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POSTER SESSIONS: WHAT TO EXPECT?
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POSTER DESIGN PROCESS

Often skipped, yet
essential




1. Conference instructions
2. Audience
3. Poster functions



* Specific requirements for posters:
* Dimensions, orientation, font, logo, handouts, photos, etc.
* Where is it happening?

* Schedule, location, etc.

%f:.

* Judging criteria if available

* Best poster award
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RAB ATTENTION

FIRST FUNCTION




ATTENDEE’S EXPERIENCE

COLLECTIVEENGAGEMENT
WHAT ASHEM0 HEWANDSEASONED




WHICH POSTER DO YOU PREFER?
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BOGO Frees Consumers: Free Options Lead to Adventurous Product Choices
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Does the promotion also change what consumers choose to buy? How it affect consumer decision processing?

Study 1: Main effect
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Study 2: Direction of the effect
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BOGO Promotions leads consumers to choose more
adventurous options. “Free” leads to affective processing.
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FONTS

* Everything readable from 1.5m FONT SIZES:
* Font sizes as large as possible (within reason)

* Recommended minimum sizes for AQ poster: 24 32 48 60 7 2

* /2 points for titles
* 48 points for headings
* 24 points for body copy
* Fonts: easy-to-read, sans-serif fonts

* Arial, Helvetica, Ugent Panno, Calibri _ ,
* Emphasize by putting words in bold Is this easy to read:

e Avoid using too many different formats, SIZ@S and colors

C%“ this easy to read !



TITLE/ KEY TAKE-AWAY = SELLING POINT

e Visible from 5m
BOGO Frees Consumers:

* Concise Free Options Lead to
o Adventurous Product
(atc R - Choices
* To-the-point: keywords!
(When) Are Online
* (Can be a question or summarize main Friendships Real and

Influential? An Evaluative

finding Context Model



COLORS

* Simple & pleasing to the eye
— Contrasting colors work well
— Light colored background, dark font
— Do not use an image as background

* Avoid multiple (3+), vibrant, gradient,
transparent & pale colors

* (onsider blindness!
ttp://www.vischeck.com/vischeck/vischecklmage.
nhp

* Usethe UGent template




IMAGES

* Ensure images are of high enough resolution (300-
600px/inch)!

* Number and label all tables and figures

* Link the figure to the tekst (e.qg., see Table 1) —

* Remove all unnecessary information/detail

e Represent as much as possible visually Ablis AT o

same as 1/4 of

« Lock aspect ratio - no distortions tisimoge being |3

magnified 4x.




GRAPHS & CHARTS

i - | o
TS 7>

Always include a descriptive title.

Make sure each axis has a legible label.
Avoid including gridlines.

- Label the data instead of using legends.
- Use colour and formatting to distinguish data.
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SECOND FUNCTION




THE
BIGGER
PICTURE

Mice to know

Every line & image is
both relevant &
necessary




CONTENT: TEXT

The DO’s

Use bullet points &
emphasize words with

bold font
Pictures = 1000 words

Plain language: no
jargon, abbreviations

Study: Sushi Eating ASMR

» Decign: ASMR video (audio on vz. audic off)

« N: 180 from Amazon Mturk

« Dve:
I.  Number of 2uzhi piecee desired (SUSHI)
Il. Willingness to pay (WTP)
Il Intention to &at at rectaurant (NARE)

» Procedure:
A. Meaazure DVs after watching 30 second video
B. Report a physical reaction (i.e., tingling
zanzationz) along with other feslings




*Title + authors and affiliations (+ contact info)
*Main message/take-away

*|ntroduction + objectives

* Methods

*Data and Results

*Conclusions and Future Work:

*(Reference and Acknowledgements)




INTRODUCTION + OBJECTIVES

Theoretical Framework

= OresdhAby: novel'unique, ap propriate ‘effective (-

= Wimual Briropy: information iy, amount ofunceriainty within a visaal
field ) ;

Section should clarify: ,f s u_;m

Compositional Entragy o~ -"K

m—m.l - I el

T aaaaaah m |
- T T T

* Research question
* oignificance of study (so what?) '""“'“"'“ Al e
* Previous work on similar lines ke e b s e e

T ek creative restruciuore (divergent thinking] unt
i hu m n1.1| entropy & minmalized and the uncerainty s dissipated.

