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Time

13:30 Opening & Understand the Basic of Digital Marketing

14:00 Understand the Technique of Storyboarding

14:30 Practical: "Hands-on: The ies’s Storyboard!"

15:00 Converting Story into Engaging Videos

15:30 Practical: "Hands-on: Exploring AI Tools for Video Making

16:00 Understand the Different Channels of Scientific Outreaching

16:10 Q&A

16:15 Regroup & Wrap Up at Main Hall

16:30 End





Graphical Abstract/
PLS/Video Abstract
Publishers’ trend



Boosting Research Reputation Globally:
iesResearch Curation, Digital Marketing & Scholarly Communication Channels



a code to track users’ behavior e.g. Facebook Pixel, and Twitter Pixel

• Targeting/Retargeting Ads
• Tracking conversion
• Tweaking/Optimizing ads

The 3 “Ts” of Digital Marketing

“Creating lookalike audiences”

Social media outreach
for science



The Journey from Social Media to Full-text

University Research

Social Media Account

Topical

Cluster Site

Individual Full-text

Teaser Site

Full-text Site at

Publisher

From university social media account to full-text is only Three clicks away with bite-sized multidisciplinary story

• Launch pad for boosted 
posting

• Recommend to create a 
new research focused 
account 



Customer Sample: Typical FB posting that links to iestory 

Facebook posting

full-text, if it is Open Access

clickable 
within the 

graphic

engaging statement

catchy headline

institutional research branding

Multidisciplinary clusterIndividual article teaser



1Demography
• Targeted countries
• Targeted communities
• Targeted institutions

Optimization to increase # engagements

2

3

Contents
• Bite-sized stories
• Catchy headlines
• Highly visual with videos and animations

Connectivity
• Align with UN SDGs* 

• Associate with news and events
• Highlight the global collaboration and affiliation

* UN SDGs = United Nation’s Sustainable Development Goals



The Monthly Report

• monthly report to showcase the progress of traffic 
from social media to the full-text

• every month we will launch different marketing 
campaigns by optimizing with different contents and 
different targeted countries

Analytics



Source: Dimensions.ai & Web of Science (comparison data). Updated on Sept. 21, 2023.
* We selected 2,076 UNPAD publications from Web of Science that were published from 2018 to 2020, as this period covers 46 of the 52 publications.

5.21 citations per paper

before outreach
(271 times cited in July 2020)

16 months 8.98 citation per paper

after outreach
(467 times cited in October 2021)

24 months 19.48 citation per paper

in current
(1,013 times cited in September 2023)

1.31 citations per paper

till the end of 2020

outreach post-outreach
52 

publications 
for outreach

2,076 
publications

for comparison*

3.14 citations per paper

till the end of 2021

5.98 citations per paper

till September 2023

0

5

10

15

20

25

2020 2021 2022 2023

ci
ta

tio
ns

 p
er

 p
ap

er

52 articles (outreach) 52 articles (organic) 2076 articles

After outreach

Before outreach

1.31

5.21

3.14

8.98

5.98

19.48

slope=4.76

slope=1.56

205%



Strategic Channels of 
Research Communication
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Emphasize different things for different audiences

Big
Why

Why
What

How

Introduction
or

Thesis
Statement Methodology

Discussion
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Emphasize different things for different audiences

Introduction
or

Thesis
Statement Methodology

Discussion

Research Paper

What

How

Why

Abstract



Emphasize different things for different audiences

Why
What

Introduction
or

Thesis
Statement Methodology

Discussion

PLAIN LANGUAGE

Research Paper

Big
Why
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Practical: Articulating 
Ideas with a Storyboard

• Think about a recent project or 
idea you want to develop or 
communicate

• Improving library services, AI 
adoption for library etc.
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A video speaks a 
million words..

Original Footages

AI Created Footages

Original Footages

Stock Footages



Making your video as 
authentic as 
possible…

Original Footages

Story

Effects
Footages

Music

Voice

Platforms
Tools



Enhancing your 
video
• The passion behind the 

research could be an 
interesting story to share

Highlighting Eureka Moments



Enhancing your 
video
• Illustrate the different 

applications across different 
personnel / industry in various 
scenarios

Scenario-based Applications



Enhancing your 
video
• Link research with relevant 

news

Connecting with Current Events
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Practical: Exploring AI 
Tools for Video Making

1. Use any A.I. tools to create a 1-2mins video for 
your story

2. Present your video to obtain feedback
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Strategic Channels of 
Research Communication



Research press 
release

Let your research be known 
to the world

Expert opinions

Let your researchers be 
known to the world

1. Research Visibility

Building Research Branding through Research Press Release



Building Research Branding through Public Relationship

Full-text Research Teasers Press Release Media Coverage



Case study 1: World-class Research Should not be Buried
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Thank You
        

https://iesresearch.solutions

Join us now

Telegram group



we share your discovery
        

https://iesresearch.solutions

kc.tang@igroupnet.com

Join us now

Telegram group
Feedback Form
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