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Researcher profiles

Social media
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Profiles

Visibility of you 
and your work 

(for others)

Record keeping 
(for you)

Formal 
requirements

Unique 
author ID

Login tool

Metrics/ 
use 

tracking

Social: Follow / 
interact / 
promote

Can you easily list your outputs, funding 
dates, or open science contributions? e.g. 
for your CV?

When a researcher reads your work – can 
they find you and more of your works 
with a couple of clicks? 

If potential collaborator sees you at a 
conference - could they google you and 
easily find your current projects?

Registration in NVA
ORCID for applications

Citations 
Usage stats



Data in a repository

DMP
Code

Pre-registration or 
protocols

Preprints or 
repository versions

Conference presentations, 
popular works

Interests

Distinctions

Peer-reviewing & 
editorial work

Teaching & 
supervision

Leadership & 
teamwork

What might you want to show 
on a profile?

Communication & 
impact

Projects
Your publications

Funding



Why get an author ID?

An author ID is a unique identification number – helps people find your 
works, and be sure they are yours
• Recommended for all (especially if name is not unique, changed, or can vary)

• An ORCID ID is required by some journals/funders

Anne-Marit Østerbø Pettersen
Anne-Marit Østerbø Larsen

Anne-Marit Larsen
Anne-Marit Osterbo Pettersen
Anne-Marit Oesterboe Pettersen
Ann-Marit Otserbo Petersen
Anne M Pettersen

Anne Margret Pettersen
Anne M Pettersen

Your unique author ID
xxxx-xxxx-xxxx-xxxx



https://bsky.app/profile/orcid.org/
post/3lgqubaw5es2x

https://bsky.app/profile/orcid.org/post/3lgqubaw5es2x
https://bsky.app/profile/orcid.org/post/3lgqubaw5es2x


What profile 
services are 
there? 

What to consider 
when choosing?
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Social mediaAcademic social mediaAuthor IDs and profiles

Showcase your outputs and 
improve databases

Showcase some activities
Record keeping

Metrics
Unique author ID

Showcase your outputs
Follow, interact & promote

(Metrics)
NB. You can upload works (if you have the 

right license), but not a route to open access. 
Ensure green OA by uploading work to NVA

Follow, interact & promote
Communicate outside 

academia

Showcase your outputs 
Showcase your interests, 

projects, impacts and 
other activities (teaching, 

communication ++)

Institutional profile / 
personal website
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Author 
ID

Showcase your outputs Showcase your outputs Showcase your outputs 

Author ID 
- Norway only

A
u

to
m

atically gen
erated

 p
ro

files

20 million; accessible without sign-up

233 million; locked behind sign-up

https://www.uib.no/en/ub/130997/archiving-and-open-access-research-articles-instruction
https://www.uib.no/en/ub/130997/archiving-and-open-access-research-articles-instruction
https://www.uib.no/en/ub/130997/archiving-and-open-access-research-articles-instruction


Social mediaAcademic social mediaAuthor IDs and profiles

Showcase your outputs and 
improve databases

Showcase some activities
Record keeping

Metrics
Unique author ID

Showcase your outputs
Follow, interact & promote

(Metrics)
NB. You can upload works (if you have the 

right license), but not a route to open access. 
Ensure green OA by uploading work to NVA

Follow, interact & promote
Communicate outside 

academia

Showcase your outputs 
Showcase your interests, 

projects, impacts and 
other activities (teaching, 

communication ++)

Institutional profile / 
personal website
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Author 
ID

Showcase your outputs Showcase your outputs Showcase your outputs 

Author 
ID - Norway only

A
u

to
m

atically gen
erated

 p
ro

files

20 million; accessible without sign-up

233 million; locked behind sign-up

https://www.uib.no/en/ub/130997/archiving-and-open-access-research-articles-instruction


• Free description of 
research

• Teaching
• Communication
• Publications
• Prizes, positions, projects?
• Links to other profiles and 

social media?

