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OUR TEAM

Part of Communications and Public Affairs (CPA)

Jenny Morgan — Health & Life Sciences / Humanities and Social Sciences
Alison Cornmell — Health & Life Sciences
Sarah Stamper — Science & Engineering

Team sits alongside Internal Communications, Student Communications, Research
Communications, Corporate Events and Social Media.

CPA is part of the central External Relations department.
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ROLE OF THE PRESS OFFICE

Key responsibilities

* Protect and enhance an organisation’s reputation
 Manage media interest in the day-to-day business of that organisation
 React to any potential negative or inaccurate reporting

REACTIVE: Protecting the University’s reputation and managing negative press

PROACTIVE: Finding opportunities to promote research findings and expertise, institutional
partnerships, grant awards, success stories
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NEWS AND

PRESS RELEASES




IDENTIFYING

OUR NEWS

What is news?

Things to consider -

Is it new?

Is it unusual?

Is it interesting or significant?
Is it about people?

Will it provoke a reaction?

University news

Some key sources -
Research breakthrough
Significant funding — research,
infrastructure
Public engagement activity
Widening participation activity
New strategic partnership
Staff or student success



Publiahed Critically endangered monkey
) gives birth after surgery saves

rnammiv-: post her foot

PRESS RELEASE

OR ONLINE NEWS PIECE?

Press release — An official, time-sensitive output from the University Press Office
targeted at journalists. All and any of the content can be reproduced (this is
encouraged!) and it will also be hosted on the University news site.

Online news article — Also hosted on a University news site (Central, . .

: : T hec: Academy of Medical Sciences
Faculty, institute or School etc. depending on the story) but not April 5, 2026 backs early career
issued to media. e feseqrcheie

Contact us with your news and we can help identify the best channels
for it.




MEDIA ENQUIRIES
A DAILY OCCURRENCE...

Journalists contact us each day with a range of enquiries, including but not limited to:

Interview requests

Expert comment requests

Filming requests — eg in labs or facilities

Photos

Further information on research/questions about research areas
Requiring responses to reputational issues



OUR EXPERTS

IN THE MEDIA




EXPERT COMMENT

Forms part of our media coverage

Relates to the daily news agenda

Media enquiries asking for experts to comment
Timeliness is critical — on the day

We’'re keen to hear from you

Press team can provide media training
advice/interview tips

Cancer

Tobi Thomas Health and
inequalities correspondent

Mon 13 Apr 2026 18.00 BST

< Share

G Prefer the Guardian on Google

NHS improves genetic testing for
minority ethnic cancer patients

Exclusive: Pre-chemotherapy tests previously did not look
for gene variant that put some ethnicities at higher risk of
serious side effects

know that'if you stop those
medicinesthen the underlying



, , YY)
SClence ﬁ%ﬁgm v search here -

~ working with us about us publications international smcs contact us

welcome to the

Science Media Centre

an independent press office helping to ensure that the public
have access to the best scientific evidence and expertise
through the news media when science hits the headlines

find out more

for journalists for scientists for press officers

The Science Media Centre provides journalists ~ As well as providing advice and support to Primarily a press office, the Science Media
with what they need in the timeframe they need  scientists already engaging with the media, the  Centre works closely with press officers from
it, from interviews with leading experts to Science Media Centre runs events to introduce  universities, industry, research funders and
timely press briefings on topical issues. experts to what that involves. leading science and engineering institutions.

find out more find out more find out more
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RESEARCH
COMMUNICATIONS

BUILDING OUR GLOBAL REPUTATION
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RESEARCH COMMS
TEAM

Hannah Jefferies, Head of Research Communications
Andrew Sloan, Research Communications Manager
Amy Dann, Senior Content Designer

Gavin Freeborn, Research Communications Officer
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OUR PURPOSE Hid

Education

We want to be a top 100 University by 2031

WORLD |
UNIVERSITY [0
RANKINGS |

Our research strategy

Enhance research income and grant generation
Attract the best researchers to do their work at Liverpool
Expand partnerships and collaboration with businesses and industry

