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Agenda & Acknowledgement

Agenda:

• 10mins : Celebrating UGM Success

• 10mins : What Editors are looking for

• 30mins : Improvement on Abstract Writing

• 10mins : Q&A

• 10mins : Emerald Publishing Ethics and Policies

Acknowledgement:

• Library, Universitas Gadjah Mada



Scan for Attendance e-Certificate

• You will be invited for a short questionnaire on today’s session, 
your interest to our newsletter and interest to be a reviewer. 
E-Certificate will be emailed shortly.



Celebrating 
Success



High Usage  Award  2026 (Worldwide )

Universitas Gadjah Mada
No: 8 (Worldwide)



High Research Output 2026 (Indonesia)

Universitas Gadjah Mada
No: 2 (Indonesia, 2025 Data)

Year
Submission 

(Paper)
Publication 

(Paper)
% Acceptance to 

Submission
2022 144 35 24.31%
2023 205 32 15.61%
2024 247 46 18.62%
2025 431 45 10.44%
2026 129 17 13.18%
Grand Total 1156 175 15.14%



Indonesia Market: Submission Trends

• Submissions grew by an average of 14.73% (recent 5 years), with a 41.4% rise in 2025.

• Top 4 submitted subject are; (1) Accounting, Finance & Economics, (2) Business, Management & Strategy, (3) 

Marketing, and (4) HR, Learning & Organization Studies.



Indonesia Market: Submission Trends

• 19 out of top 20 submitted journals are Q1 Scopus.

• 18 out of top 20 submitted journals are Q1 & Q2 in ESCI / SSCI ( WoS ).



Indonesia Market: Key Publishing Trends

• Publication (totality) grew by an average of 15% (recent 5 years). About 26.5% acceptance by submission in 2025.

• Publication on OA grew by an average of 30% (recent 5 years). OA constitutes around 8.7% of yearly publication.

• Consistent with submission data by subject, Top3 publication by subject are (1) Accounting, Finance & Economics, 

(2) Marketing, and (3) Management & Strategy.

2021 2022 2023 2024 2025 2026

Hybrid 261 337 321 390 434 147

OA 18 21 39 46 45 12
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Questions







Publishing 
with 

Emerald

It’s Free! 
UNLESS, if your choice to publish as OA in hybrid & Gold journal.

Emerald’s single rate APC of  £3,222/$4,351/€3,710.

*Do u know – How much (APC) to publish with Emerald?



Selecting the right venue for your work

• 95% Scopus-indexed

• 90% Clarivate-indexed

• Free to publish in 
normal issue

• APC £3,222/$4,351 to 
publish in OA article

• Scopus-indexed

• Free to publish as 
normal book

• BPC £10,770/$14,538 
to publish in OA book

• Scopus-indexed

• Free to publish as 
normal case

• APC unavailable yet



Examples of selecting the right journal

1. Read more articles during your literature review

• Some articles may comes from the same journal

2. Google Scholar, Scopus, Clarivate etc (some use bibliometric listing)

3. Special Issues

4. Established & reputable publisher

5. Read & understand the Journal Aims & Scopes, and author guidelines (formatting)

6. Read Top Downloaded & Top Cited articles



What makes a good paper?

Editors and reviewers look for…

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

✓ Relevance to and extension of existing knowledge

✓ Research methodology – are conclusions valid and objective?

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

✓ Sound, logical progression of argument

✓ Theoretical and practical implications (the ‘so what?’ factors!)

