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INTRODUCTION 

In the age of social media, there are myriad options available for 

the publication of content. However, with the torrent of new 

content being poured into the internet every second, it is easy for 

a research article to get drowned in obscurity. 

In today's era, if we want our article to stand out, we must employ 

the same marketing strategies that any other content on the 

internet uses to promote itself. It might seem daunting for an 

academic to invest time and effort into the promotion of content 

but, it is a fundamental skill that every new scientist should possess. 

After all, you can get recognition for your work only when it has a 

wide audience; and everyone sees the benefits of it. 

The impact of research is proportionally dependent on the 

exposure it gets. The more people are made aware of the work, the 

more popularity and acceptance is plausible. The impact of 

scientific work depends on its attributes and can be seen in varying 

areas such as academic, environmental, social, economic, and 

cultural. 

In this article, we have explored the most popular and reliable 

blueprints used to promote content on social media and further 

extrapolated those principles to favour scientific research. This tool 

kit consists of all the various modes of publishing and promoting 

scientific data on the most popular social media platforms used 

today. 

It is noteworthy to remember that social media is like a constantly 

evolving organism. As technology and algorithms become more 

sophisticated over time, the same strategies might not be effective 

forever. However, the methods explored in this article are geared 

to render the best possible results based on currently available data 

and the way social media works at present. Just as a scientist 

constantly keep themselves up-to-date with the latest advances in 

their field, it is equally important to keep abreast with the changing 

trends and features on the social media platforms you hope to 

succeed on. 



 

 
 

 

HOW TO MAKE A GOOD POST 

1. CONTENT  

For textual posts, blogs, or captions: 

• Keep it crisp & concise.  

• Use simple words that are readable & clear, making it easy 

to follow. 

• Harness the power of white space – adding blank spaces 

between your paragraphs makes it much easier to read & 

provides structure to the post. 

• Write using a combination of short, medium & long 

sentences to make it harmonious.  

• The first two sentences need to be attention-grabbing. 

When a post comes on people's wall/timeline, only the first 

few sentences are highlighted & the rest is hidden. Thus, 

they need to generate enough curiosity in the viewer to 

wish to read & engage with the content. 

• Personalize the content by writing in first person. This brings 

a human touch & avoids the tendency of cookie-cutter 

captions, giving an experience of connection to the 

viewers. 

• Use relevant #hashtags to reach the interested audience. 

 

For photo, video, or infographics: 

• Use clear pictures taken from a good quality camera.  

• Avoid blurred images or shakey & grainy videos. 

• Use bright, light shades that are easy on the eyes & bold 

colors to highlight important parts in infographics. 

• An appealing color scheme enhances the reader's 

experience and makes them more engaged with the 

content. People tend to pay more attention to things 

that are pleasant to look at. 

• Use attractive & informative Thumbnails for your video 

content, which will generate curiosity in the viewers. 

• Keep the customization that is native to the platform. 

E.g., on youtube, widescreen videography is the norm, 

so use it to give an enhanced user experience. 



 

 
 

 

• For videos, try to include an interesting thumbnail which 

will grab the attention of the viewer. Motive should be to 

entice the audience into clicking on the video. 

 

 

2. ADD VALUE  

• Your post should address or gather information regarding 

people's problems.  

• Add value to people's lives by providing solutions to 

them that are practicable & actionable. Know what 

your audience needs & cater to it. 

• Share relevant work from different sources that will give 

you domain-specific expertise. 

• Mention your personal journey, how you navigated 

through challenges in a story-telling format. This enables 

you to be a thought leader & people can use your 

experience to their benefit. 

• Ask people to engage with your content by mentioning 

what they liked & disliked about it, by conducting polls, 

etc. 

 

 

3. AVOID 

• Offensive language & derogatory words. This can be 

reported & your profile may be banned or blocked. 

• Extremely polarizing opinions. This can result in shadow 

banning on platforms which will significantly impact your 

reach. 

• Excessive self-promotion or overly highlighting yourself. A 

good thumb rule would be to balance four informative 

posts that can help your audience or add value to their 

lives in some way & 1 promotional post. 

