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Building a Digital Communication Strategy

• Needs Analysis and Definition
• Target Analysis / Audience Intelligence
• Objectives
• Tools
• Planning
• Monitoring
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Practical Steps

• State of the Art
• Define the Need
• Target (or Personas)
• Competitors
• Tone of Voice
• Define Objectives and KPIs
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￮ Social Listening
￮ Competitor Analysis
￮ Community Feedback
￮ SEM & SERP Tools 

(e.g., AnswerThePublic, AlsoAsked,
Google Trends)

Finding your audience
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Be SMART

• Specific
• Measurable
• Attainable
• Relevant
• Time-specific
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Defining your tone of voice and copywriting

• The hardest part of copywriting is finding 
a language that is “as natural as speech, 
as precise as writing”.

• You should also choose in advance the 
type of responses and interactions.

• Please, no: “Authentic, unique, dynamic” 
and other clichés. It should be a practical 
reference tool
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From digital strategy to content schedule

• Balance between push communication 
and “intercepting” the audience

• Analytics-driven, within reason  
(especially in SciComm)

• Non-sequential
• Organized but flexible
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Social Media are not(?) Slot Machines

• Virality isn't a strategy
• More posts ≠ more impact
• But you still need consistency and 

frequency to have a chance be visible
• Intent matters 
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What Analytics should I care about?

Of course, the specific numbers depend on 
each platform and context, but in general:

Reach rate: total post reach / total 
followers (>30%)
Engagement rate (>5%)
Watchtime
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Instagram

You can:

• Have a private, public personal profile or 
use the creator mode

As a user you can

• publish posts (images with captions), 
reels (videos) or stories.

• Follow and interact with people or pages 
you are interested in

• Go live

Photo by Pixabay [Pexels]
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Instagram | What do we know about the algorithm

Instagram rewards recent interactions (follow, comment, like, dm other 
people's content, send dm, reply to comments and dm).
How recent is the interaction weights more than on other platforms; there is 
a strong bias towards novelty
Is currently trying to not become irrelevant due to the rise of Tiktok so Meta 
for the last few years has been trying to algorithmically favour Reels (short 
vertical videos)
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Instagram | Does it make sense for you?

Yes, if:
You’re in a field that can use strong visuals (graphs, 
animations, illustrations) or you care about sharing 
experiences or slice of life content especially in 
video format. 

No, if:
You care mostly about career development and 
professional networking, or you aim for deeper 
discussions and technical explanation.

@3Blue1Brown on Instagram
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LinkedIn

• Personal profile and public page

• Groups (join, create, moderate)

• Professional networking platform

• Owned by Microsoft
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LinkedIn | Set up your headline

Experience and Projects

Skills and Endorsements

Recommendations and Accomplishments

Education and Continuous Learning
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What does Linkedin Like?
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LinkedIn | Engage 

Connections
Comment, cite, groups



LinkedIn | Anatomy of a post

tags

Link

Emoticons

Page tags

hashtagsgraphs

photo
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LinkedIn | Does it make sense for you?

Yes, if:

You want to connect with researchers, academics, and industry 
professionals

You share milestones, publications, or event participation

You plan of getting out of academia

It’s basically mandatory if you don’t have a personal webpage. The value 
is in connection and presentation, not content.

No, if:

You’re not ready to shape a public-facing professional identity

You want to do science popularization in a non tech-driven field 
@Terence Tao has a basically empty LinkedIn Page last updated in like 
2012. But you’re not Terence Tao.
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Twitter/X

• 280 characters for non paying users (but you can thread)

• You can mention other people, comment their tweet, 
post photo, video or link

• Use hashtags to track topics (one or two, not too many)

• Recent strong push for video

• A terrible place for most things but sadly still kind of 
relevant for newsworthy stuff
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Twitter/X | What kind of content

Frequent and fast:
High volume, regular posts keep accounts visible
Threads still work, but single strong posts perform better

Personal and opinionated:
Posts with voice or stance get more interaction
Sharing thoughts on academia, teaching, or your research process builds a following

You can use Twitter/X for quick ideas, links to papers, preprints, event updates,  light 
commentary and quick networking. 
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But what about Bluesky?

