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Promotion and accessibility is vital to ensuring that 
published content is seen, read, and shared. No matter your 
level of access to promotional and marketing resources, 
there are a variety of options available that can help to 
extend the reach and impact of the research in your 
publication. This chapter is designed to provide tools and 
tips to further promote published work in the absence of 
or in conjunction with a publisher’s marketing team or an 
institutional press office. The advice is designed to be used 
by you, as the editor of published content, or to provide 
guidance for the authors publishing in your journal.

Where to begin
One of the easiest things to do is to reach out to existing 
contacts. Utilize personal and professional networks to 
spread the word about your publication via email. As the 
expert or thought leader in your area, you will have access 
to a very relevant group of individuals who will likely be 
interested in the research published. Do something as 
simple as including a link in your email signature to the 
content online. Emails are often forwarded and can result 
in word-of-mouth promotion, effectively reaching a wider 
group of interested and targeted readers. 

Take this a step further by thinking about who would 
want to know about this research, and clearly identify your 
target reader. Then you can plan an email campaign in 
collaboration with your marketing team. In the absence of 
such a resource, explore the services of digital marketing 
companies such as Hubspot (www.hubspot.com) or 
Razorfish (www.razorfish.com) that specialize in a range of 
services, including creating emails to send out content to 
targeted lists of contacts. 

Making content discoverable
It is advantageous for content to be published online, 
which will enable it to be discovered and read by the widest 
possible audience. However, research that is published 
online does not necessarily ensure that the right people 
will read it or even find it. To further increase the chances 
of people accessing this research, you can make content 
more discoverable through search engine optimization 
(SEO). Leading search engines like Google use several 
metrics to rank search results to ensure that users find the 
most relevant pages and information using keywords. This 
comes down to four basic elements: text, links, popularity, 
and reputation. 
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There are basic things that can be done to ensure your 
content comes up in relevant searches online. Download a 
free detailed beginner’s guide to search engine optimization 
from SEOmoz (www.seomoz.org/learn-seo). Ultimately, 
SEO is about making well-designed, informative sites or 
web pages that users can find easily. 

Considering a media campaign

Is this content newsworthy?
While much of the published literature can be considered 
important and of interest to researchers in the field, some 
research can be of interest to a much wider audience because 
it changes practice, reveals a significant new dimension to 
a well-known theory, unveils a new species, or has a similar 
broader impact. For research like this it may be valuable to 
send a press release or alert to the media to highlight the 
paper. While there are no hard and fast rules as to what is 
considered ‘newsworthy’, a few pointers are outlined below. 
It is important to remember that even the most well-written 
press release sent to the most high-profile reporters will not 
generate coverage if there is no real story.

Top tips for identifying a newsworthy study
•	 Think TIGER: Is the content … Timely, Interesting, 

Groundbreaking, with Everyday relevance? If so, you 
could have a great Result.

•	 If you told someone about this research, would they 
immediately understand the significance? If they say, 
‘So what?’, it probably isn’t news.

•	 Is this research something you would tell a friend or 
family member about? Is it of interest to the general 
public outside of your field?

•	 You may publish research about a subject that has 
recently been in the news – does the research add a 
new dimension to this story or change the way it 
is understood? The topic alone is not enough to be 
newsworthy: it must bring something distinct and new.

•	 Are the results unusual or unexpected? For instance, 
‘Dog Bites Man’ is not as interesting as ‘Man Bites Dog’.

•	 Is it new? Is this the first time this discovery has been 
made?

•	 Does the story affect people? The biggest news is the 
news that affects the most people.
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Once you have identified a newsworthy study
If you have identified content or a particular article that 
warrants timely attention from the media, you may think 
about planning promotion using a press release. The best 
time to start planning a press release for a journal article, for 
example, is when it is first accepted for publication. Ideally, 
you should embargo your press release until the date the 
study is first published online. An embargo is a ‘gentleman’s 
agreement’ between reporters and the information provider 
to not report a story before an agreed date. Embargoes 
serve the interests of the media, authors, and the public 
by ensuring reporters have sufficient time to consider the 
paper, conduct interviews, and write well-informed articles. 
When seeking international coverage, embargoes also 
enable sufficient time for in-depth reporting across time 
zones.  It is important to note that in the case of a media 
embargo, a journal study is considered to be published as 
soon as it appears online, as opposed to in print. Essentially, 
you cannot embargo something that is in the public domain, 
but providing an embargo period will generally increase the 
likelihood of a reporter covering the story.

