practiced by my colleaguas This type of public engagement is probably a waste
of scientists’ time

Carleton MR |- Puoic reons Strongly disagree (1) — Strongly agree (7)
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Beliefs about Engagement Norms and Efficacy

7.00

®F2F (n="571]
BProtest [n=~550)

C.48
5.26
4 .90
4 35 a4 76
3.94
336 3.39
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Injunctive Norms Descriptive Norms ... | care what my  Self Efficacy (alpha Response Efficacy | do not have the
[alpha = .63) [alpha = .23] colleagues think .. = .84] {alpha = .80] time ...

r"; Carleton MR |- Puoic reons Strongly disagree (1) — Strongly agree (7)
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Scientists’ long-term engagement goals

100.00

What are the most important or unimportant overall goals that scientists such as yourself should have
when deciding to take part in FACE-TQ-FACE engagement with ADULTS? Please use the slider to
33 j_I:I 53 42 indicate how important or unimportant you see each goal.

T.IE ED :rE 2? Please remember that not everything can be the most important or unimportant goal.
e 73 50 -

s Very low Very high
importance Average importance impertance
0 25 50 100
Helping people use science to make better personal decisions
Ensuring policy makers use scientific evidence
Getting more young people to choose scientific careers, including youth from diverse backgrounds
Ensuring Canadian culture values science
Ensuring adequate funding for scientific research

Ensuring policy Ensure adequate  Ensuring Canadian Get] ruing  duy to society
makers use scientific funding culture values p

evidence SCIEMCE sCi

Carleton ﬁ\ Puic Relations Very low importance (0) — Very high importance (100)
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Scientists’ long-term engagement goals

100.00 ®F2F (n =~571]
®Protest (n ="~ 550)
83.10 83.42

76.27

- 71,25 cs 74 e ex
.EHE ELH i

Ensuring policy Ensure adequate  Ensuring Canadian Getting mare yvoung Helping people use  Fulfilling a duty to
makers use scientific funding culture values people to choose  science to make society
evidence sCEnCe scentific careers ... better personal
decisions

Carleton ﬁ\ 2 Poie Relstons. Very low importance (0) — Very high importance (100)
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Scientists’ immediate engagement objectives

10:0.00

7891

76,57

; b& 97
I I I I ED:IS

Helping to Getting people  Showing that Showing the Demonstrating Discrediting Hearing what
inform people interested or the scientific scientific the scientific people who others think
about scientific excrted about community cares community's community's spread myths or about scientific

issues sCience about society's expertise or openness and incorrect issues
well-being ability to solve  transparency scientific
problems information

Department of Advertising
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Willin gn ess to use en One choice that scientists can make to achieve some communication objectives is to publicly guestion

the credibility_of those who disagree with a scientific consensus.

7.00 This might mean describing such people as deniers, liars, anti-science, or otherwise criticizing their
motives or knowledge.

.99
600
546
.22 5 15
.00
4. 00
300
2.0
1.00

"Speak in a way "Tell first-person "Make sure that "Dressinaway "..[T]alkabout "._ [O]rganizea ".. [Q)uestion
that helpsto  storiesin away non-scientists that helps to  [how] a desire to group ... to send the credibility of
connect with an  that helpto  feel like they are connect with an  help ... playsin decision-makers those who
audignce" connect with an being listened to audience" shaping their acommon  disagree with a ...

audience"” research .." message” consensus"

CﬂI‘thOﬂ ﬁ PBuplc Relations - Strongly disagree (1) — Strongly agree (7)

v UNIVERSITY MICHIGAN STATE UNIVERSITY




Willingness to use engagement tactics ...

7.00
6.00
5.00
4.00

3.00

2.00

Supplementary modeling shows that ...
1.00 e Efficacy beliefs are the key

"Speakinaway "Tell first-person "Make sure that "Dy

that helps to  storiesinaway non-scientists  tH prediCtOrS Of tactic Willingness
connectwith an  thathelpto  feel like they are con

audience” connect with an being listened to ; Eth|Ca| and normative beliefs

audience"”

sometimes important predictors
Carleton g oo Demographics don’t really matter
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Summary ...

