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Today´s agenda:

• How researchers at Lund 

University reach out

• The ultimate test

• 7 principles for public 

research communication



Why communicate your research?

» Good for society

» Tredje uppgiften “Third stream activities”

» Outreach through media etc= More citations, more 
connections, better research?

» Research funders want to see the result spread

» …AND because it is fun (?) (!)



Study: Researchers on public science 

outreach

» 9 out of 10 important, more the older you are

» open lectures, panels, writing to a non academic 

audience 

Reasons not to:

No time, no resources, dificult to find target groups, threats 

and harassment (5%, 12% women under 29)

Source: Vetenskap&Allmänhet 2019
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….to pressrelease…

From publication….



Expert lists to media

https://www.lu.se/artikel/expertlista-kriget-i-ukraina-ryssland-

och-sakerhetspolitik 
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Daily expert requests – The 

Conversation, Expertsvar etc



Apropå!

• Fabio Cristiano nästan färdig doktorand



Research on social media



Blogs of researchers
at Lund University



Increasing number of podcasts



Explainers and videos



Debatt i Lund, Almedalen, 

Sustainability week, Future days





SAMtal i Lund. ”Roundtable” dialogue



The ultimate test 

https://www.youtube.co

m/user/LundUniversit

y

https://www.lunduniver

sity.lu.se/research-

and-innovation/nobel-

prize 
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https://www.lunduniversity.lu.se/research-and-innovation/nobel-prize
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Press service from the University

» Press releases (national and international media)

» Apropå newsletter – Audience Swedish media

» The Conversation

» Media advice

» LUM – Lund University Magazine

» Media training/Creative writing on demand

» Social media

» Film

» Help journalists to find  the right researcher and vice versa



Research in traditional media



The University is often reviewed…

» As a public authority, the 
University is often under review 
with regard to funding and its staff



Research in the media

• Researchers present new findings

• Researchers serve as experts

• Researchers participate as opinion makers



Appears as experts rather than with 
results
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Förändringar jämfört med föregående halvår

Faculties impact in the media
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Why principles? 

Because it matters what we say!

» There are examples that people change their lives from one 
single study

» Think before: How will this research news be interpreted inte 
the next stage? 

» We want to maintain high quality in the public research 
communication (not only in the scientific publication). We must 
defend and value our credibility, specially in times of 
disinformation and “fake news”.

» When we do not live upp to what is expected of us we receive 
(justified) criticism. 



Förtroendebarometern 2023 (Trust 

barometer) – Medieakademin/TNS Gallup AB

1.Swedish electoral system 

2. Higher education institutions (3)

3. Systembolaget (4)

4 . Healthcare (1)

5. The Police (2)

6. The Army

7. Sveriges Radio 

6. Tax Agency 

7. SÄPO, Swedish Intelligence Police

8. The Courts

9. Folkhälsomyndigheten

10. SVT Swedish Television 

11. IKEA

12. Naturskyddsföreningen

13. Red Cross

14. MSB

15. Radio/TV

16. Riksbanken

17. The State



1. Correctness

When research is communicated, the 

content must be correct and give the 

target group a correct understanding of 

the facts about both the results and the 

research involved.



2. Relevance

What is relevant to know in order to understand the 
research? Bear in mind that the information conveyed 
is to be relevant for the recipient’s understanding of 
the research results. Provide relevant information 
about facts and data to ensure that content and 
conclusions cannot be misinterpreted or 
overinterpreted. Avoid communicating alarming 
messages unnecessarily.



3. Uncertainty

Is there any uncertainty? Clarify the uncertainties that 

relate to the research. Scientific discoveries are 

associated with varying uncertainty factors depending 

on method, research design, data or theoretical 

suppositions. Be clear about any 

limitations/weaknesses/uncertainties relating to the 

results and their interpretation.



4. Scientific status

What is the scientific status of the research? 

Explain the status of the research in question. 

Is there broad support for the results among 

researchers, or do the results deviate from the 

general consensus within the field of 

research? Have the findings been published 

and reviewed in research publications or are 

they preliminary results, hypotheses etc?



5. Authorship

Who is the author? Researchers often communicate 

information that stems for other parts of the research 

world – i.e. information that they have not produced 

themselves. Conveying this information to society 

plays an important role in research communication, 

but it should be stated in the communication 

whether it derives from the researcher’s own 

research or someone else’s.



6. Perspective

Research, other knowledge or point of 

view? Researchers often participate in public 

debate. It should be clear if the topic under 

discussion falls within the researcher’s own 

area of expertise or if it is based on other 

knowledge or a point of view that the 

researcher has.



7. Transparency

State any vested interests! Be open about 

funding of the research as well as possible 

company interests and collaboration 

partners.
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