Often relatively high in searches

Screenshots UiB, NTNU, UiT, UiO



Why do we recommend 
ORCID compared to 
other author IDs?

Non-commercial, open 
organisation

Cross-platform, 
integrated with funders 
and journal

Can synchronise with 
some profiles & improves 
automatic profiles

Good privacy controls – 
can have public and 
private records

MANY work types can be 
added

Biography and 
alternative 
names/name 
variants

Screenshot orcid.org

Conference posters, presentations, datasets, protocols, clinical studies, 
artistic works, IP, patents, lectures…



Why fill out the profile part of ORCID?

Having it filled out 

• Makes what you do visible (including various open science outputs)

• Helps you keep track of what you’ve done (record keeping/autofill)

• Helps other “automatic” profiles get your data right (at no time-cost to you)

• International and can be used your whole career



Profiles

Visibility of you 
and your work 

(for others)

Record keeping 
(for you)

Formal 
requirements

Unique 
author ID

Login tool

Metrics/ 
use 

tracking

Social: Follow / 
interact / 
promote

Having an empty 
ORCID (just the ID)

Filling out more 
information in the 

ORCID profile



ORCID guidance 
(UBB103): 
https://mitt.uib.no/co
urses/29468

• Linking to other 
profiles

• Adding backup email 
address

• ++

https://mitt.uib.no/courses/29468
https://mitt.uib.no/courses/29468


Social mediaAcademic social mediaAuthor IDs and profiles

Showcase your outputs and 
improve databases

Showcase some activities
Record keeping

Metrics
Unique author ID

Showcase your outputs
Follow, interact & promote

(Metrics)
NB. You can upload works (if you have the 

right license), but not a route to open access. 
Upload work to Cristin

Follow, interact & promote
Communicate outside 

academia

Showcase your outputs 
Share your interests, 
projects and other 
activities (teaching, 
communication ++)

Institutional profile / 
personal website
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Author 
ID

Showcase your outputs Showcase your outputs Showcase your outputs 

Author 
ID - Norway only

A
u

to
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atically gen
erated

 p
ro

files

20 million; accessible without sign-up

233 million; locked behind sign-up

Prioritise your time, avoid outdated (or duplicate!) profiles

Consider
1. Function
2. Visibility
3. Permanence
4. Effort

Missing from my suggested minimum…
- Metrics, citations (impact tracking)*
- Literature database profiles
- Social aspects/networking

https://www.uib.no/en/ub/79535/open-access-what-why-and-how#open-access-step-by-step


S O C I A L  M E D I A  P R O F I L E S :  
S T A R T  W I T H  W H A T  Y O U  W A N T  T O  G E T  O U T  O F  T H E M

• Follow others in your field(s)

• Make more professional connections outside academia tied to a topic/area (e.g., activist 
groups, advocacy groups, lawyers, etc.) 

• Share recent publications (for public awareness, citations, etc.)

• Get media attention

• Grow an audience (e.g., in order to publish/promote a trade press book, get invitations to 
non-academic conferences, sell consulting services/courses, etc.) 

• Share your research with a non-academic audience (e.g., because you promised in a 
funding application, because you want to connect with communities it matters for)



W H I C H  P L A T F O R M S  T O  I N V E S T  Y O U R  T I M E  I N

• Align with your goals

• Out of the platforms my colleagues have mentioned, LinkedIn is probably the most 
promising right now to achieve several of the possible goals 

• Due to limited time, I will focus on LinkedIn as an example



W H Y  L I N K E D I N ?

• LinkedIn now has more 
than 1 billion members 
in more than 200 
countries

• 40 percent of users 
access it on a daily 
basis

• Over 67 million
registered companies



M O R E  S T A T S  A B O U T  L I N K E D I N

• 59.1% of users are aged 25-34. Young professionals dominate the platform.

• The United States alone has 234 million users.

• Europe hosts over 304 million users.

• 42.8% of users are female. The gender gap is narrowing.