The press office at your institution or a hired publicist 
can ensure your press release is formatted in the proper 
way, is distributed through timely channels, and has a 
headline and lead that catch the attention of relevant 
reporters. However, keep in mind that you do not need a 
public relations (PR) team to send out a press release. You 
just need to tell your story to your intended audience and 
can post the press release online with a link to your journal 
website. It will be helpful to coordinate the efforts of a 
press release from your institutional press office with your 
publisher’s publicity team, if applicable.

Top tips for writing a press release
•	 Write a short, catchy, informative headline. Reporters 

should be able to get a feeling for what the press release 
is going to tell them just from the headline. When 
sending a press release out by email, it is useful to 
think about how the email will appear in reporters’ 
inboxes – how many words will they be able to see? 
Either shorten your headline for the email subject line, 
or make sure the key words are at the beginning.

•	 Keep it short. Many reporters will make a judgement 
after the first paragraph so make sure the key parts of 
the story are early on in the release. Do not assume 
too much prior knowledge of the subject – explain the 
context and stay away from jargon. If you have to use a 
technical word, explain it in layman’s terms. Remember, 
the aim of the press release is not to provide beautifully 
written prose, but to share an interesting story in 500 
words or less.

•	 Provide quotes from key people related to the research 
that reporters can cut and paste into their story. 
Quotes could be from the author, the editor, or a 
person affected by the research. Make sure you have 
permission to use any quotes in a press release.

Key things to include:
•	 In the body of the press release: the name of your 

journal or publication, the name of the researcher, a 
web link to your journal and/or the research.

•	 In the Notes to Editors section (at the end): a citation 
of the paper, information for reporters on how to 
access the paper and how to arrange an interview with 
the research spokesperson.

•	 To improve the pick-up of your press release in online 
sites, provide photographs the reporters can use 
(always check copyright), record a video to accompany 
the research, or include sections that can easily be cut 
and pasted, such as a bullet-pointed summary.

There is a plethora of up-to-date information on best 
practices for writing press releases available for free online, 
a few of which are:
•	 www.webwire.com/FormatGuidelines.asp 
•	 www.wikihow.com/Write-a-Press-Release 
•	 www.onlineprnews.com/content/resources 
•	 http://service.prweb.com/learning/article/

guide-creating-online-publicity-business

There are also some tips from reporters available online on 
what they look for in press releases, such as www.journalism.
co.uk/skills/how-to-write-the-perfect-press-release-for-journalists/
s7/a535287

Get your press release noticed by the media
If you are managing publicity on your own, below are a few 
resources to help you create and distribute your news to the 
most relevant audience (many others are available):

PRWeb (www.prweb.com) 
PRWeb is a website that can guide you through the 
process of disseminating your release. It is a resource for 
marketing experts as well as public relations professionals. 
It is a paid service providing press release hosting as 
well as emailing and SEO services. More information 
about the role of Public Relations (PR) and how it can 
be a useful tool for your purposes is detailed in their 
white paper at http://service.prweb.com/learning/article/
the-roi-of-online-press-releases

EurekAlert! (www.eurekalert.org) 
EurekAlert! is a global, online news service that provides 
a central location for science, medical, and technical 
journals to bring their research to the media. It is operated 
by AAAS, the science society, and is used by hundreds of 
organizations worldwide to distribute science, health, and 
technology news, as well as to access experts and other 
resources to reporters. With registration, you can submit 
your press releases to be published online here (there is a 
fee per item or an annual subscription).

AlphaGalileo (www.alphagalileo.org) 
AlphaGalileo is provided by the independent not-for-profit 
organization AlphaGalileo Foundation Ltd and offers the 
same services as Eurekalert!, but is based in Europe. It is 
a moderated news service that distributes news releases 
in science, health, technology, the arts, humanities, social 

sciences and business. They offer a pay-as-you-post option 
as well as annual subscriptions.