* May have hypotheses embedded ""‘"“"'““"""""“

mstruct restructured
BsEGCmERNS.

e Maximum 200 words poie Dlvrps hakig

TN




METHOD SECTION

Section should include;

* Basic parameters:

* Study design, target sample, setting, key interventions,
variables, data source, ...

* Do not get lost in the details!

e Use visual elements
* Flowcharts, photos, ...

Experiment 3 (lab study)

+ Soenarlo: drawing a birthday card with colored pencils

+  Measures: sclf-report creativity. expert-rated creativity, layout

attractivencss (control)

Rainbow- Random-

Panel D. Estimated Values of Objective Creativity

+  Studydesgn: compositional order entropy (high —random vs. low - %

rainbow) * drawmg expericnce between-subjects design



DATA AND RESULTS

= findings presented in figures/table, highlights key findings, links to
hypotheses

«  FemultE both compositional order entropy and spatial
structure entropy increases consumer creatmvty, which is |

medated by divergent thmnking

Fanel A. Sell-perceived Creativily



CONCLUSIONS AND FUTURE WORK

e = summary of findings, implications for research & directions for future research



REFERENCE AND ACKNOWLEDGEMENTS

References:
* Most crucial ones in-tekst and/or full references at the bottom

* Often disclaimer (“references available upon requests”) -> preferred

Acknowledgements:
* Funding: FWO, BOF, ... -> show the logo
* Acknowledge others who was helping out with your research -> rare



POSTER STRUCTURE

From this...

Non-Cognitive Predictors of Student Success:
A Predictive Validity Comparison B D ic and Intenational Students
Jacob Smith, Dr. Thea Schofield, Dr. Antonio Ibarra, Slepben (’hol. Bean Mullins, Dr. Emily Williams
Michigan State Uni
Method (cont.)
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For international students,
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Check out the YouTube #betterposter
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https://www.youtube.com/watch?v=1RwJbhkCA58

POSTER STRUCTURE (CONT.)

Title

Concentrated summary of your intro,
methods, and results that can be
skimmed in 1-5 minutes. Located
intentionally far away from the
presenter's personal space. For when
an attendee wants more detail but the
presenter is busy (or they just don't feel
like interacting).

Anatomy of a #betterposter. e

For all the figures and tables
that you feel like you need
to be able to point to if
somebedy asks you a hard
question. Leave it messy! It's
Just for you to reference.

ExtraTables
& Figures

Authors

Main finding goes here,

" translated into plain english.

—_— Emphasize the important .

—— words. s
A

{

Discussion

* EE—

* I

oad the full paper
—
P
~
QR Code to full paper Main finding Focus area { f

Point your phone camera at this and The key ‘takeaway’ of the study is Hardly "wasted", negative space
instantly download the full paper, a central, translated into plain english. maximizes signal-to-noise ratio and
copy of the poster, the presenter's Research on usability writing suggests helps attendees quickly find the
contact details...and/or even the data- that casual language is interpreted takeaway.
set powering the study. faster than formal language.
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GIF It to Me: The Effect of Animation on

Sense of Urgency and Impulse Buying
< Lana Mulier, Hendrik Slabbinck, & Iris Vermeir

INTRO

GIF marketing is omnipresent in today's digital
environment. 5o, how do consumers respond to
animated Graphics Interchange Formats (GIFs)?
Two experimental studies investigate whether GIF
animation is a sensory cue that triggers a sense of
urgency and leads to impulse buying.

HYPOTHESES

GIF animated (vs. static) products and ads evoke a
sense of urgency (H1), which increases anticipated
regret, and consequently increases impulse buying
and brand attitude (H2).