• Impulsive posting. Maintaining a content strategy for 

scheduling posts will help immensely to build a great 

profile. 
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CHANNELS OF PROMOTIONS 

There exist multiple mediums to promote your research work so 

that it can reach relevant people & organizations. They can be 

classified as: - 

 

 

 

 



 

 
 

 

FORMAL / TRADITIONAL METHODS 

 

Traditionally, the formal modes of exchanging and promoting 

scientific work have been through Scientific Journals, interpersonal 

networking with colleagues at scientific events and conferences, 

and people who share similar interests via word-of-mouth. While 

Scientific Journals remain the most widely accepted and credible 

mode of disseminating scientific information, online journals are 

gaining more popularity. We are seeing more and more print 

media going out of style as people rely heavily on their computers 

and the internet for most of the information. Platforms like PubMed 

and Scopus have made it incredibly easy for scientists to discover 

and collate information from sources across the world, and 

therefore, it is no longer enough just to have your work published 

in a reputed journal. Additional promotion needs to be done to 

make sure it stands out among the countless other publications, 

and your peers are able to find it more easily. 

Conferences are a great way to interact with like-minded people, 

and they provide an excellent platform for networking and 

showcasing your work. Presentation of research at big events also 

increases a researcher's credibility among their peers. 

 

 

INFORMAL / TRADITIONAL METHODS 

 

An informal way that was traditionally used to promote scientific 

information to the general public is printing it in newspapers and 

magazines and broadcasting it over the radio. These modes, 

however, are on the decline as fewer people rely on print media 

these days to keep up with the news. 

 

 



 

 
 

 

FORMAL / NEWER METHODS 

 

To promote your articles on Research Gate, you:- 

 Require an institution email id to join, which ensures that all 

users are genuine researchers working with recognized 

institutes. ResearchGate provides 

 Create an account to connect with other peers who share 

similar areas of interest. 

 Keep your academic CV up-to-date. 

 Post new abstracts to your profile. 

 Send links to peers working on similar projects to help them 

with their work and encourage them to cite your paper in 

their literature. 

 Build a relationship with others, regularly share their work, and 

cite their articles in your own work. It is always a two-way 

street. 

 When people cite your work, reach out to them personally 

and thank them for the citation. This will create a mutual 

feeling of respect and encourage them to cite more of your 

work in the future. 

 

 

Orcid ID is a 16-digit unique identification identity that supports the 

explicit record of a researcher by ascribing a scholarly 

communication between the author and contributors. It is a non-

profit organization available worldwide. In addition, a researcher 

can apply for grants, peer review activities, employment annex, 

credits, and other scholarly facilities.   

 

 



 

 
 

 

Orcid Id Process   

  

Exemplify work             Be discernible 

 

 

 

Google Scholar profiles 

This platform allows the researcher to display their academic 

publications. It enables the webpage to compute and update an 

author's citations automatically. Create a google scholar profile 

and link the google scholar profile with the ORCID id in the 

website section to obtain a wider reach. 

 

: THE SOCIAL NETWORK FOR PROFESSIONALS 

 

LinkedIn is one of the world's largest social media networks for 

professionals. A complete LinkedIn profile could help you build & 

showcase your unique professional story that can open new 

avenues for you in the form of the right job, new internships, or for 

connecting & strengthening business relationships.  It can also be 

used as an upskilling & certification platform to promote your 

strengths & increase your professional circle. 

 

Create an orcid Id  
(https://orcid.org/regi

ster) 
Authenticate Collect 

Display (on 
Sites/ 

Metadata) 

Connect 
(employees, 

funders, 
publishers)



 

 
 

 

Adding relevant publications & your research work to your 

LinkedIn profile can prove to be a collaborative boon. It highlights 

your skills in authoring academic or instructional content, gives 

your professional accomplishments an edge of expertise, and 

invites the world to explore your written works.  

To begin with, it is essential to create a robust profile. Keep an 

updated resume in hand before getting started, & actively 

update your profile as you upskill yourself. Frame your content in 

the direction that showcases your professional journey. 

• PRO TIP: While editing your profile, you will notice that the 

'Publication' section is located at the bottom of your page by 

default. Reposition this to the uppermost area of your profile, 

under 'Experiences.' This shall enhance the visibility of your 

articles to viewers & potential collaborators & thus, increase the 

likelihood of a visitor reading your article.  

Harness the new features of this platform, such as the LinkedIn 

Professional Portfolio. This allows you to show your work with 

increased functionality through images, videos, documents, and 

presentations.  