No algorithm pushing trends, so you have to have genuine insight 
or actually be funny to get attention

Still requires very frequent posting

Replies, questions, and dialogue are the most viable way for self-
promotion, so it has genuine networking potential

Lots of academics in the US moved to Bluesky, but there is still very 
little adoption in most communities. Depending on your specific 
research area, it could be a good place to think out loud and discuss 
papers. 
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Academia.edu

Biggest Academical SM, but mostly humanities
Share your papers and affiliation
Connect with scholars and follow them
Download papers

Over 265 million registered users [January 2024]

Founded in 2008
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ResearchGate.net

More STEM focused, but still not a lot of mathematicians
Used to share preprints, ask/answer technical questions
Some researchers use it as an informal paper archive but 
licensing is weird
Still not a substitute for arXiv or actual archives
Kinda spammy
You might be on it even without having a profile

Over 25 million registered users [January 2024]

Founded in 2008, owned by Wiley
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Other Academic Discovery tool 

P e r s o n a l  p ro file  p a g e s
G o o g l e  Sch o o la r
ORCID
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You probably need a personal website

Still the most professional, flexible tool to make yourself findable.

Why you need one:
Central, stable place to link your papers, CV, talks, teaching, contact
Helps people find and cite your work without platform friction (findability)
Allows you to “control the narrative” 
Works across disciplines, institutions, and time
It’s okay if you update it sporadically, most people do. A well maintained personal website 
signals academic credibility
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But what should I have on my website?

What to include:
A short bio (twitter-link who you are and what you work on), and a more expanded about me (3-4) 
paragraphs
Your CV (PDF and/or clean HTML version)
Publications (with links to preprints, DOIs, or PDFs)
Talks, teachingmaterials, everything that makes you look like people think you say stuff worth listening to
Contact info (email or contact form)
A link to your GitHub if you write code
A few photos (professional but simple)

Depending on how tech-savvy you are you can build anything from a single page no-code website with Notion 
to a WordPress blog to a simple tech stack with Github Pages. In most cases you won’t need much more than a 
couple days of effort.
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Building a Social Media Strategy - Exercises

Step 1:
Group up and pick one of the following:

• A new interdisciplinary European Research project

• A public science outreach event spearheaded by your 
institution

Write a very brief (300-500 characters) concept for the project or 
event, describing what is it about and why it matters



30

Building a Social Media Strategy - Exercises
Step 2: as a group, define the principles your strategy, using the 
following table as template:

Strategic Element Questions to Answer

Goals What do you want to achieve? (e.g. awareness, type of 
engagement, participation,etc)

Target Audience Who are you trying to reach? (e.g. students, researchers,, 
media, policymakers )

Platforms Which social media channels will you use? Why?

Content Plan What types of content will you post? How does it help your 
goal? Sketch an example

Tone and Style What language, visuals, or voice will you adopt?

KPIs and Metrics How will you measure success? (e.g. views, shares, sign-ups, 
comments)

Timeline Time out the various phases: sketch out a general plan on 
what you wanna do when
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Building a Social Media Strategy - Exercises
Step 3: Pitch your plan

You have at most 5 minutes to pitch to a funding committee the 
event / the dissemination package of your research project. 

Pick a spokeperson in the group to pitch the strategy you built, 
explaining or justifying your communication choices from the 
previous table.
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Writing for Social Media - Exercises

Write a post about your latest paper/press release. Include:
Who to tag (people/institutions)
Hashtags
What to write:

• Max 2000 characters
• Use language, that makes sense for your usual target 

audience
• Include a call to action

Multimedia (or at least say what visual you’d include)
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Writing for Social Media - Exercises

Make it shorter
Take your post and rewrite a 280-character version (Twitter-
style)
Constraint: No jargon, no filler words. Focus on the core 
message.
What should survive the cut?
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Writing for Social Media - Exercises

Say it differently
Rewrite the content from your tweet in two versions:

- As if you were addressing a fellow researcher
- As if you were explaining it to a 10-year-old

Try not to change the message, but to work adapting the tone 
and language
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Writing for Social Media - Exercises

Write your short bio in two different contexts:

For a Twitter or Instagram profile
More human, less formal. Max 160 characters.

For your own institutional or personal website
Max 500 characters.
Focus on what you do day-to-day and how it connects to the 
bigger picture. Prioritize clarity over status.



THANKS!
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