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What we’ll cover today:

NEWS AND DISSEMINATION:

- PR team: who’s who

- Media engagement: commentary and handling

- Ways of working: testimonials

- Creating the brief

- Proactive story-telling

- Case study

- Political access and impact, including in media.
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Expert commentary:

• Let us know if you have been approached by a media outlet requesting a media interview

• We will come to you directly if we see an opportunity or approach for an expert in your field

• The university’s PR team regularly receives and facilitates media requests: a proactive calendar of 
news and stories for key journalists; air traffic control for proactive and reactive media management

• We make the necessary arrangements for any interviews and provide the comprehensive 

background information and key message development

• We provide support and briefing on wider issues / topics which might arise.



In dealing with the media we are:

• Proactive, professional, open and honest with the media, but not accountable to them

• Each media request is carefully considered, strategic and best fit for the university

• We may decide to collaborate with others in sectoral response

• Some opportunities are politely declined.



WAYS OF WORKING:
Researcher testimonials



Dr Sinéad Furey
Senior Lecturer in Consumer 
Management and Food Innovation

"As a senior lecturer and researcher in UUBS’ Department of Hospitality and Tourism Management, I have found the 

support, advice and signposting from the PR team to be outstanding in respect of better establishing, disseminating 
and communicating my research impact and developing further my pathways to impact. This support has also been 

beneficial to me in terms of my research reputation internally at Ulster and beyond with respect to opening up 
previously unknown networks to me.

"Finola regularly alerts me to opportunities for which I would not otherwise have the chance to register an interest to 
comment. For example, I have been advised of opportunities to provide expert commentary to The Grocer from which 

other media outlets lifted the story and widened the reach of my original contribution. This has also spawned 
opportunities to become involved in consultancy on related projects (e.g.) WCommunications’ recent approach to 
invite me to collaborate with a food client of theirs - the aim of which is to support families through the cost-of-living 

crisis.

"I would like to end on a personal note: when research can be a lonely experience, it is encouraging to have 
colleagues there to support you in trying to communicate your research and its impact to wider lay audiences, to plain 
English-proof your drafts and disseminate to, and liaise with, the agencies and clients."



Coverage
snapshot



Dr Susan Lagdon
Lecturer in Psychology (Mental 
Health)

"I have been a lecturer and researcher within the School of Psychology for three years now. I 

have always admired how colleagues from across the university have reported and spoken 

about their work to a diverse range of audiences, including media engagements. I never 

thought I could be that brave or do it as well as others can, but I didn’t know about Rhonda, 

Emma and Finola yet!

"My experience of working with the PR and comms team has been wonderful. The team made 

time to meet with me and talk about my research at multiple stages, really getting to grips with 

the work and its intended outcomes. The team led on press release development, 

management of local media and dissemination of key messaging about the research and topic. 

Emma attended our preplanning and launch events, literally supporting me every step of the 

way and offering an abundance of insight and encouragement – I cannot tell you what it means 

to hear ‘you can do this, we believe in you’. While my anxiety around public engagement 

somewhat remains, I do know where to go if I need help doing it."



Coverage
snapshot



What is our story?



Research is changing lives, influencing policy:

• Our research is transforming lives; pushing the boundaries of knowledge, driving progress each 
day to solve the world's biggest challenges

• Our research and technology is a catalyst for innovation; partnering to create value and social 
impact

• Our research informs policy; with the power to influence legislation, decision-making and 
practice in a devolved Assembly

• Our researchers at all stages of their career are making a difference; PhD, early career 
researchers and long-established leaders



Proactive storytelling:
How do we tell our stories?



• What is the aim of the PR?

• What are the key research findings – key stats, outcomes, recommendations, next steps?

• What case studies are available - human interest, personal stories, tangible outcomes?

• What is the current subject operating context – topical factors?

• Are there any sensitivities we should be aware of?

Also:

• Research partnerships: protect UU's role, leadership and prominence in the news

• Outcomes rather than outputs provide the news angle

• You don't need to draft the media content - just supply the 'raw material' and key information to us

The PR brief: 5 simple questions



Channels – owned and earned:

• Social media

• UU website

• Partner websites and social 
channels

• Alumni newsletters

• Targeted sectoral communications

• Paid spots – social posts, 
sponsored articles (budget)

• Influencers

• Insight (Internal)

• Editorial / op-ed / paid for packages

• Media: print coverage/ broadcast 
packages

• Guest Blogs

• Political engagement – Science at 
Stormont, Committee submissions, 
policy panels, Assembly 
Questions, fringe events, Consultation 

responses, Policy Briefs, Crib Sheet.

• Podcasts



Proactive storytelling: what makes it work



STAGE
Research grant v findings and 

demonstrable impact with end user 

able to communicate benefits on your 

behalf

NEWS HOOK
Connect with the news agenda for
insights that resonate with recent 

related stories or current affairs -

instantly boosts media appeal

SHOW IMPACT
Stories are always more powerful with 

sectoral leadership or a human 

connection: industry aligned 

or person-centric

Dementia app



POINT OF 

DIFFERENCE
First, biggest, best, largest

THIRD PARTY 

ENDORSEMENT
Charity / commercial / industry/ 

government adoption of research /
support

NOVELTY
Unexpected, surprising, quirky, break-

through

Tarantula venom story



The approach

Story: Ulster University launches new app for people 
living with dementia
Third party endorsement: Dementia NI, Dementia NI service user Davie, Health and Social Care 
Board NI and local app developer Scaffold Digital

+

Stage: waited until partnership with charity formed and impact assessed through their service users to 
create a three-dimensional story

+

News hook: pandemic restrictions made seeing people difficult so memories could be accessed 
digitally

+

Demonstrate impact: clearly showed the impact on service user’s life, through his own words and his 
wife's



Coverage
snapshot



Results

Media

• Over 25 pieces of coverage reaching a potential audience of almost 5 million

• Coverage across NI media including broadcast (BBC Newsline, UTV), online 
(Belfast Telegraph, Irish News, Newsletter, Sync NI) print (Newsletter, Belfast 
Telegraph)

• Coverage entirely positive in tone and included our key messages

Social media:

• Social posts and link to web article were posted across all our social channels and 
our multiple partners'

• Over 25,000 impressions and 300 engagements across social media posts.



Political and Stakeholder 
Engagement



Political & Stakeholder Impact
Political Briefings – 2 pagers Consultation Responses /Calls for evidence



Political Access & Policy Impact

• Assembly and Parliament Committee visits: Multi Campus

• Party conference attendance: aligning research & campaigning to Government

• Policy and Political engagement events – Holyland, Science and Stormont, community safety.

• Ministerial launches and briefings: Biomedical Sciences Research at Coleraine

• Horizon scanning across sectors, UK, ROI Government departments and NI Executive, to maximise opportunities.



We want to hear from you.....



How to contact us

• PR team – submit the PR request form and email it 
to: pressoffice@ulster.ac.uk

• Political and Stakeholder Engagement, contact Grace 
at g.peacock@ulster.ac.uk

• Or via your business partner Dotty McIroy

https://www.ulster.ac.uk/__data/assets/word_doc/0011/391898/PR-support-form-final.docx
mailto:pressoffice@ulster.ac.uk
mailto:g.peacock@ulster.ac.uk
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