The
ISSUES
Project

Dissemination:

How to get good engagement with project partners

Approach end-users and industry at the
start of projects and communicate the
value of commitment to long-term proj-
ects to them.

Research aims should be orientated
towards tangible needs of society. Where
appropriate, research should include
engagement with practical projects and
incorporate the voice of real end-users.

Encourage a‘working group’ approach to
steering group meetings and make use of
facilitated focus groups. Ensure conve-
nient times and locations to ensure steer-
ing group can contribute to project aims
more easily.

Try to place representatives of the consor-
tium on the Boards of Local Authorities
and industrial projects. Making the project
timetable flexible can help with this.

Provide proper co-ordination of and cen-
tralized resources for dissemination activi-
ties within a consortium, to bring together
individual dissemination actions.

How to reach wider stakeholder audiences

Researchers need in-depth understand-
ing of stakeholders’wants and needs.

Emphasise the value of dissemination to
academic and non-academic partners
right from the start.

Researchers need good knowledge of
funding sources, communication
resources and dissemination routes.

Shared language through researchers
learning end-users’ perspectives, termi-
nology, pressures and language, and vice
versa.

Interest in and effective use of network-
ing and networking tools.

Academics and their funders need to
appreciate the value of (and be rewarded
for) extraneous dissemination activities.

Encourage use of intermediary bodies /
‘buffers’ / vehicles for Best Practice
dissemination, e.g. research hubs, spin-off
companies, or staff dedicated to dissemi-
nation.

What training and skills might improve knowledge transfer?

Research community should recognise
the value of KT, and build time and
money for KT into project bids from
outset. For example, by permitting fund-
ing (and ring-fencing) of dissemination
separately in the bid.

Training in action research methods and
techniques, critical analysis and facilita-
tion that contributes to CPD of research-
ers. These will improve communication
and interpersonal skills.

Publications in non-academic ‘trade jour-
nals.

Outsource dissemination work by using
appropriate specialists, for example media
consultants. This adds a marketing / PR
element to the research that ensures wider
dissemination.

What other KT / support / funding approaches might be useful?
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