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IAN MACRAE
WORKPLACE PSYCHOLOGY EXPERT

BA (Hons). Psychology, University of British

Columbia

MSc Research Methods in Psychology, University

College London

Member of the British Psychological Society



IAN MACRAE
WORKPLACE PSYCHOLOGY EXPERT



IAN MACRAE
PSYCHOMETRICS

Twitter.com/iansmacrae
Linkedin.com/in/iansmacrae
Youtube.com/IanMacRaePsychology

SOCIAL MEDIA



YOUR
BACKGROUND
POLLS:

A)  AREAS OF PSYCHOLOGY

B) SOCIAL MEDIA USE 

C)  SOCIAL MEDIA PLATFORMS
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RECRUITING RESEARCH
PARTICIPANTS





PEOPLE
RESPOND TO
REAL
BENEFITS



P E R S O N A L

R E S U L T S

Personality and

psychometric tests

R E S E A R C H

F I N D I N G S

Accessible and relevant

Practical advice

F U R T H E R

P A R T I C I P A T I O N

Comment on

preliminary findings

D I R E C T L Y

R E L E V A N T

Directly ask and answer

the question: "so

what...?"

A C C E S S I B L E

In the right form, on the

right channels, using

appropriate language.

P R A C T I C A L

Understanding the

impact of research and

results.



UNDERSTAND HOW
PEOPLE ACCESS
INFORMATION



USING
PERSONAL OR
PROFESSIONAL
PROFILES



CAUTIONARY
TALE:
CAMBRIDGE
ANALYTICA



Learn how people

interact with your

materials

Be very clear

about data

protection

GENERAL TIPS

Offer real, useful

content
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UNDERSTANDING
YOUR AUDIENCE



CONNECTING WITH
UNDER-REPRESENTED

GROUPS

T R A D I T I O N A L

I N F L U E N C E R S

Community and local leaders, and

events.

S O C I A L  M E D I A

I N F L U E N C E R S

Online influencers connect directly

to audiences

I N - P E R S O N

E S S E N T I A L

Some groups are primarily offline,

shouldn't be ignored.



INFORMAL
LEADERS

H A V E  L A R G E ,  A C T I V E  A N D

E N G A G E D  F O L L O W I N G S ,  A N D

C A N  T R A N S L A T E  I D E A S  I N T O

B E H A V I O U R

FORMAL
LEADERS

T R A D I T I O N A L  I N S T I T U T I O N S  A N D

P E O P L E  I N  T R A D I T I O N A L

L E A D E R S H I P  R O L E S  D O N ' T  A L W A Y S

H A V E  T H E  S A M E  R E A C H



Ch
oo

si
ng

Ch
an

ne
ls

:
Pr

of
ile

s



Ch
oo

si
ng

Ch
an

ne
ls

:
Di

sc
us

si
on

s



Ch
oo

si
ng

Ch
an

ne
ls

:
V

id
eo



Co
nn

ec
tin

g
so

ci
al

an
d

tr
ad

iti
on

al
m

ed
ia



Understand your

(potential)

participants

Understand how

any why people

have "influence"

online 

Use the right

platforms.

GENERAL TIPS



TOPICS

TO


COVER

01

02

03

04

05

SHARING INFORMATION AND
RESULTS

06



APPLIED
PUBLICATION

S P E C I F I C  A U D I E N C E  V S .

G E N E R A L  A U D I E N C E

ACADEMIC
PUBLICATION

S P E C I F I C  A U D I E N C E



PUBLISHING
RESULTS



USE ALL THE
SAME CHANNELS



NOT ALL SOCIAL MEDIA
HAPPENS PUBLICLY



When to
send direct

messages



PRESENT RESULTS FUTURE PARTICIPATION



FUTURE PARTICIPATION



Connections


between social


and traditional


media.

Understand how

people describe

themselves in their

own words.

GENERAL TIPS

Think about

publication

channels



CAUTIONARY
TALE:
INTERNET
RESEARCH
AGENCY
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Tech &
Psychology

O N L I N E  D A T A

Data collection

Data harvesting

M E N T A L  H E A L T H  A P P S

Practical uses

Some have poor/no evidence basis

B L O C K C H A I N

Storing, portability and ownership of

data

Still the digital "wild west".



Role for psychologist in navigating
how technology and business
influences human behaviour online.

- Positive, constructive and ethical
input

- Need conversations about ethics
early in the development of new tech

- Based on guiding principles, not ad
hoc responses

PSYCHOLOGISTS

AND


TECHNOLOGY



Try out new

platforms

Interest in

emerging tech

fields

GENERAL TIPS

Advocates for the

role of

psychologists in

tech



TOPICS
TO

COVER

01

02

03

04

05

06 GUIDING PRINCIPLES



B R E V I T Y

Please see the attached

five documents

C L A R I T Y

Be clear about what

you're asking and

offering

D I R E C T N E S S

Polite, but get to the

point

O F F E R  R E A L

B E N E F I T S

Clear, practical,

accessible

F I N D  N I C H E

Far easier to get heard

M A K E  I T  E A S Y

T O  S A Y  Y E S

Administrative and

cognitive barriers

Working with (Social) Media
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