Canadian scientists ...
Want to engage
Think colleagues want to engage
See engagement as effective

Face-to face better than protest
Highest rated goals are policy related
Open to a range of objectives and tactics

——=GCanadian
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COMMUNICATION @ CULTURE
SCIENTISTS’ VIEWS [ TRAINERS' METHODS

SARAH EVERTS




COMMUNICATION CULTURE

SCIENTISTS’ VIEWS & TRAINERS' METHODS

PRACTICAL ISSUES AND ETHICAL PITFALS WHEN THE PUBLIC,
THE MEDIA AND POLICY-MAKERS...




Past engagement ...
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COMMUNICATION CULTURE

SCIENTISTS’ VIEWS & TRAINERS' METHODS

| WANT TO DO MORE

SCIENCE COMMUNICATION MEDIA TRAINING




COMMUNICATION CULTURE

SCIENTISTS’ VIEWS & TRAINERS' METHODS

SCIENCE COMMUNICATION MEDIA TRAINING

ANSWER THE QUESTION... ANSWER THE QUESTION...

YOU WISH YOU WERE ASKED
AS CLEARLY AS POSSIBLE = INSTEAD OF THE QUESTION ASKED

DIFFERENT COMMUNICATIN COMMUNICATING
GOALS G THE MISSION OF THE ORGANIZATION
SCIENCE &
MAINTAINING

THE REPUTATION OF THE
ORGANIZATION



COMMUNICATION CULTURE

SCIENTISTS’ VIEWS & TRAINERS' METHODS

Q& AsKIng

Questions

PART TWO: QUESTIONABLE QUESTIONS
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SCIENTISTS’ VIEWS & TRAINERS' METHODS

W HUMANS ARE NOT VERY GOOD

¢
WM AT ASKING QUESTIONS
OOS Some reasons include:

1. WE DON'T WANT TO LOOK DUMB

Q So we ask something else and hope the person we are
speaking accidentally delivers the information we desire

2. WE DON'T WANT TO BE RUDE
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...WHAT THEY MEAN ...OR MORE
ACCURATELY...

IN BARDACH POLICY SPEAK: WHAT PROBLEM ARE YOU SOLVING?



COMMUNICATION CULTURE
SCIENTISTS’ VIEWS & TRAINERS’ METHODS

JUST SAY NO TO
NIAGARA FALLS

Too often when we get asked a question, especially on a topic we're
passionate about, our answer comes out as a flood of information.



COMMUNICATION CULTURE
SCIENTISTS’ VIEWS & TRAINERS’ METHODS

JUST SAY NO TO
NIAGARA FALLS

WHEN SOMEONE ASKS THE FIRST QUESTION
STOP
REPHRASE THE QUESTION BACK TO THEM TO MAKE SURE YOU KNOW
WHAT THEY ARE ASKING



SCIENTISTS’ VIEWS & TRAINERS METHODS

@ﬁfi COMMUNICATION CULTURE

WHOA THERE...!

WHAT ABOUT THE BELOVED
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SCIENTISTS’ VIEWS & TRAINERS' METHODS

Q& AsKIng

Questions

PART THREE: THE
AUDIENCE
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SCIENTISTS’ VIEWS & TRAINERS' METHODS

WHO IS YOUR AUDIENCE?

Subject experts

Scientists from another field
Non-scientists

Journalists

Policy-makers

Politicians

Children
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WHO IS YOUR AUDIENCE? WHAT DO YOU WANT TO TELL

THEM
Subject experts We agree/disagree on X & Y. Read my papers.
Scientists from another field Your field could answer X. Shall we collaborate?
Non-scientists Science knows X & Y. Facts not snake oil.
Journalists Report on my work. I'm a fair, reliable source.
Policy-makers Consider my research when you make policies.
Politicians More funding for my problem-solving research.
Children Science is fun, yippee!