METHODS
* Study1(lab; #=122) testing H1:

b aesthetic products between-subjects [GIF vs. static).

+ Study2 (panel; #=138) testing HI-HZ
3 clothing ads between-subjects (GIF vs. static).

RESULTS

+ Study1& 2 - Multilevel analyses:

GIF animated (vs. static) products and ads increase
sense of urgency (H1).

* Study 2 - Serial mediation analyses:

GIF animated (vs. static) ads increase sense of
urgency, which affects anticipated regret, and

consequently impulse buying and brand attitude (H2).

Using GIF marketing for products and ads increases

consumers' sense of urgency and impulse buying.

Sense of
urgency

GIF animation |

Take a picture to
download the full paper

Impulse buying
7
N

Anticipated
regret

Brand attitude

Sparked your interest?
Lana.Mulier@UGent.be

Study1 & 2 - Measurements & main effects:

oy or ftems (Cendition MED]  pvalue
Study |
Sense of Towhat axtent do you xperence a sense of  GIF 308 [1.08) mz
wigency urgency while viewing this product? static 258 [L03)
[1= ot at all, 7 = Vary much]
Shudy 2
Sansa of To whak extent do you cxperience a sense of  GIF 97 (35 4B
ungency urgency while wiewing this ad” Static 257 [148)
[ - Ho et alk 7 = Very muck)
Anticipated  After viewing this ad_ GIF 278 [.40) .0B2
regret <l feel like | would experience regret if | Skatic 23 N34)

walted and enced up without the reductian.
-| would be upset if | missed buying some
Interesting clothes from Loft

= feel like 1 did rat shop at Lot right away,
I wiould regret it later.

[1 = Tatally b gy 7 = Tatally agros)

Impulse Chaice option: Shop today on the Loft website  GIF 263 e 079
Brying and get SO% discount as acvertised, arwait Static 13 (145)

uertil tomarmow and get 60% discount?

[reverse-coded; 1= Sho tomomow with 2 60%

distount; 7 = Bhap teday with @ 50% discount)

Brand Wriat da yoi think of the brand Lokt based on  GIF 4B4 E) 092
attitude Ehe ads you have just seen? Seatic 448 [128)

[1 = Bad - Unpleasant - Unlavoraote; 7 = Good -

Pleasant - Favorable)

Study 2 - Serial mediation effect:
The effect of GIF animation on impulse buying is serially
mediated by sense of urgency and anticipated regret.

Sence of 038 [0.04] *** Anticipated
rgenLy regret
--"'=~_,___ _/""-
D42 (021)* 024(0%8) . 008[005) D17 [006] **
-__{___‘-" -""“--h_____
o
033 (0.24) Im

- pulse

GIF animation buying

Significant full path of serial indirect effects [95% CI=[0.002; 0221])

ONGOING RESEARCH

* Elements of GIF animation leading to urgency
(motion, repetition, or micro story).

* Positive and negative behavioral consequences
of using GIF marketing.

* Measuring real impulse buying behavior.

GHENT | FACULTY OF ECONOMICS AND
UNIVERSITY (1l BUSINESS ADMINISTRATION
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INCREASE INTERACTION!

Slower responses are

| perceived as less sincere.

Slow Lies: Sincerity Perceptions Generated by Speed of
Response
INTRO
+ Speed of response in social contexts (e.g..
conversatian, job interview) is everywhere and
‘easy to observe.
* What is its effect on perceptions of sincerity?

METHODS
1. 12 experiments (MTurk, Prolific, French
students, N = 7418)
2. Audio, video, scenario stimuli with
male and female actors
3. IV: speed of response {from min. 0 secs
to max. 15 secs)
4. DVs: sincerity (1-7 scale), guilt DISCUSSION
judgment « We build a theory of sincerity perceptions.
: N generated by speed of responses. We show that
5. Mediators: thought suppression people have very rich, contextual lay thearies about
inferences, perceived memory effort 1, mirroring the actual workings of the human mind,
(1-7 scale) + We highlight the practical implication, especially in
high stakes context (e.8, law), Sometimes it may be
desirable to subtract speed of response ar instruct
people to grnore it

ENVIRONMENTAL IDENTITY AND
PRO-ENVIRONMENTAL CONSUMPTION

Want to help consumers to engage mor
in pro-environmental behaviors ?
How often consumers think about thei
connection to nature matters more than
strongly they feel connected to nature

Opening the door

to th2 siuucnt experie

i s st e b

Him S o 1 1 o it e,
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Only when relevant!



