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Public 
outreach 
as a legal 
obligation

• Public outreach is included in the law on 
higher education since 1977
• In the latest ammendment from 2009 it 

says:
“The universities' task must include 
cooperating with the surrounding society 
and informing about their activities, as 
well as working to ensure that research 
results obtained at the university are 
useful.”
• The cooperation includes partnerships

with businesses and institutions and 
communication via (social) media.



Public 
outreach –
some 
questions

• Low weight in promotion:
• Research merits are valued in the education 

system higher than popular science and 
outward-oriented information work, so there 
are less incentives for scholars to engage in 
this activity.

• Free work?
• There are no earmarked hours in a university

professor’s yearly plan for public outreach: an 
obligation without remuneration

• Journalists expect scholars to provide
information for free

• The initiative lies largely with the individual 
researcher to engage in the third mission.

• Emphasis on cooperation with businesses and 
practitioners: more financially attractive, more
prestigefull



Public 
outreach –
great 
importance

• Communication with policy-
makers results in evidence-based
decisions -> Better political
output
• Partnership with businesses and 

institutions -> Implementation of
novel ideas in the real world, 
improve lives
• Communication with the wider

society -> fight rumours and 
disinformation



Lund 
University 
outreach

• Two large museums under the LU 
umbrella (one art museum and one
science museum). Botanical garden. 
Medical museum.
• Yearly events dedicated to schools
• A special offspring of the university

called Ideon Science Park for 
business start-ups based on 
university research
• Special university funds for science 

cooperation
• Cooperation with Vinnova (National 

Swedish funder) for scholarly
innovation ventures



Science museum 
Vattenhallen

Art museum 
Skissernas



Lund University in the 
media (2022)

• In the second half of 2022, the impact 
increases significantly, to record levels. The 
increase is noticeable in almost all media.

• During an autumn characterized in the 
media by crisis reporting in several different 
areas, there is a great demand for the 
university's researchers. They are a 
recurring voice in issues that are high on the 
social agenda.

• There are also several individual news items 
that are published widely.

• The quality of the media image increases. 
This is due both to more news in which LU is 
in focus - but also to increased space in 
broadcast media.

Key numbers H2 
2022

H1 
2022

H2 
2021

H1 
2021

H2 
2020

Number of 
inerventions 
(national 
media, online)

976 749 920 829 846

Quality Score
(quality of the 
intervention)

35 31 33 30 34



Expert publicity is increasing – research 
coverage is at a standstill

• Several major social 
challenges on the agenda -
great need for experts in 
Swedish media. 
Personalization trend!
• Expert publicity has 

increased by 44 % 
compared to the second 
half of 2019 (before the 
pandemic)
• Research publicity has 

decreased by 23 % 
compared to the second 
half of 2019 (before the 
pandemic)
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