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What we wish to achieve 
by the end of this workshop?

About Emerald

Getting started

The path to become a modern researcher

Structuring your paper

Useful Tools

Dissemination and promotion

Summary and resources



Founded by academics, 
for academics

Founded in 1967, West Yorkshire, 
United Kingdom by academics for 
academics.

Over 310 employees

More than 300 journals and 230 
book series

Dr Keith Howard OBE*, Phd
(Bradford), LLD** (Hon)(Leeds), 
MSc (Leeds), BSc (Hons) (Leeds)







Emerald Publications – eJournals



Emerald Publications – eJournals

Sociology Transport



Emerald Publications – eBooks 



Emerald Publications – Case Studies 



Emerald Publications – Case Studies 



Emerald Publications – Case Studies 



Developing 
a Publication Strategy



To start, a topic…



Topic Selection

Pick a big theme first

Then a sub-field

Make it smaller               

Time

Place

Event

Group of people

Identify the main

Issue

Problem



Topic Development

Think About These
Research Question

Theory

Methodology

Paper Types
Research paper

Viewpoint

Technical paper

Conceptual paper

Case study

Literature review

General review



How to Structure your Paper

Abstract

Introduction

Literature Review

Theory

Methodology

Main Body

(Result)

Conclusion

Reference



Abstract

Maximum 250 words

Purpose

Design/methodology/ 
approach

Findings 

Research limitations 
/implications

Practical implications

Social implications

Originality/value



Literature Review

Purely descriptive

Critical assessment of the literature



Literature Review

1. Define the problem

2. Search for relevant materials

3. Evaluate the materials

4. Analyse the findings



Useful Tools



Which conversation do you want to 
be a part of?

Develop a publication strategy – you may not get 
published in a top journal straight away.



What other criteria are there?

Citations are good but they are not everything…

Other important factors:

Frequency of publication

Internationality

Likelihood of acceptance

Thematic match



Creating “Your Profile”

• After completing your registration 
form, click on Log in and enter your 
‘username’ and ‘Password’ to 
access ‘My Account’



“Your Profile” Features

• Once logged in, you will be able to see 
your name and institute name appear on 
the top right corner. 

• Click on your name to access your ‘My 
Account’ features 



My Account

• Click on  ‘My Account’ 
to view all features. 



My Account - Alert

• Manage your e-mail alerts from this tab e.g. 
Table of Content, Citation and subject alerts



My Account - Alert

• TOC alerts



My Account – TOC Alert

• You can start e-mail 
alerts for the ‘Table 
of Contents’ to any 
journal by visiting its 
page on the website 
and clicking on ‘ToC
Alert’. 



My Account - Alert

• Citation alert



My Account – Citation Alert

• You can track citations for any article on the website. 
• Simply open any volume of a journal. Check the article box and 

click ‘Track Citations’. 



My Account - Alert

• Digests and Subject Alerts
• Click on ‘Sign up’ to sign 

up for digest and subject 
alerts



*My Account - Alert • Select the 
newsletter or 
subject you 
wish to sign 
up for alerts 
and click 
submit at the 
end of the 
page. 



My Account – Marked List

• You can place any article, journal, chapter or book series under the marked 
list. This way you can access all your favorite research with just a few clicks.  



My Account – Marked List

• You can add any number of articles, 
journals, chapters or  book in your 
marked list. 

• Simply open the page of the 
journal/article/book, select your 
information and click on ‘Add to 
Marked list’ or ‘Add to Favorites’.



My Account - Searches
• Are a few topics regular on your list of searches? 
• The platform helps you save your search and minimizes the 

number to steps required to reach your research.  



My Account - Searches

• Access all saved searches by clicking on the tab 



Polishing



What makes a good paper?

1. Originality – what’s new about subject, treatment or 
results?

2. Relevance to and extension of existing knowledge

3. Research methodology – are conclusions valid and 
objective?

4. Clarity, structure and quality of writing – does it 
communicate well?

5. Sound, logical progression of argument

6. Theoretical and practical implications (the ‘so 
what?’ factors)

7. Recency and relevance of references

8. Internationality / Global focus 

9. Adherence to the editorial scope and objectives
of the journal

10.A good title, keywords and a well written abstract



An example…

“Celebrity endorsement, 
brand credibility and 
brand equity”

Amanda Spry (Department of Management and 
Marketing, The University of Melbourne, 
Melbourne, Australia), Ravi Pappu (UQ Business 
School, The University of Queensland, Brisbane, 
Australia) T. Bettina Cornwell (Division of 
Kinesiology, The University of Michigan, Ann Arbor, 
Michigan, USA)



An example…
Purpose– This research aims to examine the impact of celebrity credibility on 
consumer‐based equity of the endorsed brand. The mediating role of brand credibility 
and the moderating role of the type of branding (parent versus sub‐brand) employed 
by the endorsed brand on the endorser credibility‐brand equity relationship are also 
to be examined. The endorser credibility‐brand equity relationship was developed 

using associative learning principles whereas the brand signalling theory is applied to 
examine the mediating role of brand credibility.
Design/methodology/approach– The conceptual framework was tested using a field 
experiment. Data were collected using a mall‐intercept approach at a shopping centre

from a sample of consumers in a metropolitan Australian city. The data were analysed
using structural equation modelling.
Findings– Results suggest endorser credibility has an indirect impact on brand equity 
when this relationship is mediated by brand credibility. This mediating relationship 
was moderated by type of branding. However, the “endorser credibility‐brand 
credibility” and “endorser credibility‐brand equity” relationships did not vary 

according to the type of branding employed.
Practical implications– In support of past findings, the present study shows that a 
celebrity endorser should be one who is perceived as credible based on their 
attractiveness, expertise and trustworthiness. Moreover, in this research, even a 
moderately low credibility endorser proved to be able to build the brand.
Originality/value– The present study is one of the first to empirically examine and 
confirm the impact of endorser credibility on brand credibility and consumer‐based 

brand equity.
Keywords: Celebrities, Product endorsement, Brands, Australia