ONE ELEVATOR PITCH IS NOT GOING TO SUFFICE
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FOR THE RECORD
USE IN MODERATION

BUT

| DON'T WANT TO

ERADICATE THE DON'T LOSE SIGHT OF YOUR
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2-5 YEARS Time to acquire & analyze data for a paper (bad luck)
2-5 MONTHS Time to acquire & analyze data for a paper (good luck)
2-5 WEEKS Time it takes to write a scientific paper

2-5 DAYS Time take by a science journalist working for a monthly or weekly
magazine/podcast/show to put together a story about your paper

2-5 HOURS Time taken by a science journalist working in daily news (newspaper,
radio, TV) to put together a story about your paper

20-50 MINS Time taken by a science journalist to interview you about your paper

20-50 SECS Time take by an editor to decide whether they will produce a report on
that article
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SO IF YOU WANT A JOURNALIST TO

Ask You
Questions

CALL OR EMAIL THEM BACK...
IMMEDIATELY
...and if you must wait for PR approval,

AN ecnrmaoa nrndAdAinAa fearm wiithin
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INn SuMma

1. LET'S NOT CONFLATE SCIENCE COMMUNICATION & MEDIA TRAINING
1. MAKE SURE YOU REALLY KNOW WHAT IS BEING ASKED >> RISKY Qs

1. THINK ABOUT YOUR AUDIENCE >> ELEVATOR PITCHES IN

NODEDATIONNI
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Thanks!

saraheverts@carleton.ca (@ tarleton siarting January 2019

UNIVERSITY
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Why scientists need fo communicate their
research and engage with the public and
policy makers

Jim Handman, Exec Director, SMCC

OMcO ©O0s ™

SCIENCE MEDIA | CENTRE CANADIEN
CENTRE®CANADA | SCIENCEf"MEDIAS




@ CBC | MENU v

rad|o Top Stories All Shows Podcasts Schedules LISTEN LIVE

Day 6

Drunken trees and browning forests: Why a
Canadian government scientist is sounding
the alarm

f ¥ & in =

'We see these compelling images of trees dying over large areas and it's fairly
frightening'

CBC Radio - October 26

N\



Barry J. Cooke
Natural Resources Canada, Canada - Canadian Forest Service



Why don’t more scientists communicate their research?




Why don’t more scientists communicate their research?




So why bother?

You have ¢
Taxpayers gain an unc
be more inclined to support
If you don’t speak, someone else will
You have an opportunity to inform public debate and disc
The public actually is intferested in your work




Why don’t more scientists communicate their research?

- They do
- They don’t know how



Why don’t more scientists communicate their research?

- They do
- They don't know how
- They lack communication training




SCIENTISTS

BACKGROUND

RESULTS

RESULTS

BACKGROUND




~ Layman's terms? I'm afraid | don't

~ know any layman's terms.







Why don’t more scientists communicate their research?

They don
They don’t know ho
They lack communication training

They fear negative feedback from peers
and managers



SCIENTIFIC
AMERICAN.

SCIENCES MIND HEALTH TECH SUSTAINABILITY EDUCATION VIDEO PODCASTS BLOGS STC

ﬁ Observations

We Should Reward Scientists for
Communicating to the Public

Universities need to rethink how they evaluate academics for promotion

By Esther Ngumbi on July 3. 2018




Why don’t more scientists communicate their research?

They don

They don’t know ho

They lack communication training

They fear negative feedback from peers
and managers

They don’t want to “dumb it down”




n%tlanllc Popular Latest Sections v
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The Myth of ‘Dumbing Down’

If you write about your expertise from a place of contempt, maybe you're not
so smart after all.

IAN BOGOST OCT 26, 2018
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Josh Silberg @joshsilberg #SciComm Coordinator @Hakailnstitute

"Findir O
suggest a suspected gu
teleost head appendages.”