Free press release posting sites
There are also several less-targeted websites where you can 
post content for free:
•	 www.newswiretoday.com
•	 www.pressreleasesubmission.co.uk
•	 www.PRLog.org 
•	 www.Free-Press-Release.com 

Science Media Centre                                                                      
(SMC; www.sciencemediacentre.org) 
The Science Media Centres are a group of independent, not-
for-profit organizations that help to ensure the public has 
access to the best scientific research and expertise. There 
are SMCs in the UK, Australia, New Zealand, Canada, and 
Japan, and one is planned for the USA. The SMCs regularly 
provide news briefings to reporters about controversial 
stories, putting in touch experts and reporters. If the 
research you are promoting is controversial, you may wish 
to get in touch with them for advice and support. 

PR Associations
Many countries have their own PR associations, and these 
groups offer additional tips and best practice guidelines, for 
example: 
•	 PRSA: www.prsa.org/Intelligence/Tactics/Issues
•	 CIPR: www.cipr.co.uk/content/policy-resources/

best-practice-guides-toolkits
•	 IPRA: www.ipra.org/frontline/06/2012/

measuring-pr-how-do-we-get-it-right

Another resource to ensure that the right people 
receive and read your press release is Journalisted (http://
journalisted.com), an independent website built to make it 
easier for the public to find out more about journalists who 
publish articles in UK national newspapers and BBC News. 
Use the site to create a list of journalists who report on your 
subject area and are active in social media networks as well. 
Then use this list to disseminate your newsworthy content 
and find ways to engage with these journalists online.

If you are planning to reach out to the media frequently, 
you may find it is worth purchasing a subscription to a 
media database, such as CisionPoint (www.cision.com), 
Gorkana (www.gorkana.com), or one of the many other 
similar services.

Once your press release is distributed, be prepared to 
answer enquiries from journalists as well as the general 
public. Alert your staff and other people involved in 
the research and publication, so that they as well will be 
prepared for any enquiries from the media. It is generally 
expected that an original copy of the article will be provided 
free of charge to interested media outlets. Reporters will 
likely request an interview with the lead authors of the 
study or editor of the publication. When being interviewed, 
remember to use layman’s terms, simple sentences, and 
know your key points.

Using social media networks
In addition to the traditional press release, engaging in social 
media is a key tool for building an audience, developing 
your readership, and actively engaging with those groups 
to create awareness of content. There are numerous social 
networks gaining in popularity, but we suggest starting 
with the three below. Remember that participating in 
social media is not about pushing your own agenda, but 
about connecting with readers and cultivating relationships 
within your community. Keep in mind that the social media 
landscape is always changing, so be ready to change with it.

Facebook (www.facebook.com) 
With over 1 billion active users and counting, Facebook 
is a popular network that you can use to reach your 
intended audience. Think about creating a fan page for 
your publication, where fans can receive regular updates 
on the latest research, including newsworthy headlines, 
events, and more. See, for example, the Review of Keynesian 
Economics Facebook page (www.facebook.com/pages/
Review-of-Keynesian-Economics/262195523837155).

Mashable, a leading source for news and reports on 
the importance of digital innovation, shares some best 
practice tips to make the most of a Facebook page to 
create maximum engagement with your fans here: http://
mashable.com/2012/05/17/facebook-timeline-brand-tips.

LinkedIn (www.linkedin.com) 
LinkedIn is another social network that allows you to 
connect with professional contacts. With over 120 million 
registered users, they can, in their words, ‘help you make 
better use of your professional network and help the people 
you trust in return … to make you more productive and 
successful’. As the content you are promoting in your 
publication would be of interest to others in the same area 
of work or profession, it is likely that a ‘business’ profile or 
company page for your publication would be successful in 
promoting content here. 

Through LinkedIn, you can add contacts to your profile 
or extend invitations to colleagues and friends who would be 
most interested in the content you are promoting. Further, 
you can use LinkedIn as a way to build a community 
around the content in your publication and related research 
through discussions. There is also the ability to join groups 
of similar interest where you can share ideas with group 
members and post answers to questions that may drive 
readers to your publication’s content.

Twitter (www.twitter.com) 
Twitter is another popular social network that now has 
at least 175 million registered users. You start by creating 
a user name or ‘Twitter handle’ that begins with the ‘@’ 
symbol (for example, @sciencejournal). Tweets consist 
of 140 characters and can contain shortened links to 
other content online. Use free services like http://ow.ly/
url/shorten-url or www.bitly.com to shorten long URLs. 
Twitter can also provide information on the number of 
clicks, so you can assess how interested your audience is.