Go public with your account – 'Creator mode.' It allows you to 

create posts & showcase them on your profile, which is highly 

recommended to grow your audience & curate your profile.  

Make sure to constantly connect, especially with your co-authors, 

to share your work publicly in relevant circles. Growing your 

connections will also give you a broader audience to share your 

content & increase your discoverability. One of the easiest ways 

would be to join affiliated scientific groups, to open up 

opportunities for partnerships. This will help you get in touch with 

the officials of the academia, funding agencies, policymakers, or 

even simply get your voice heard by a larger, interested 

audience. 

 



 

 
 

 

 

 

1. Engage with your work. 

a. Every time your work receives a new citation, consider 

adding it.  

b. Take note of the Altmetric score of your post. Use tags, 

hashtags, polls, etc. 

c. Enlist links to positive media coverage for your books or 

articles. 

d. By doing this each time, you will be engaging with your 

work, promoting traffic to your page & aiding the 

circulation of your content. 

 

2. Understand the LinkedIn Algorithm. 

a. The First 30 to 60 minutes are essential - quick engagement 

is needed to widen your reach to more people. Initially, 

only a handful of people can see your new posts. 

Depending on their engagement, the algorithm pushed it 

to a broader audience with relevant interests. Build 

organic reach by testing & measuring what works for you, 

by knowing when your audience is available & engaging 

the most with you 

b. PROTIP: Ask people to comment their views about the 

article.  

E.g., If you have provided five recommendations in the 

study, ask people what they think the 6th could be.  

P
U

B
LI

C
AT

IO
N

 S
EC

TI
O

N In the 'Publication' 
section, fill in the 
appropriate date the 
text was published from 
the drop-down lists. 

Add the website 
address in the 
'Publication URL' field, 
where more 
information about this 
article is noted.

Add the link of the 
article below it.

In case you have 
authored a book, you 
may add the link of the 
book from Amazon for 
those interested.

If any of the authors/co-
authors are a first 
degree LinkedIn 
connection, they can be 
tied to the publication 
in the 'Author' field. 

FI
N

A
L 

ST
EP

The 'Description' field 
can be used to provide 
the details of the 
published 
article/book(s). You can 
even mention a short 
excerpt to generate 
interest of the readers. 

The maximum character 
limit is 2,000 
(approximately 300 
words), so keep it clear 
& crisp.



 

 
 

 

3. Keep the post personal & professional. 

a. Studies show that people are more likely to engage with 

content that includes a human face or depicts emotion, as 

they naturally gravitate towards content they can relate 

to. Harness this to your benefit by creating posts that show 

photos of your team, or your actions(work in progress 

images), while you direct people to your work. Write in first 

person to capture the reader's attention, & pose questions 

that will draw the reader in to look for answers in your 

publication. 

b. PROTIP: Ask effective questions. One way to engage with 

people on the post would be by asking people to express 

their views by voting through emojis – using the LinkedIn 

like/insightful/celebrate/support/etc., buttons to give 

different answers. 

 

4. Connect with all your collaborators – this includes co-authors 

and publishers, editors, your research team, or even survey 

participants for feedback & promotional activities. Build a 

personal bond, engage with their content & tag relevant 

connections in your work if you know they'd be interested in 

it. 

 

5. Follow experts, join groups & create a domain-specific 

scientific network. Include global partners for more 

exploratory, collaborative opportunities. 

 

6. Create an ORCID & add it to your profile. 

Your Open Researcher and Contributor ID (ORCID) on your 

webpage will ensure that your get the credit & due 

recognition for your works in a single international registry. 

 

7. Repurpose your work. Write a small summary of your article & 

publish it as another post. This allows those who did not see 

your work previously the opportunity to engage with you.  

Make sure your work adds value to people's life. Know their 

challenges, & provide a solution-based approach to them. 



 

 
 

 



 

 
 

 

Twitter is a real-time informative center. Twitter can assist people 

to publicize their articles smoothly. However, at first, one has to set 

up a Twitter account. There are five initial steps that can help you 

reach a wider audience.  It can be categorized into "PRISM" 

where P stands for people, R for Relation, I for inbound Traffic, S for 

subscribe, and M for Monetization. Figure.1. It is evident that 

before we jump into building traffic, the profile has to be unique 

and attractive. In fact, to let people know about oneself, connect 

with people of the same interest, and form a relationship with the 

followers. It is imperative to follow the right people or association. 