✓ Recency and relevance of references

✓ Internationality/Global focus 

✓ Adherence to the editorial scope and objectives of the journal

✓ A good title, keywords and a well written abstract



The peer review process takes between 2-8 months 



Abstract



Experience Matters in Engineering Universities: Hedonic Experience, Social Influence, And User 
Behaviour

Abstract: 
Engineering universities increasingly invest in shared learning and innovation spaces to enhance 
student engagement. However, understanding the behavioural drivers that encourage students to use 
and continue engaging with these spaces actively remains limited. Drawing on Customer Engagement 
Theory, this study examines the influence of social influence and hedonic experience on student 
behaviour in engineering universities. A quantitative survey was conducted among 51 engineering 
students at a university as part of a pilot study. Data were analysed using descriptive statistics, 
reliability analysis, exploratory factor analysis, and multiple regression analysis. The findings indicate 
that both social influence and hedonic experience have a significant and positive impact on student 
behaviour, accounting for 47.2% of the variance. The results highlight that students’ behavioural 
responses are shaped not only by functional or academic considerations but also by enjoyable 
experiences and peer influence. This study contributes to the growing body of literature on student 
behaviour and customer engagement in higher education by highlighting the importance of 
experiential and social dimensions. Practical implications for engineering universities include designing 
student-centred spaces that promote social interaction and positive experiential value.

Keywords: Hedonic experience, student behaviour, social influence.
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Unraveling the Relationship Between Consumption Value, Social Consciousness, and Purchase Intention in the 
Context of Disability-Led Production

Abstract
Purpose – The purpose of this study is to examine factors influencing consumers’ intention to purchase products 
made people with disabilities via the lens of consumption values (TCV)

Design/methodology/approach – This research adopted a quantitative research methodology, collecting data 
from 392 respondents through an online questionnaire. The participants, chosen through purposive sampling, 
were all knowledgeable about the products made by people with disabilities. The data were analyzed using partial 
least square structural equation modeling (PLSSEM) using SMARTPLS4.

Findings – This study found that functional value is the most important value predictor, followed by emotional 
value, and epistemic value. Furthermore, the moderation analysis reveals that the influence of social 
consciousness moderates the relationship between emotional value and purchase intention

Originality/value – This study demonstrates that consumption values in the context of products made by people 
with disabilities have a direct impact on consumer purchase intention, with social consciousness acting as a 
significant catalyst. The study provides a new perspective that mitigates the misconceptions about products made 
by people with disabilities, demonstrating the complexities and perception of consumer adoption in these 
innovative-inclusive products.



Questions



Publishing 
Ethics & 
AI Policy



https://www.facebook.com/reel/808264408454198



Summary

• Role as Research Integrity Manager
• Read & follow ethical guidelines
• Beware of scams & predatory (if it is too 

good to be true, it is probably is)
• Identify & be clear on co - authors’s  role 
• Back - up your data



Summary of our research and publishing ethics

You should only submit your research to us if the following conditions apply:

• The research has been conducted with the highest standards of rigour  and integrity  as per the ethics policies below.

• The work is original .

• The work has not been submitted elsewhere and is not currently under consideration with any other publication or 
publisher. For permitted exceptions, please see our preprint and conference paper policies.

• The work adheres to our requirements  in relation to generative AI .

• The authors listed on the work meet our authorship criteria .

• The work appropriately cites and references  any previous publication or presentation of the ideas or content 
featured in the submission.

• Any conflicts of interest that may influence the handling of the work are appropriately disclosed.

• The work does not include libellous , defamatory, or unlawful statements .

• Permission has been cleared for any third - party material included.

• Proof of consent has been obtained for any named individuals or organisations , and ethical approval has been 
appropriately documented if required.

https://www.emeraldgrouppublishing.com/publish - with - us/ethics - integrity/research - publishing - ethics



More on Author Guidelines

https://www.emeraldgrouppublishing.com/journal/jfmm (author guidelines)



AI Policy in 
Publishing



Emerald’s Policy on AI

• Any use of AI tools, including Large Language Models (LLMs), for the creation, development, 
or generation of an Emerald publication must be flagged, clearly and transparently, by the 
author(s) within the Methods and Acknowledgements (or another appropriate section) of the 
article, chapter, or case study. The author(s) must describe the content created or modified as 
well as appropriately cite the name and version of the AI tool used; any additional works 
drawn on by the AI tool should also be appropriately cited and referenced. Standard tools that 
are used to improve spelling and grammar are not included within the parameters of this 
guidance. The Editor and Publisher reserve the right to determine whether the use of an AI 
tool is permissible in a submitted article, chapter, or case study. Emerald reserves the right to 
reject submissions and to take appropriate post-publication action on published material 
found to feature inappropriate or undisclosed use of generative AI.