Receive votes in global reputation surveys
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COMMS CHANNELS

Tactics adopted to reach key demographics

Website Email Social media
+ liv.ac.uk/research * Monthly newsletter » Facebook
*  Our primary channel + 3k subs + TikTok
* 40k users last month » Share news stories * LinkedlIn
* Instagram
Podcast External platforms Events
* Original Ideas » Times Higher » Conferences
* Research-led Education * Public engagement
* Human-centred * ResearchGate
storytelling * The Conversation
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TIMES HIGHER EDUCATION

Multi-channel activity at strategic intervals across web, email and
print

» Email direct marketing (100k contacts)

* Newsletter takeovers (118k contacts)

 Gold Profile on the THE website

* Four to five reputation campaigns per year

« Social media promotion across THE channels e ORIGINAL THINKING, REAL WORLD IMPACT

* Print adverts in major THE ranking publications

MAKING
DISCOVERIES
SINCE

1881

| LATESTNEWS > | TOP STORIES >

N INNOVATIVE
UNIVERSITY OF i+ [THE ORIGINAL] FOR OLOBAL
LIVERPOOL [0 [mesmex] cHalisoes
A Q"ﬁ‘ '[ ! Y 3 3 4
g ﬁ = Record participation for new
. ' ’ y Are universities to blame for rising youth Interdisciplinary Science
Iy i unemployment in Asia? | campus >
WE ARE RESEARCH THAT MAKES HEADLINES "gi ; it — ::ijm,w.wm
AND PEOPLE THAT MAKE HISTORY e 1L qT o wateun-nd undesemploymert inseveralnatons. olng e [ -~
TR . i Y disciplinary research is biggest-ever... X'l o0 i
DISCOVER MORE i e b : o 2
wy?‘ 3 Baas issnsnnt ) Buiding s sustainsble
e



RESEARCHGATE

« ResearchGate is a professional social networking site for scientists
and researchers

« Targeted digital campaigns have been running on this platform during
the QS Academic Reputation Survey for the past two years.

- Timed strategically for visibility around voting periods % LIVERPOOL LIVERPOOL
- UNCOVERING
laJ:::srts;‘:i:dmg our earliest m:xcizlge:vAigeing and l;ii:‘l::‘g the silent killer in the SECRETS OF
o SOOI THE UNIVERSE

" DISCOVER MORE
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with fruit and veg could help
make us and our environment

fight inequality

Published: May 17, 2022 2.17pm BST

Connecting academic research and the public

Campaigners are calling for the right to grow fruit and veg in the UK’s unused public spaces. RawPixel

.  Email Communities should have a right to improve the unloved public A"
M em b ers h I p ena b I es W Twitter o spaces around them by growing fruit and vegetables, according e e
» Academic staff to publish research-informed K v (i toanew campaign that's calling for a “right to grow” law in the @ T
. in Linkedin b
articles o o

Appetite and Obesity, University of
Liverpool

This law, akin to the Countryside & Rights of Way Act that first @ Son i eI ey logy

public the right to roam across parts of Britain’s

« Wider public engagement and global reach

\\k ¥

L L rinking: a psychiatrist doesn’t
» Institutional visibility through expert commentary

with the show’s depiction of |

How it works therapy, according to a clinical
« Experts pitch an idea to an editor psychologist =
Published: February 3, 2023 1.36pm GMT
« Expert writes article in collaboration with editor STV
& Email Shrinking is advertised as the story of the grieving therapist
. . . : ¥ Titter 2 Jimmy (Jason Segel) who has lost his wife and wants to try a new Peter Kinderman
® The a rt|C|e IS pu bl |Shed on The Conve rsatlon 0 Faceook 35 approach to his loss, one that involves honesty, including telling i e or Gy,

University of Liverpool

in Linkedin his clients exactly what he thinks of them and their problems.

& Print Humour (it is hoped), insight into human nature (presumably) Dlstiobins ettt
and a thoughtful consideration of the role of honesty in therapy
will follow.