Once the person has conquered the above steps, he/she is ready 

to plan a step further towards promotional activity. Figure.2. Start 

being active and scheduling the tweet wisely. A word limit of up 

to 280 characters restricts the content; hence, writing a clear and 

concise message is a must.  In addition, Twitter is the only platform 

where formal and direct reach is plausible.  

Using an eye-catching tweet either in a visual or text form is 

integral to stand apart from others. There are ways wherein a 

particular image, collage, video, or graphics can be explored 

according to the type of study. For instance, a case study can 

allure people by preoperative and post-operative pictures. In an 

analytical study, a statistic or a poll can be created to engage 

people. A compelling headline is used in a scientific study, 

whereas sharing results is advantageous in an experimental study. 

Besides, Spread the word of the published article along with a link 

to an article. It has to be either by tagging the journal, publisher 

(e.g., @tandonline), or anyone who might be curious to read the 

article. Provide an accurate topic description in a witty manner. 

Add a hashtag (e.g., #covidvaccine) for optimal reach, but no 

more than two because going overboard can clutter the 

information. Involve in Twitter conversation by likes, retweets, 

comments, or providing own perception, but including the person 

by the tag is mandatory. [1] Lastly, pin the new tweet to curate a 

viewer's impressions. 



 

 
 

 

 

Tips and tricks for different study types 

Analytical- 

Randomized control 

trial  

Post the results                                  

Cohort A few lines from abstract/ key message 

Case- control Create poll or paste a picture from 

biostatistics finding 

Descriptive- cross- 

sectional 

A compelling headline 

Case series/ case 

report 

Preoperative and post-operative 

picture 

 



 

 
 

 

 



 

 
 

 

It is imperative that the published work reach the right audience 

at the right time due to a broader social engagement. Altmetric 

score is one way to accumulate all the records and research 

papers from numerous online resources like Twitter, Facebook, and 

other social media. By doing this, we can trace the moment a 

paper is published. The researcher does not have to wait for 

citations or try engaging the public to gain some attention.  One 

of the advantages of using Altmetric is that it renders standard for 

other researchers and can help in future research activity. 

There are a few Altmetric tools Such as Altmetric Bookmarklet, 

Almetric badges, and Altmetric API. Once the work is published, 

all the information, such as tracking the viewers, downloads, and 

citations, will be available in a single platform for a researcher.  

 

 

 

Courtesy: https://www.altmetric.com/about-our-data/the-donut-and-score/ 

 

 

 

https://www.altmetric.com/about-our-data/the-donut-and-score/


 

 
 

 

INFORMAL / NEWER METHODS 

Instagram is one of the few social media platforms which allows 

content creation in a wide range of formats. As discussed, 

different algorithms control the ranking of each format, which 

means content in a single format will not be successful across all 

features. Effective data promotion requires content creation 

tailored explicitly to each feature, and creating such content from 

scratch individually can be overwhelming and time-consuming. 

We have created a set of guidelines to optimize content creation 

and the type of content which can be disseminated in each 

format. The goal is to take the primary source material to be 

promoted, that is, the published article, and then create smaller 

pieces of content in specific ways to minimize the time needed for 

it. The following chart will provide an overview of the content 

creation and optimized posting methods. 

 



 

 
 

 

Pictures:  

- Interesting cases, before/after comparison, instruments, results. 

E.g., Pictures from a case report where an aesthetic technique is 

demonstrated to compare the pre and post-operative scenarios. 

Infographics: 

- Pictographic representation of the data, which is easier to 

understand. 

- Clearly depicts the information discussed in this section but 

presenting in a logical pictographic form. 

Video (Short and Long): 

- Operative procedure demonstrations.  

- For non-experimental studies: Make videos of discussion and/or 

theoretical lectures. 

Excerpts: 

-The abstract of the published article as well as positive results, 

discussion, and other interesting points. 

Talking points: 

-Create points about the merits, demerits, limitations, and 

interesting points of the study and keep them handy. 

-Will usually come up while discussing the topic on IG live or while 

interacting with others. 

It is likely that not all study designs are well suited to the creation of 

each type of content, as seen from the above chart. 