* https://me-qr.com/
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Many more options (image, videos, etc...)


https://me-qr.com/

Technology may change cognition without necessarily harming it

Abstroct and Research on
B Questi

‘Wwhiat is the long-term impact of technological advances
on cognitive abilities?

‘we critically examine relevant findings and argue that
there is no dear evidence for detrimental lasting effects
of digital technology on cognitive abilities. But we also
suggest how digital technology may be changing
pradominant ways of cognition.

. Are digital devices making cognition worse?

we challenge two key assumptions about the argument
that digital devices worsen cognitive ahilities:

(1) Long-term abilities are affected.
(2] Changes are cognitive in nature.

with regards to 1) experimental evidence oft used in
support of these caims actually suggests that the
demonstrated effects have been temporary, not long-

‘When participants were presented with hard [vs
easy| questions, technology-related words became
mare mentally accessible. And when partidpants
expected information to later be accessible (vs not
accessible) on the computer, they were less likely
to remember what its content was, but more likely
to remember where it could be found.

These effects were temporary—they emerged
when access to digital technology or information
stored therein was available, not when access was
unavailable.

. veant more details on the empirical evidence?
Scuniheqn code uudigu.umm'lph:meu:l see the

. Houw digitol technology may be changing cognition

By construing cognition as a dynamic interplay
between internal processes and external tools,
digital technology does not necessarily compete
with  cognition, but complements it

.Pradiv:ﬁms
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term. In reference to 2) their nature is also unclear; they
may be about cognitive processes or about motivational
factors that turn on the cognitive processes in the first

smart devices are external tools spedialized in
performing tasks that free up mental capacity for
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digital technology as a form of external memaory.
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Credits to Ehab Hamed

Prompt:

*As a scientific editor, produce text for a scientific poster for an imminent academic event. Ensure the
content is scientific, clear, and concise. Stick to these guidelines:

*Context: [insert conference focus or theme].

Development Guidelines: [insert specific guidelines for the conference abstract]. You can use academic
language and cite relevant research as necessary.

Example: [insert example if provided by the conference] A top-tier scientific poster typically starts with a
clear introduction to the research question, followed by a detailed methodology and significant results.
*Note: The task involves distilling complex research insights into a format appropriate for a scientific
poster.

Start: Ask for the content to use for the scientific abstract development.



Credits to Eposter:
https://eposterslive.com/node/673

* Prompt to generate possible fonts/color schemes for the poster:

Generate design ideas for an ePoster on the topic of XXXX. Provide me
with a color palette and typography suggestions that would convey the
seriousness of the topic while also being visually appealing to a wide
audience. Please include at least three different color options and two
typography options

* Prompt: Catchy Titles

“Generate a catchy title for a research poster about [insert jargon-
ridden subject matter here].”.



BETTER POSTER TEMPLATES

CREDITS TO Mike Morrison




U-GENT TEMPLATE

e https;//stylequide.ugent.be/templates/printhtmlitposter

» e fack or i flt b =
s i
.........

* Adjust the template according to the conference’s o
guidelines!

ttttt
.


https://styleguide.ugent.be/templates/print.html#poster

Title:
Subtitle

B PRESENTER: Main finding goes here’ tranS|ated Delete this and replace it

AMMO BAR

Leeroy Jenkins

with your...
Extra Graphs
BACKGROUND: Wh ? Explain wh ° Q o o Extra Correlation
your study matters ini;:'zsstes?;:s\tlv ’ I nto plaln EngIISh. EmphaS|ze the tables
Extra Figures
Extra nuance that
= you're worried about
important words. tomving out
Keep it messy! This
section is just for
you.

brutal way possible (feel free to add
graphics!).