Find followers, starting with your own contacts, then use 
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a keyword search to find people who are interested in your 
subject area. Following other Twitter users is the best way 
to grow a list of followers. Be sure to engage with those who 
follow you. This network is ideal for sharing articles that 
readers and followers would be interested in, along with a 
short description about why it is relevant. On Twitter, your 
expertise as a science editor for a peer-reviewed journal or 
other publication can give you instant credibility and clout, 
which you can use to your advantage in gaining followers 
and retweets. See Nature’s Twitter account as an example 
(https://twitter.com/NatureMagazine).

Getting deeper into the conversation
Participating on others’ blogs can be a very powerful tool 
for promotion and raising your profile. You can use a blog 
search engine like Technorati (www.technorati.com) to 
locate bloggers in your subject or area of expertise. Once 
you have identified those that feel relevant and compelling, 
become a part of the conversation by commenting on posts 
and adding relevant information that readers of the blog 
might be interested to know. Include information that links 
back to research or your own website to attract interested 
readers your way.

Take things a step further by starting your own blog. 
Again, this can establish you and your publication as a 
credible and reliable thought leader in the community, 
backed by scientific evidence – namely the research 
published in your journal. On your own, turn to user-
friendly sites like Blogger (www.blogger.com) or Wordpress 
(www.wordpress.com) where you can quickly set up a basic 
account at no charge, write a post, preview it, then publish 
it online. Etiquette regarding social media as well as search 
engine optimization for web pages is also applicable here. 
For an example, see the Annals of Botany blog (http://
aobblog.com).

Once you are comfortable using multiple social network 
sites, you might consider a platform like Hootsuite (www.
hootsuite.com) or Tweetdeck (www.tweetdeck.com) that 
allows you to update all of your statuses or post to all of 
your sites simultaneously. Additionally, platforms like these 
will enable you to schedule posts, keep track of comments, 
and provide other metrics that will help you to better 
engage with your audience.

The checklist
Based on the information presented here, use this simplified 
checklist as a reference for your promotional efforts. Start 
with the basics. Remember, there are countless resources 
offering services that can maximize the exposure of your 
publication, but there are many things you can also do from 
your own desk.

The basics:
•	 Tell	friends	and	colleagues. Reach out to your list of 

personal and professional contacts and share a link to 
your publication or article via email or existing social 
networks. Ask these individuals to forward it on to 
others that may also be interested.

•	 Make	the	most	of	research	that	is	accessible	online. 
Research available electronically will be much more 
discoverable than print only. 

More effort but worth the work:
•	 Optimize	 your	 website	 to	 increase	 discoverability.	

Include descriptive text and links to your research 
and publication to ensure that it can be found easily 
through online searches.

•	 Create	a	press	release. Work in conjunction with your 
institutional press office and/or publisher marketing 
team, or do it yourself.

•	 Join	 the	 discussion	 using	 social media.	 Share your 
content and engage in conversations with active 
members of your community on Facebook, LinkedIn, 
and Twitter. Create company pages specific to your 
publication.

Taking it to the next level:
•	 Start	 your	 own	 blog. Become a thought leader and 

create dialogues about research in your area. Actively 
engage with and contribute to a community of others 
in your area of research.

•	 Manage	 your	 social	 media	 sites	 simultaneously. 
Utilize a platform that helps you to track mentions, 
schedule posts, and interact with your fans or followers.

Additional resources
Author’s Guide to Online Marketing & Publicity; http://authorguide.wiley.com
Blogging for Dummies; www.dummies.com/DummiesTitle/productCd-

1118151941,descCd-buy.html 
Facebook Marketing for Dummies; www.dummies.com/DummiesTitle/

productCd-1118107403,descCd-buy.html
Internet Marketing Whitepapers & Ebooks; www.hubspot.com/

internet-marketing-whitepapers
Share This: The Social Media Handbook for PR Professionals; www.wiley.

com/WileyCDA/WileyTitle/productCd-111840484X.html
The Elements of Style, 4th Edition; www.amazon.com/

Elements-Style-4th-William-Strunk/dp/0205313426
The New Rules of Marketing & PR: How to Use Social Media, Online 

Video, Mobile Applications, Blogs, News Releases, and Viral 
Marketing, 4th Edition; www.wiley.com/WileyCDA/WileyTitle/
productCd-1118488768.html

Twitter Tips, Tricks, and Tweets, www.wiley.com/buy/0470624663 