Experimental study designs are best suited for all the formats. They 

have enough data to produce good-quality images and video 

content.  

On the other hand, non-experimental study designs are more 

limited. For example, in a survey, it would be unlikely that the 

author will generate a lot of relevant photographs.  

In such a case, more emphasis should be given to the possible 

type of content and efforts should be made to improve its quality 

and appeal. 



 

 
 

 

Posts, Stories and Reels  

- Focused on the general demographic of the platform. 

- Most viewers who will see this content may not possess the 

subject expertise or interest in the field. It is essential to keep this 

content comprehensible for the layman. Avoid overly technical 

jargon, which may alienate the audience. 

Instagram live and IGTV 

- Suitable formats to target a focused demographic. 

The audience of this content will be those interested in the subject 

and possess some expertise. 

- These formats are ideal for content that goes into more detail 

and focuses on the scientific aspect of the work. 

Stories 

- Brief posts that exist for 24 hours and then disappear. Each story 

has a duration of about 10 seconds to be displayed. 

- Ideal type of post here is time-sensitive announcements like a 

teaser for upcoming posts or sharing interesting facts. 

- Entice the viewer to check out your channel for more information 

on the subject. 

Feed posts:  

- Most common type of content on Instagram.  

- Ideally, you should aim to post 3-4 times in a day with still images 

related to the research. 

Schematics, mind maps, infographics that show case the 

technical and theoretical aspect of the research.  

- Images that show obvious benefits such as before and after 

images, pictures of lab equipment, microscope field images, in-

vivo images showing either the procedure being performed or the 

completed treatment. 

- Posts should be accompanied by a long caption that explains 

the picture in detail in an engaging way. 

- Instagram records how long a viewer spends looking at a post. 

Aim to create posts that viewers will want to spend time reading. 



 

 
 

 

These posts can also include videos, if possible, which might 

increase the viewing time of the post. 

IGTV: 

- Long videos from 15 minutes to over an hour. The type of content 

suited for this would be long videos in the form of demonstrations 

or lectures that go deep into the research subject. 

Reels:  

- Short 15 second videos, usually accompanied by a music 

playback for quick entertainment. 

- Instagram is currently heavily promoting content creators to use 

this form. 

- Geared towards entertainment rather than education. However, 

it can be used to draw attention to the channel itself rather than 

the material. 

- Interesting reels that perhaps showcase comedic content 

relevant to the academic field will prompt viewers to be engaged 

and relate with the content.  

Instagram Live: 

- Instagram Live is a live streaming platform where the creator can 

stream video and interact with the audience in real-time. 

- Ideal to hold live discussions about the topic. 

An excellent way to do collaborative discussion with other experts 

in the field, enhancing the viewership and interest in the content. 

Interaction: 

- Tagging and commenting on other people's posts. 

- Tactfully interacting with others' content, asking intriguing 

questions, and tagging influential experts in the field to your post 

can bring significant attention to the account posting it. 

 

There are three things that have been consistently proven to be 

favored by the algorithm. Those are Consistency, quality, and 

engagement. 



 

 
 

 

Consistency:  

- Post on a regular schedule. Post any new content at the same 

time at regular intervals.  

- Study social media analytics data to determine when the 

audience is most active and post content at that time. 

- Use online tools which help schedule posts. Using these enable 

one to spend a short time uploading and creating the posts, and 

the programs will publish the content at the scheduled time. 

Quality: 

- Instagram uses machine learning to determine the quality of the 

posts. 

- The content which is of a poorer quality or does not get much 

"view time" from the audience is ranked lower 

- Make the images eye-catching. The post's aim should be to garb 

the viewer's attention with a bold declaration and then provide 

interesting content that the viewer would like to know more 

about. 

Engagement: 

- Most crucial metric that the algorithm uses to measure how the 

audience has received the content. 

- Engagement means the way the audience interacts with the 

posts. This includes viewing the post for a long time, sharing it in 

any form, commenting on it, and saving the post to a personal 

collection. 

A good way to drive engagement is to create content that 

showcases its positive impact on the community and puts a 

spotlight on the people who are making that change possible. 

 

It should be noted that it will always be the human element (the 

person doing the work) in a social environment rather than the 

work itself, which will be interacted with.  