Peter Kinderman does not work for, consult,



WITH YOU

HOW WE WORK

Your strengths
» Research expertise

* Insight

« Context

* Nuance
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Our strengths

Develop the story
* Platforms and channels
* Audience insight

* Tailored communication
approaches

Together

Tell compelling stories

Convey accurate details

Showcase value

Reach the right audience


mailto:rescomms@liverpool.ac.uk
https://www.liverpool.ac.uk/intranet/external-relations/about-us/communications-and-public-affairs/research-and-impact/
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SOCIAL MEDIA * m ocr u

« Around half of the global population is on social media =
huge opportunity.

- As aresearcher, you can boost the visibility and impact of
your research by engaging with people on the channels
they are on and joining wider conversations.

 Socidl media can be used to reflect not only your
resedrch output but also who you are as a researcher.
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WHERE TO START?

« While there are many social
media platforms out there, we
recommend starting with
LinkedIn and Bluesky — both of
which have a professional
focus.

 Sign up to ResearchGate; a
free professional network for
researchers.
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Discover research

Access over 160 million publication
pages and stay up to date with what's
happening in your field.

Connect with your scientific
community

Share your research, collaborate with
your peers, and get the support you




CREATE YOUR PROFILE

« It's always best to use your own name and title e.g.
Dr/Professor = builds trust and is easily searchable.

- Use an identifiable and engaging photo of yourself for
your profile so people can recognise your posts on their
feed.

« Use your profile bio to tell people about your research,
your work experience, what you teach, and what your
interests are — add @ links. You can also add links to your
own webpage or publications.

« Make sure that you keep your profile up to date, adding

publications, employment history, qualifications and
awards.
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PLANNING & DEVELOPING CONTENT

* new publications or resources you've produced — including
preliminary conclusions

« news items that feature your research or linking your
research to current issues

« blog posts, articles or features
« thoughts on conferences you attend
- questions where you want to invite feedback

* repost interesting news items or other’s work you've found
(make sure to tag them)

« compelling photos and videos.

liverpool.ac.uk | We are the original redbrick

Content

Creation




WHY IT'S CALLED ‘SOCIAL’

Social media is not about just sending out one-way
promotional messages about your research. It is
about two-way communication:

- listening to what people are saying

« responding to, or commenting on, what people
are saying

 asking for people’s opinions and feedback

+ responding to people when they comment on
your posts
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BUILDING CONNECTIONS

Follow/connect with:

1. people who you already have a professional relationship with e.g. work colleagues,
research partners, academic circles

2. your target audience. Build a list of people and organisations in your ideal network;
potential investors, collaborators, publishers, research bodies and connect with their
accounts. Go down the list and start following them

3. people and organisations that you are interested in and want to see in your news feed.
One way to do this is to look at who your colleagues or partners and ‘industry leaders’ are
following, reposting or interacting with, and follow those

4. professional societies and conference organisers to find out about events you might
otherwise miss.
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CONTENT: BEST PRACTICE TIPS

- Keep posts as short and concise as possible.

« Break down your content — tell a story rather than just the

ending — posting regularly helps with visibility.

- Add images, such as photos or infographics, or videos to

your posts to increase impact and engagement.
« Free tools such as can help with creating graphics.

- Be yourself and show your human side, including your
enthusiasm, joy, fear, disappointment — feelings that

people can relate to.

liverpool.ac.uk | We are the original redbrick



https://www.canva.com/

WHAT WE DO ON @LIVUNI

« Work with research areas and Press Office
to identify interesting case studies to
feature on social media (all channels) —
tailor content to suit the channel.

« Breakdown complex information into
accessible, digestible content for a wider
audience — use image carousels, short-
form video, TikToks.

« Showcase and repost research that has
been featured in local, national and
international media.

liverpool.ac.uk | We are the original redbrick
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Scientists closer to
,predicting lung cancer

RESEARCHNEWS, ' |

ARCHAELOGISTS | '

OLDEST WOODEN

STRUCTURE

DISCOVERWORLD'S | |
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I Our researchers analysed hot water

! bottle failures using a combination of
s real-world compression tests and
computer simulations. L
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‘f\ and whijithelhetiwaterbottles

WHY WE SHOULD
CONTINUETOLIE
TOKIDS ABOUT
SANTACLAUS




STARTED LIKE THIS...