= Some bony fish taste with their head
doohickies!


https://twitter.com/joshsilberg
https://twitter.com/joshsilberg
https://twitter.com/hashtag/SciComm?src=hash
https://twitter.com/HakaiInstitute
https://twitter.com/hashtag/SciComm?src=hash

imple # Simplistic




Why don’t more scientists communicate their research?

They don

- They don’t know how

- They lack communication training

- They fear negative feedback from peers
and managers

- They don't want to “dumb it down”

- They think they'll be misquoted
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TIPS FOR CLEAR
COMMUNICATIONS
BY SCIENTISTS




THE SCIENCE MEDIA CENTRE OF CANADA

QUESTIONS TO ASK WHEN
A REPORTER PHONES

> Who am I speaking to?
> What is your article for — the media outlet and any
specific program or section?
What is the subject and are you focusing on any particular aspect?
How much time do you need?
Have you spoken with anyone else?
What is your deadline?

BEFORE CALLING BACK

> Determine what kind of reporter you're dealing with and therefore
what depth of information you are most likely to need.
Double-check any factual information and have it handy.
Decide the key point you want to get across.
Think up striking analogies/metaphors for the research that relate
to everyday life.

DURING THE INTERVIEW

> Remember you are talking to a reporter because you believe

in helping to improve public understanding.

While you are explaining things try to make sure the reporter
is keeping up.

Avoid jargon as much as possible and spell out any technical
terms or words.

Provide your contact information, including after hours,

so the reporter can reach you for a last-minute fact-checking.
Offer to send background articles and links for possible
graphic illustrations.

Tips for clear communications by scientists

QUESTIONS WHEN THE CALLER IS
A BROADCAST PRODUCER

Is this radio or TV?

Live or recorded?

Are you focusing on any particular aspect of the subject?

Who is the interviewer?

Are there other guests?

How much time do you need? How long a story are you doing?
Isit a “feature” or news story?

Where do you want to film me - in a studio, my lab or other
location?

Will you want to film my lab in operation, while an experiment
is taking place?

Will you want to interview other members of my team (including
the grad students)?

Will you edit the interview or run it in its entirety?

AND BEAR IN MIND ...

> For a five-minute feature piece you can spend the whole day with
the crew — and sometimes two days. Can you spare the time? Will
the department head support you?
Recognize this as a teaching opportunity for your grad students and
get them involved. Having a few as part of the story can be good -
not more than three or four.
Do you have any research video or animation or stills that might
illustrate your research? (but make sure you have the rights to any
video i.e. who shot it...and who is in it.)
Ask for a copy of the piece that aired as a courtesy for your time.

Can you run it with credit on your website, or link to their website?




We like to say that we're
here to help when science
hits the headlines.
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SCIENCE MEDIA CENTRE CANADIEN
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CHAIR OF BOARD OF DIRECTORS
Dr. Kevin Keough

EXECUTIVE DIRECTOR
Jim Handman

The Science Media Centre of factual underpinning — such as
Canada (SMCCQC) is a non-profit, extreme weather events.
charitable organization formed

in hel ian :
. 20019;0 =l Cagad o 4 encompasses the natural, social
JRLReHS B GOl SEiERe A0 and biomedical sciences and

to help Canadian scientists 3 £ A / SCIENCE MEDIA CENTRE
i : also includes topics dealing with
communicate their research 5 & OF CANADA (SMCC)

: 3 : technology, engineering, the PO Box 75317 Leslie St. PO
efisgstitg e JUbio Deliey environment and some aspects forsto DN PR
makers and the media. This' of the humanities. These stories noEEedanednc
e gverytl_’nng frprystaries pervade today's world and form
WHEIS ST B e oy the basis for major issues we face
such as the confirmation of

7 i ) as a society.
gravitational waves - to stories
where science provides the crucial www.sciencemedia.ca
SCIENCE MEDIA CENTRE OF CANADA

The world of science