Your friends are more likely to congratulate you on a post that 

shows your work rather than a post that only shows the work as a 

dispirit entity. An excellent example of this is a project where a 

community study has been done to understand the effects of oral 

hygiene. This would be a fairly common topic, and if the post is 



 

 
 

 

focused solely on the results and the study itself, very few people 

are likely to show interest. On the other hand, showcasing the 

work as a community outreach where the dentist conducting the 

study empowered the community by promoting oral hygiene is 

more likely to engage the people and garner attention. At the 

same time, you should never misrepresent your work for attention. 

It is okay to focus on an aspect that may not be the primary focus, 

but one should never fabricate circumstances unrelated to work. 

Creators should try to make interactive content. It should either be 

engaging information that users would want to share with others, 

provide value addition that the viewer will want to save, and 

content that might spark a conversation such as asking viewers' 

opinions in the comments and having discussions about it. All 

these strategies will boost engagement of the posts and 

encourage the algorithm to rank the content high, thereby 

increasing its reach. 

 

Another option for increasing reach is to opt for sponsored ads on 

Instagram. You don't even need an Instagram account to run ads 

on Instagram as long as you have a Facebook account with the 

business profile active. Instagram ads allow you to sponsor posts 

and stories so they can be promoted to users who are not 

following you. The creator can customize the duration for which 

the ads will run and the reach they are targeting. The cost of the 

ads is determined based on the parameters selected. This method 

guarantees maximum reach of the content but has the drawback 

of being very expensive. Finally, the objective is to drive the 

audience from all of these channels towards the creator's profile, 

where they can find the link to the main portal where the article 

was published. 

Business accounts with more than 10,000 followers also have the 

option to add website links to their stories. For those who have 

access to such accounts can also put-up stories and highlight 

which directly link back to the original article. 



 

 
 

 

 

1. Do not send the link to your article via direct messages. 

Instagram will consider this as spamming and may lead to 

shadow banning. 

2. Do not post the same comment on multiple posts or make 

several comments on the same post. This seems similar to bot 

behavior and will cause your account to lose the "Trust Score." 

3. Do not use words in captions or comments which have 

negative connotations related to racism, politics, oppression, 

and religion. While these are valid topics related to research, 

social media has become more sensitive towards such 

subjection, and posts that mention them in any way may not 

be as widely promoted. 

 



 

 
 

 

 
 

It also presents data in an exciting way that can be used to 

expand one's knowledge and better understand the subject. 

There are mainly two forms that can be used for promotion: 

1. Live Videos  

2. Pre-recorded Videos 



 

 
 

 

Live videos include Youtube Live, either by collaborating with a 

famous YouTuber and promoting or conducting an interview with 

the researchers. The Pre-recorded videos can be put up either as 

long videos or short 30 secs videos. 

The long videos give add-on benefits of creating thumbnails, 

splitting the video according to the viewer's interest, enabling us 

to develop videos in the form of series, and create an interesting 

hook dialogue or style to attract the viewers. 

On the other hand, the short videos grab the viewer's attention 

and are preferred than the long videos. They are easier to make 

and can be made in innovative formats like animations and 

trending music. Additionally, they can also be used as a trailer or 

the main long video. 

If the YouTube channel gets 1000 subscribers and 4000 watching 

hours, you are paid for the videos created. You can apply for the 

YouTube partner program and avail the benefits of ads 

promotion. 

 

The social media platform isn't new to an audiobook or a podcast 

app on the app stores. Like plenty of other social media platforms, 

Clubhouse was one of the most popular apps that gained most of 

its popularity during the COVID – 19 pandemic. More people stayed 

in their houses and explored a life limited to their digital devices. 

Clubhouse can also be used as a tool for focus group discussions to 

improve qualitative approaches to certain issues. 

Even though Clubhouse and other podcasts are the future of social 

media because of a more relaxed approach minimizing the need 

for other aesthetically pleasing arrangements thereby simplifying 

the user experience, popularizing research articles are still heavily 

dependent on Instagram and Facebook because of the inability to 

share URLs and indirect access to a person's personal messaging. 

 



 

 
 

 

 

 

CLUBHOUSE IS INVITE-ONLY PRESENTLY 

An envelope seen on the top of the page is where the invites can 

be found. 