Anals of Tourisi Research 106 {

Contents lists available a1 ScienceDirect

Annals of Tourism Research

journal hamepage: https://www.journals. eisevier.com/annals-of-
tourism-research

Full Length Article

Post-holiday memory work: Everyday encounters with fridge
magnets

John Byrom™*, Duncan Light®, Dominic Medway ©, Cathy Parker °, Sebastian Zenker *

2 Usiversicy af tivrpood, Chathem Serees, Livenpod 169 724 LK
© Soarersouh Ueiversity Busioss Schosl LK
‘ Law, Masctiiter 3

ieate of 025 ter w
* Degertiment of Marketitg, Capennhagen Business Schood (CAS), Besnark

ARTICLE INFO ABSTRACT

Article atery: While souvenars have generated considerable interest within tourism ressarch, less attention
Recetved B March 2023 has been paid to their post-baliday “afterlife’. Utilising perspectives from memory ressarch
Seceived tn revtand Scth 23 Daceorter 2TIY and more-than.representational theory, this paper focuses on intezactions with 3 ubsquitous
iz skesincoprtund® scvenir: the fridge magnes Drawing on semi- structured interviews we illustrate how, because
et o of their embeddedness within everyday domestic rhythms, magnets are active agents in the
Adsockee editor: Noga Calline Kreiner stimualation of post-boliday memory week. We show how magnets work to genesate and peo-
tect memories, trezgering 3 diversity of (usually positive) emotional and affective responses.
They can also be associated with ambivalent memories; with their role sometimes being
e more about forgetting Ahcugh being seemingly banal abjects, fridge magnets have 3 camplex
e mgnets 2 oy 8 -
e capacity to affect evesyday life Jong after 2 holiday ends.
Messary work © 2004 The Author(s). Published by Elsevier Ltd. This is an open access articke under the
Fogeiring €C BY license {batp://creativecommyons org fioerses by 4.0/,
Face
Tuarit experience

Keywants

Introduction

Souvenirs are mobile objects acquired when on holiday (Swanson, 2014) and subsequently transported into the tourist’s
home. Although frequently detided (Haldrup & Lrsen, 2000), they can be impoctant ebjects. Acting as a “symbelic materialisation
ol teurist experience” (Kuhn, 2020, p. 486), souvenirs provide a tangible [Swanson & Timothy, 2012) and imaginative connection
‘with another time and place (Haldrup, 2017). As metonyms for the holilay itsell (Morgan & Pritchard, 2005), they can bring the
extraordinasy into the ordinary through their positioning in the everyday space of the home [Collins-Kreiner & Zins, 2011;
Geedon, 1986). Of particular significance to this paper, seuvenirs are also intimately linked with practices of past-holiday remeny-
bering and are invariably acquired with this very purpose in mind (Peters, 201 1; Sthapit & Bjork, 2019). They ensure that the hoi-
iday i not forgolten by acting 4 A reminder and evidence of a holiday experience [Wilkins, 2011). Once displayed in the home,
souvenits are mobdised within projects of sell-presentation and identity formation and can conler status and prestige upon ther
owners (Kuhny, 2020; Morgan & Pritchard, 2005).

* Cerresponding uthor
Eana¥ odtesies | byromdmivespeolac sk [} Byren), digha@tounemouth acsk (D, Light), d.
76 ManaEPebidk {S. Zeakes)

