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Source: Nature, 30 August 2024.
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“We choose to ask 
certain questions, and 
not others.”

—Sally Slocum, 
“Woman the Gatherer”

But also . . . 



SCIENCE IS A SOCIAL PROCESS





What we think knowledge is What knowledge actually is

Science as a social process



Peer Public

Journal reviewers
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Proposal reviewers

Journalists
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Science as a social process
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Science as a social process





Work within 
your group

Work within 
your field

Work across 
disciplines

Work across 
sectors
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Science as a social process



MEANING IS AN EMERGENT PROPERTY OF 

KNOWLEDGE SYSTEMS 



Meaning as an emergent property



•People

•Data

•Tools

•Media

Elements

•Research

•Teaching

•Communication

•Collaboration

Processes

•Costs/benefits

•Needs

•Partnerships

•Infrastructure

Relationships

Meaning as an emergent property



IMPACT IS MAKING YOUR WORK 

MEANINGFUL TO OTHERS 



Quality of impact ~

Partnership
Brokering

Impact 
Training Proposal

Support



Quality of impact ~

Partnership
Brokering

Impact 
Training

Cultivate a culture where impact is 
understood as an essential part of research



BASIC/DISCOVERY USE-INSPIRED APPLIED

Finding your impact niche



BASIC/DISCOVERY USE-INSPIRED APPLIED

Community- Engaged 
Research

Research 
Infrastructure

Education 
Infrastructure

Broadening 
Participation

Policy 
Recommendations

K-12 Outreach

Industry Partnerships

Technology Transfer

Finding your impact niche



➢ Not just “practical” applications . . .

Finding your impact niche



Finding your impact niche



•People

•Data

•Tools

•Media

Elements

•Research

•Teaching

•Communication

•Collaboration

Processes

•Costs/benefits

•Needs

•Partnerships

•Infrastructure

Relationships

Finding your impact niche



Elements

Processes

Relationships

What skills, connections, tools, resources do you have?

• Do you enjoy/embrace new media/social media/new technology? 

• Is your brother a teacher? Is your neighbor a podcaster? Is your tennis 
partner a scout troop leader? etc.

Besides your research, what are your interests and passions? 

• Do you like to work with kids? 

• Do you love outdoor adventures?

• Are you interested in art? music? creative writing?

What change do you want to see as a result of your work and 
why? 

• Who are your stakeholders or beneficiaries? 

• What partners can help you reach these audiences? 

• What are the potential costs and benefits to your audiences and partners? 



go.unl.edu/impact-partners

Finding your impact niche

go.unl.edu/impact-partners


Finding your impact niche



Finding your impact niche



go.unl.edu/fall-2024-impact-training

Research Impacts 101

•September 18, 3:00pm – 4:00pm

Impact Incubator

•Applications due Oct. 1

Upcoming Opportunities

go.unl.edu/fall-2024-impact-training


Connecting 
Through Curiosity

October 29-31
online (mostly)

https://scimath.unl.edu/no-coast-scicomm-2024/



Faculty Research & Creative Activity Slam

2024 Faculty Slam
November 13

Why does the world need your research?

Applications due October 10

https://go.unl.edu/faculty-slam-2024

https://research.unl.edu/blog/apply-by-oct-10-to-present-at-annual-slam/


THANK YOU!

jbosley@unl.edu

     @SciTalker

research.unl.edu/broaderimpacts/

research.unl.edu/broaderimpacts/
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