METHODS

1. Collected [what] from [population]
. Tested it with X process.
. llustrate your methods if you can.
. Try a flowchart!

RESULTS

* Graph/table with essential results only.

« Allthe other correlations in the ammo
bar.

Leeroy Jenkins, author2,
author3, author4, author5,
authoré, author?,
author42

Take a picture to
download the full paper




Title:
Subtitle

PRESENTER:
Leeroy Jenkins

AMMO BAR

Delete this and replace it
with your...

Extra Graphs

Extra Correlation

BACKGROUND: Who cares? Explain why ° ° )

your study matters in the fastest, most Maln flndlng gOeS here, tranSIated tables
brutal way possible (feel free to add
graphics!).

Extra Figures

Extra nuance that
o ° ° ° you’re worried about
into plain English. Emphasize the cavingout.

Keep it messy! This
section is just for
you.

METHODS
1. Collected [what] from [population]
. Tested it with X process.

o e oy can important words.

RESULTS

* Graph/table with essential results only.

« Allthe other correlations in the ammo
bar.

Leeroy Jenkins, author2,
author3, author4, author5,
authoré, author?,
author42

Take a picture to
download the full paper




Main finding goes here,

translated into plain English.

Emphasize the important words.

Title goes here; make it small if you need

to free up space.

INTRO

» Just give context for
the gap you're filling
You're not going to get
yelled at if you don't
cite the 5 papers from
1937 that defined this
construct. They'll
download your paper if
they want that.

METHODS

1. N = #i##,

2. Collected this

3. Tested with X
statistical test

Leeroy Jenkins, author2, author3, author4

RESULTS

» Graph or table with essential
results only.

* All the other correlations in
the ammo bar.

DISCUSSION

« “If this result actually
generalized and | didn’t have
to humbly disclaim the
possibility of a thousand
confounds and limitations, it
would imply that...."

AMMO BAR

Delete this and replace

it with your...

*  Extra Graphs

* Extra Correlation
tables

»  Extra Figures

*  Extra nuance that
you're worried
about leaving out.

* Keep it messy! This
section is just for
you.

Take a picture to
download the full paper,
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SOURCES




CONSULTED SOURCES

* Asper, N. (2010). Instructions for poster presentations. Retrieved 1June, 2011, from
http://www.tcnj.edu/ asper/posterrules.html

* Colorado State University (2010). Poster Design Tips and Technigues. Consulted on 19/04/2022 via:
https://extension.colostate.edu/docs/staffres/poster.pdf

* Enaqgo (2019). Most Effective Tips When Presenting Your Scientific Poster, Consulted on 19/04/2022 via:
https://www.enago.com/academy/wp-content/uploads/2019/06/ScientificPosters2 changes.pdf

* Gundogan, B., Koshy, K, Kurar, L., & Whitehurst, K. (2016). How to make an academic poster. Annals of
medicine and surgery, 71 69-71.

* Stuckey, M., & Hovyer, T. (2022). How to make an effective poster. Consulted on 19/04/2022 via:
https://urc.ucdavis.edu/sites/q/files/dgqvnsk3561/files/local resources/documents/pdf documents/How To

Make an Effective Poster2.pdf

* Tulpesh, P. (2014). Creating an Academic poster. Consulted on 19/04/2022 via:
https://prezi.com/pcovkdvojahz/creating-an-academic-poster/



https://www.enago.com/academy/wp-content/uploads/2019/06/ScientificPosters2_changes.pdf
https://urc.ucdavis.edu/sites/g/files/dgvnsk3561/files/local_resources/documents/pdf_documents/How_To_Make_an_Effective_Poster2.pdf
https://urc.ucdavis.edu/sites/g/files/dgvnsk3561/files/local_resources/documents/pdf_documents/How_To_Make_an_Effective_Poster2.pdf
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