g doi o0g/ L 1016 anmals 04 105724
0160-7383% 2024 The Authocts]. Publistied by Ekicvier Lid. Tois Is an apen access aticke snder e CC BY license (hig cvessvecomimons org Teenses by d (1)
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However, while the significance of souveniss lor tourists has attracted considerable scrutiny, the main focus has been on the
role of souvenirs within the holiday experience itself (e.g., Amaro, Ferreira, & Henriques, 2020, Shiudiner, Klein, Zwilling, &
Kantor, 2019; Sthapit & Bjiek, 2019; Sthapit, Bjirk, & Rasoalimanesh, 2022). The issue of what happens (o souveniss affer the hol-
iday has received less attention (Masset & Decrop, 2021; Sthapit & Bjork, 2019, Some research has examined the placement, po-
sitioning, and display of souvenirs in the hoeme [Kubn, 2020; Masset & Decrop, 2021; Peters, 2011) which has established that
Tourists give considerable attention to the display of their souvenirs. Other research has focused on how the meanings of souve-
nirs change within the home, sometimes gaining significance and at other times losing importance (Colling-Keeiner & Zins, 2011
Haldrup, 2017). However, the “alterfife’ of souvenirs, that is, the interactions with them in everyday domestic settings {Haldrup &
Larsen, 2009) is still poorly understood.

Yet souveniss can be powerlul actants in the home environment, particularly if they are conceived not as neutral and passive
but instead xs “engaged, active, snd fraught with possibilities” (Love & Koty 2001, p. 50). In such a conceplualisation, souvenies
become significant and powerfid performative abjects with the potential to 'do’ what Haldrup and Lassen (2009, p. 154) term
“souvenis work” alter the haliday. Thus they passess the capacity to ‘enclhant’ and disrupt the home threugh their incorporation
inta everyday babits and routines (Ramsay, 2009}, thereby allowing “the rendering of the cedinary into something special”
(Hartmann & Brunk, 2019, p. 669). This is particulady significant in the context of Souvenirs are ac-
quired for mpemonic purposes, due 1o their capacity o both store and prompt memories of past balidays. Through their place-
ment in domestic setlings, souvenirs are the nexus of myriad emotional and im live interactions which constitule memory
work (Haldrup & Larsen, 2009). However, the nature of this remembering has received anly limited attention within souvenir re-
search (Srhapit & Bjork, 2019).

In this paper we focus on post-holiday remembering with reference t one of the most ubiguitous and seemingly banal of
tourist souvenirs: the fridge magnet. Kitchens of the Westemn world invariably contain a fridge which, a3 a sheet of polished
metal, forms a blank canvas ready to be adomed, personalised, and made unique by & housebold’s incumbents. A popular
means of doing this is through fridge magnets, which are widely available at tourist destinations throughout the world. At fisst
sSight rhe fridge magnet may epitomise cheap, mass-produced. toarist “Kitsch, whose popularity remains undimmed despite the
rise of digital media and the demise of other traditional souvenirs such a5 the pasteard. Millions are purchased every year (for
personal use or as gifs) and subsequently displayed in the home. They may be viewed, ‘read’ and interpreted in 2 variety of
ways by both the fridge's owners, but also by visitors, workers or guests passing through the home.

Fridge magnets are unusual among souvenirs in being intended for a singie and specific destinaticn within the home: the
fridge. Such emplacement in a functional but moch-frequented location puts them at the very centre of domestic life. Fridge mag-
nets” disti ity, aesthetics (parti their gaudy hy ], size and visibility distinguish them from other sou-
venirs (such as mugs, tea towels and bottle-openers) that may alse be placed or displayed in the kitchen. Moreaver, along with
Deing decoeative, Hridge magness (ualike many other scuveniss) 21so have 3 functional role (Sthapet & Btk 2019) since they can
be used for holding things [shopping lsts, reminders and phot hs) o a fridge. C they can become
weithin {and intrude into) everyday domesiic routines, This, in turn, gives fridge magnets an especially powerful potential as sou-
venirs (Peters, 2011) to trigger memaories of previous times and distant places, making them worthy of study. Despite this, aca-
demic research into tourist souvenits has yet to unpack the rode and significance of the humble fridge magnet.