• Over 50% of users have a college degree. Education levels are high.

• 310 million users are active monthly. That’s a huge chunk of the total base.

• 40% of users log in daily. People check LinkedIn often.



L I N K E D I N A S  A  N E T W O R K I N G  T O O L

• Increased visibility and opportunity to position yourself as an expert

• You are in control of your content 

• Many people actually do follow and pay attention

• Effective and easy way to get/stay in touch, incl. when you don’t have someone’s email 

• Great resource to find information, others in your field, conferences, funding, jobs, 
consultancies, etc. 

• Future collaborators, employers, journalists, etc. can find you



T R A I N  T H E  A L G O R I T H M

• Make LinkedIn more relevant for you 

• The people you sent messages to, the job titles of people you connect with, the 
number of people at an organization you are connected with

• Keywords you have used in your profile 

• Keywords and hashtags you use in your own posts 

• Keywords and hashtags in posts you have interacted with (saving also counts as 
interacting) 

21



F O L L O W I N G  V S .  C O N N E C T I N G

• The “follow” button on your profile is opt-in – I recommend you turn it on

• Connections have to be accepted; follows don’t 

• Connections allow you to send free messages back and forth; follows don’t 

• Connections are shown only until 500; follower numbers are shown 

• By default, new connections also become followers 

• Followers who are not connections still see your posts in their feed 



H O W  T O  T U R N  O N  T H E  “ F O L L O W ”  O P T I O N

1. “Me” 

2. “Settings & Privacy” 

3. “Visibility” 

4. “Followers” (at the very bottom) 

5. Select “Make ‘follow’ primary” and “Everyone on LinkedIn”



W H E R E  T O  S T A R T

• Start building your followers and connections with people closest to you in field, 
position, etc. 

• Expand from there to those higher up and/or further away 

• Remember past courses, programs, conferences, etc. 

• Check recommendations under “My Network”

• You can sync contacts from your email (no invites are sent automatically)

• Follow up with a LinkedIn request when you meet someone new professionally

24



W H E R E  T O  S T A R T

• When you send a connection request, include a brief message about where you 
met or why you want to connect (not an option on the mobile app)

• Do not limit yourself only to people to know in real life 

• Follow people before you send a connection request, if possible (it will say “Jana 
follows you and is inviting you to connect”)

• Have a title that makes sense and builds interest

25



H O W  T O  G R O W  Y O U R  L I N K E D I N N E T W O R K

• Post your LinkedIn link in the chat in webinars

• Include a QR code to your profile in presentations

• Include a QR code to your profile on your business card if you use one 

• Regularly go through the suggestions and connect with new people 

• Post content regularly so people in your field can find you

• Engage with others’ posts by reacting, commenting, and sharing; be part of the 
conversation

26



H O W  T O  G R O W  Y O U R  L I N K E D I N N E T W O R K

• When you tag others, your post is shown to their network

• For example, if I am connected with my colleague Anna. Maria, whom I don’t know, 
tags Anna in a post, it shows up in my feed as “Anna was tagged in a post.” I can 
then request to connect with Maria as well and expand my network 

• It is worth sending a request to people with many shared connections that you don’t 
know. They are likely to accept. Then, send them a message to introduce yourself, 
maybe ask them a question about their work, etc.  

27



U S E  L I N K E D I N L I K E  A  S O C I A L  M E D I U M

• I recommend having the app on your phone 

• Check when you have a few minutes, on the bus, while waiting, etc. 

• Instead of doomscrolling, use a few minutes on LinkedIn – like and save some posts, 
request some new connections from the recommendations

• Remember to post to LinkedIn when you did something/when you have something 
to say. Share colleagues’ posts with your own comment

28



T H A N K  Y O U !

S T A Y  I N  T O U C H  ☺

janawil@umich.edu

https://www.linkedin.com/in/janawilbricht/

mailto:janawil@umich.edu
https://www.linkedin.com/in/janawilbricht/
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