 

 

INVITE ONLY 
APP

GRADUAL 
COMMUNITY 

BUILDING

DIVERSE AND 
FINE-TUNED 
COMMUNITY

LIMITED 
NUMBER OF 

DEVELOPERS



 

 
 

 

LIVE AUDIO ROOMS 

This live audio app is a platform where people can enter any room 

and listen to speakers talk on a wide plethora of topics. The user 

can either take the stage to participate in an active conversation 

or listen as an audience member to a conversation with other 

people from all over the globe. When the live room ends, it then 

disappears and is erased completely. 

 

 
 

The user interface is pretty simple to use which gives the user an 

option to start their own room in the homepage, with certain other 

features like notifications and a calendar where the user can be 

notified about future meetings or join an existing room by entering 

the name of the room in the search bar.  

Apart from the creator of the room, there is an extra designation 

known as a "Moderator" of a room who can let an audience 

member on the stage join a conversation irrespective of whether 

they raised their hands or not. Additionally, a moderator can also 

mute an unmute member on the stage. In case of a scenario where 

authors of an article are trying to popularize an article through a 

room, it is recommended to appoint the others authors as 

moderators because the room would still be live in case of any 

network issues from the creator's side. 

 

 

 

LIVE AUDIO 
ROOMS

BETTER PRIVACY
INSTIL FEAR OF 

MISSING OUT 
AMONG AUDIENCE



 

 
 

 

USING VOICE AS THE ONLY SOURCE OF COMMUNICATION 

The users are offered a more casual approach while having their 

conversations, which helps in superior communication without 

needing a camera or any strict dress code. The decision to make it 

voice-only was made with the intention that this medium delivers 

more empathy while having tough and competitive conversations. 

The emotion conveyed through voice allows the user to make 

unique connections with others. 

 

BASIC FUNCTIONS OF A ROOM 

A room in Clubhouse basically works similar to a virtual 

conference/seminar hall. Rooms can be of 3 types.  

  

Before starting a room, the creator of the room needs to give a brief 

description of the room which can be edited until the room is live. 
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The moderator can sometimes turn the "Raise hand" option when 

the presenters don't want to be interrupted in the middle of a 

meeting. The explore option on the homepage lets the user find 

people and clubs in which they may be interested. Following 

academically oriented clubs may help strengthen the publisher's 

reader circle and keep the article publicized among like-minded 

academicians and students. This is an efficient way of helping an 

article gain popularity. It also grants access to live chats that are 

based on the user's search algorithm. 

 

COMMUNITY BUILDING AND NETWORKING 

 

The user can click on someone's bio; a description can be seen in 

their bio if they have updated it. This could either be someone on 

the stage or someone from the audience. On the bottom of a 

person's profile, access to the person's Twitter, Facebook or 

Instagram accounts can be seen when updated by the user. This is 

extremely important because Clubhouse does not allow any 

private messaging on the app, making other social media apps 

even more important. Most networking that happens through 

Clubhouse takes place off-platform, indirectly, and mainly on 

Instagram and Facebook. Since Clubhouse allows for such 

exclusive and private conversations, it can be used as a digital 

marketing tool. It could potentially serve as an invaluable asset to 

promote published articles and studies among scholars and 

students belonging to a particular community, hence pushing the 

boundaries of academics even further.  
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A podcast is an episodic series of digital audio or video files that a 

user can download to listen to. Platforms that we could use for 

promotions  

• Spotify  

• Google Podcasts  

• Soundcloud Podcast  

 



 

 
 

 

 

 Be a guest on famous shows. 

 Share reviews and testimonials in your podcast 

advertisement.  

 Ask people to subscribe to your podcast channel.  

 Keep discussions on your research and make it sound 

interesting.  

 Put podcast details on the front page of the website to grab 

attention. 

 Mention one name of your subscribers in every episode of 

your podcast. They will likely share the podcast with their 

friends too.  

 Embed a podcast player on individual posts or display a 

playlist player on a more general page about the podcast 

so people can listen on the website as well.  

 Create an email list and let people know about new 

episodes.  

 Have guests on your show  

 Giveaway contest - ask people to answer or participate in 

the contest after they have subscribed and shared on other 

platforms. 

 Create audiograms(Research topic) to share short clips from 

your show. 

 

 

 

 

 

Thus, various avenues like these can be explored after your 

research journey. Happy promoting! 
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