Communication and Media in Asia Pacific (CMAP)

Communication and Media in Asia Pacific (CMAP) is the official journal of the Faculty of
Communication Arts, Chulalongkorn University, Thailand, published biannually (January-June and
July-December). Found in 2018, CMAP aims to provide a forum for research in communication and
media that focuses or has an influence on the Asia Pacific region, with a broad range of topics, such
as organization communication, marketing communication, mass communication, journalism, aesthetic
communication. The journal’s main interests are in 1) original research articles or 2) theoretical
papers that have strong foundations, meet the highest analytical standards, and provide new insights
that contribute to better understanding of social phenomena.

Submitted manuscripts must not have been published elsewhere or be currently under consideration
for any other publication. CMAP utilizes a double-blind, peer-reviewed process in which three
independent, anonymous referees appraise each manuscript.

There is no charge for manuscript submitted to CMAP. All articles published in CMAP are freely
and widely available to all readers via the journal website.

CMAP Guidelines

Manuscript submitted to Communication and Media in Asia Pacific (CMAP) must be in Microsoft
Word (.docx). It should be a maximum of 35 A4 double-spaced pages in length, and must contain all
essential elements, including title page, abstract, keywords, introduction, methods, results,
discussion, references, appendices. Tables and figures should be embedded in the main manuscript,
next to the relevant text. In addition, the original submission should conform with the 7th edition of
the Publication Manual of the American Psychological Association (APA) guidelines.

Title Page: On page 1, provide the title of the paper and information of each author: 1) given name
and family name, 2) highest degree held, awarding institution, and country name (e.g., Ph.D.,
University of Illinois, USA.), 3) current position, organization, and country name (e.g., Associate
Professor, Faculty of Communication Arts, Chulalongkorn University, Thailand), and 4) contact
information (full postal address, phone number, and e-mail address). In addition, clearly indicate who
will be a corresponding author, handling all correspondences with the journal.

Abstract and Keywords: On page 2, a concise and factual abstract (maximum of 200 words) is
required. Immediately after the abstract, provide a maximum of 5 keywords, using U.S. spelling.

Main Content: Standard type (Times New Roman font, 12-point size, double-spaced, 1 inch for all
margins, U.S. spelling) should be used throughout the manuscript. Running head and page humbers
should be on top right corner of each page. Manuscript that exceeds the maximum of 35 A4 pages
will be returned to the authors for reduction in length before further consideration.

Footnotes should be avoided. In case that a footnote is needed, number it within the text body and
place the note text at the end of the main content, before the references.

References: On a separate page, references are double-spaced. The second and subsequent lines
should have a hanging indent of 0.5 inches. All references mentioned in the list must be cited in the
text (using the author-date system), and vice versa. They should conform to the American
Psychological Association (APA) 7th edition styles, in alphabetical order of author(s). If applicable,
add the DOI or URL to the references. Numbered reference systems are not acceptable.
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