• In accordance with COPE’s position statement on AI tools, Large Language Models cannot 
be credited with authorship as they are incapable of conceptualising a research design 
without human direction and cannot be accountable for the integrity, originality, and validity 
of the published work.

https://www.emeraldgrouppublishing.com/publish - with - us/ethics - integrity/research - publishing - ethics#ai

https://publicationethics.org/cope-position-statements/ai-author?ct=t(member-insight-ai-feb-2023)


Emerald’s Policy on AI

• Any use of AI tools, including Large Language Models (LLMs), for the creation, development, 
or generation of an Emerald publication must be flagged, clearly and transparently, by the 
author(s) within the Methods and Acknowledgements (or another appropriate section) of the 
article, chapter, or case study. The author(s) must describe the content created or modified as 
well as appropriately cite the name and version of the AI tool used; any additional works 
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guidance. The Editor and Publisher reserve the right to determine whether the use of an AI 
tool is permissible in a submitted article, chapter, or case study. Emerald reserves the right to 
reject submissions and to take appropriate post-publication action on published material 
found to feature inappropriate or undisclosed use of generative AI.

• In accordance with COPE’s position statement on AI tools, Large Language Models cannot 
be credited with authorship as they are incapable of conceptualising a research design 
without human direction and cannot be accountable for the integrity, originality, and validity 
of the published work.

https://www.emeraldgrouppublishing.com/publish - with - us/ethics - integrity/research - publishing - ethics#ai

https://publicationethics.org/cope-position-statements/ai-author?ct=t(member-insight-ai-feb-2023)


Emerald’s Policy on AI & usages

This policy explains how our authors, editorial teams, and peer reviewers can use artificial 
intelligence (AI) when preparing or reviewing work for Emerald. Further details are provided below 
on the specific use - cases for this technology; any questions should be directed to the appropriate 
Emerald editorial contact.

• Copywriting ( creating , drafting , or writing ) any part of a submission using generative AI tools and 
technology to generate new material is not permitted .

• Copy - editing ( correcting , editing , formatting , modifying , or refining ) all or part of an author’s 
own original existing work using generative AI tools and technology the content to improve its 
structure and the clarity of the language and grammar is permitted, ensuring users adhere to the 
following overarching principles.

https://www.emeraldgrouppublishing.com/publish - with - us/ethics - integrity/research - publishing - ethics



AI and content creation

• Copywriting  any part of a submission using a generative AI tool/LLM is not permitted , including 
the generation of the abstract or the literature review. In line with standard academic practice, 
however, Emerald permits the use of examples of generative AI for illustrative purposes as part of 
scholarly critique and discussion. These examples must be appropriately flagged  in the text and 
be fully cited  and referenced  in accordance with formatting requirements.

• Generation , manipulation , or reporting of research data  and results  using a generative AI 
tool/LLM is not permitted .

• In- text reporting of statistics using a generative AI tool/LLM is not permitted due to concerns 
over the authenticity, integrity, and validity of the data produced. Use of such a tool to aid in the 
analysis of the work is permissible with appropriate and transparent declaration.

https://www.emeraldgrouppublishing.com/publish - with - us/ethics - integrity/research - publishing - ethics



AI and content editing

• Copy - editing  a submission or a peer review report using a generative AI tool/LLM in order to  
improve its language and readability is permitted ; this mirrors standard tools already employed to 
improve spelling and grammar, and uses existing author - created material , rather than generating 
wholly new content, while the author(s) remains responsible for the original work. Authors and 
peer reviewers should be conscious of the potential for bias , fabrication , misinformation , 
inaccurate  attribution , and plagiarism  when using such tools They should verify the work prior to 
submission. Authors should maintain and provide documentation of all AI technology used for 
this purpose, and it should not be employed to replicate the unique work of others .