I Uhis paper we treal magnets nol as mere tourist eplemera but as material ebjects with a distinctive “thing-power” (Bennett,
2004, p, 348] that merit serious consideration (Haldrup, 2017). In particular, we examine the ‘work” of fridge magnets in post-
holiday remembering within everyday settings. We employ in-depth interviews with a range ol magnet owners collectors to
focus on the research question of what these magnets ‘do’ within i the home, using memory work as the key theoretical lens.
Our findings examine how fridge magnets are scquired specifically with the intent of remembering and, as such, are carefully cu-
rated [0 acl &8 “memary pointers” [Zauberman, Ratner, & Kim, 2009, p. 715). We then focus on the relationship between [ridge
magoets and remembering, highlighting the emotional and affective respoases that magnets provoke (which sometimes include
negative ies). As such, the of this paper is in the complex ent, Detween souvenirs, ma-
teriality, memory work, emation and quolidian practice, using Iridge magnets as the focus of enquity. Further, we argue that far
from being banal ‘tar’, fridge magnets are powerful sctants that through their everyday domestic emplacement have the patential
10 bring a past holiday experience (o 1fe more powerfully than many other types of tourist sauvenir.

The work souvenirs do

Souvenirs have attracted considerable interdisciplinary attention from tousism scholass {Swanson, 2014; Swanson & Timothy,
2012). Issues of fication and authenticity { particularly relating to traditional art and cralts) have long been promment
topics (e.g., Elomba & Yun, 2017). Other studies focus on the purchasers of seavenirs and their behaviour (e.g. Amaro el al,
2020; Sthapit & Bjork. 2019; Wilkins, 2011), along with related practices of souvenir shopping (€. Sthapit, 2018; Sthapit
et al, 2022) and gender differences [e.g., Andesson & Littrell, 1995). Theee common purchase motivations are noted: souveaiss
x5 gifls to others, as evidence of travel, and 1o remember a travel experience (Wilkins, 2011). Research has also considered the
perspectives of preducess and suppliers {Soukhathammavong & Park, 2019). An emerging body of work focuses on the signifi-
cance and meaning of souvenirs for those who purchase them (eg. Haldrup, 2017; Haldrup & Larsen, 2006, 2009; Masset &
Decrop, 2021). This brief overview of previous research highlights the range of different perspectives and empirical contexts
that have been considered hitherta. We now ook 1o build on this by considering the linkages between seuvenirs and memory,
before exploring moce-than-representational aspects of magnets.
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Fridge magnets have
important pull for holiday
memories, says research

New University of Liverpoot research has shown fridge magnets are more
than just tourist souvenirs providing holidaymakers with an important cide
for memory recall.

Resaarch from University of Liverpool Management School found thot
these holiday trinkets can be unigue in evoking o diverse range of
memanies — with mognets found to boost travellers” moods long aftera
hokiday has ended.

Within the study, published in the journal A is of ri h, one
participant saidt *if you go to any place, cbviously in o day you could toke
S0 to 100 photos..Whereas now | don't tend to take a picture of anything..I'it
just get a fridge magnet at the end, ond | can remember it all from [that]..
How many people flick through their old photos on their phone? You
couldn't Unless you've got an electronic, sort of photo thing you con have
on the side constantly changing the images on a daily bosis or whatever.
It's a fridge magnet for me.”

Of the 18 participants who were interviewed, many soid they were reminded
of their holidays every time they opened the fridge door. Some magnets
had become attached to more paignant memanes over the years, senving
as o reminaer of trips taken with friends or fomily mambers who had since
died.

Dr John Byrom Assccicte Dean at the University of Liverpool Management
School saic: “Far from being banal ‘tat, our study found fridge magnets can
bring a past holidoy experience to life more powerfuily than many other
types of tourist souvenir.

“Little research has taken place koking ot whot happens to fridge magnet
souvenirs ofter people come bock from holiday, so it wos really interesting
to talk to participants about their different experiences. It wos clear that
when people taked through what their magnets meant to them, they were
very easily able to generate these memcories and responsas of very specific
events or people, including quite poignant examples of holidoys that
they've had with people who have died or children who have grown up and
maoved away.

*It was also very interesting how fridge magnets can be used os a means of
forgetting things that had been bod in your life, to refiect on how things got
better.”

“if you're going away this Easter, why not think about picking up a fridge
magnet to see where the memories take you!”

The research was uncertaken with Bournemouth University, Manchester
Metropoliton University and Copenhagen Business School You can read the
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