• Emerald defines copy - editing as modifying existing material created by the author in order to  
improve its language, grammar, and spelling . Copywriting would be the creation of new material; 
this echoes the guidance provided by STM’s Recommendations for a Classification of AI Use in 
Academic Manuscript Preparation.

https://www.emeraldgrouppublishing.com/publish - with - us/ethics - integrity/research - publishing - ethics



AI and content creation

• Submission and publication of images created by AI  tools or large - scale generative models is 
subject to their intended purpose and potential rights requirements; any such usage must not 
breach Emerald’s plagiarism policy . The following types of AI - generated images are permitted , 
but we encourage authors to check this in advance of submission with the appropriate editorial 
contact:

• explanatory diagrams , teaching illustrations , conceptual visualisations , and process flow diagrams .

• These images must be accurate  and not misrepresent information; they should be clearly labelled  as 
generated by AI in accordance with Emerald’s attribution policy and cite the name and version of the 
tool used.

• Artistic  renderings , cover  art, design  images , or graphical  abstracts  created by generative AI are not  
permitted ; this extends to factual  and evidential images , whereby the images are used to support 
specific scientific or technical claims, such as experiential data and research results.

• Any such third - party images must be clearly and transparently labelled as to their origin and meet our 
permissions and licensing specifications.

• Any modifications made to images or figures using generative AI tools and technology must not breach 
Emerald’s policy on image and figure manipulation.

https://www.emeraldgrouppublishing.com/publish - with - us/ethics - integrity/research - publishing - ethics



AI evaluation and peer review

• Emerald operates the following key principles when it comes to the use of artificial intelligence 
(AI) by our editorial teams and peer reviewers:

1. Any work or files submitted to Emerald for consideration and review should not be 
uploaded  to a generative AI tool or Large Language Model (LLM).

2. Reviewers may use a generative AI tool to copy - edit  and improve the quality of the 
language in their review. Reviewers maintain responsibility for the accuracy and integrity of 
the review, and  must declare this usage transparently to the editorial team.

• Any work submitted to Emerald for consideration and review should be treated as confidential , 
meaning that sharing this material with another person or uploading it to a generative AI tool or 
LLM for assessment or evaluation would violate the author’s confidentiality, as well as any 
proprietary and/or data privacy rights.

• There are additional concerns regarding the use of generative AI tools for peer review, due to 
biases  in the datasets of these models and the reliability  of their ability to assess content, with the 
risk of generating false , flawed , or inaccurate  results.

https://www.emeraldgrouppublishing.com/publish - with - us/ethics - integrity/research - publishing - ethics



AI evaluation and peer review

• To maintain trust in the integrity of the published record, Emerald does not permit the use of 
generative AI tools or LLMs to assist in review , evaluation , or decision - making  of any part of an 
article, case study, or chapter by either a member of a journal’s editorial team or a reviewer, in 
accordance with Emerald’s principles of peer review. Any files under review should not be 
uploaded to a generative AI tool or LLM.

• Emerald does, however, permit the use of generative AI tools for copy - editing  only of peer 
review reports in order to  improve the quality of the language; the reviewer remains responsible  
for the accuracy and the integrity of the review, and must declare  such usage clearly and 
transparently.

• Peer reviewers are ultimately responsible for the reviews they provide and accountable for their 
accuracy, rigour , and validity, which, as per COPE’s position statement on AI tools, cannot be 
replicated by a non - human generative AI. Any breach of the integrity or trust of the review 
process as described above will be perceived as peer review misconduct.

https://www.emeraldgrouppublishing.com/publish - with - us/ethics - integrity/research - publishing - ethics



Ethical Research -  Hypothetical 
scenario & Best Practices 

https://www.emerald.com/insight/content/doi/10.1108/el - 05 - 2025 - 356/full/html



Scan for Attendance e-Certificate

• You will be invited for a short questionnaire on today’s session, 
your interest to our newsletter and interest to be a reviewer. 
E-Certificate will be emailed shortly.



Questions



Thank You
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