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Abstract of the Habilitation Thesis 
 

Advertising-a field of interdisciplinary research of creative industries 
 

Associate Professor PhD Elena-Mădălina Buga-Moraru  
 

Advertising represents not only a simple association with marketing with the view to 

successfully selling certain products or services, but it also has peculiar significance both for 

society and consumer. The possibility of analysing a commercial from several perspectives 

(anthropological, semiotic, aesthetic, strategic, for example) demonstrates the complexity of 

this communication area, as well as surpasses its limitations to mercantile aspects.  Although 

purchasing a product or a service often causes cognitive dissonances, the state of well-being 

and personal satisfaction often motivate this relationship between brand, product, and 

consumer. In this case, the loyalty towards a certain brand, the work from advertising agencies, 

the creative aspects encouraged by a script stand for just a few factors which describe this 

concept of well-being, so much sought by consumers.  

 The topic of the present Habilitation thesis consists in presenting advertising (term used 

by professionals instead of the French term publicité) as a field of interests referring to study 

and research in scientific communication, specific to creative industries. The purpose of this 

thesis is represented by identifying and emphasizing the main arguments which persuade a 

researcher to apply for coordinating PhD students in the field called Communication Sciences. 

Even if this aspect is not particularly mentioned, the experience of a future PhD coordinator 

also arises from the privilege of having been a member in over 15 doctoral commissions and 

several doctoral families for the past 6 years.  

Consequently, the structure of this Habilitation study is the following:  the presentation 

of the academic training which entitles me to apply for this area, including the PhD one (first 

part of the thesis); detailing the scientific experience from the postdoctoral period and 

underlining some relevant results from the activities conducted in the area of Communication 

Sciences (second part of the thesis); displaying the career plan as well as the proposed scientific 

objectives (third part of the thesis). My academic profile relies on my ability to coordinate and 

participate in research projects and on investigating several topics from scientific 

communication area, mostly from advertising, making use of diverse methods, manly 

qualitative. As a result, one of my career proposals will be the methodological improvement.  

The premise this thesis starts from is the fact that advertising is regarded as a hybrid 

area which nourishes from multiple research fields, owing to the interdisciplinarity and 
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transdisciplinarity allowed by the very flexibility and creativity of this working area.  Thus, the 

academic pursuits in philology, philosophy, theology, cultural studies, public relations and 

advertising (communication sciences) paved the way for this personal glocalization of my 

scientific horizon. My academic training fully accounts for my interests in such themes as: 

narrative techniques, expressionist cinematography, aspects of the sacred (tradition and 

modernity), gender in advertising and the mythical dimension of the advertising discourse.  

So, it is totally understandable that later on, my research has gone deeper into such scientific 

directions. The studies have represented a genuine quest of my preoccupation further extended 

through the PhD thesis, as well as the postdoctoral grants received. The PhD starting point has 

emerged from a rather simple hypothesis given that the ancient myths are still alive and 

revitalized in different fields, considering the following functions: narrative, etiological, 

temporality and last, but not least, exemplarity. In this case, advertising turned out to be the 

most appropriate field of analysis by identification of some specific myths: the heroic, the 

erotic, the return to the origins and the Genesis. The mythical dimension particularly stands out 

in narrative contexts, in scenarios purposely created to underline the relationship between 

character - brand - consumer.   

In the second part of this Habilitation thesis, it was described my evolution as a 

researcher between 2010-2024, also including themes and articles from my post-PhD activity, 

which, however, will not be detailed here again.  The postdoctoral scholarship granted by the 

USA between January - May 2010 offered me a diachronic perspective upon the advertising 

training worldwide due to the cooperation with Professor PhD Anca Micu (Sacred Heart 

University, the USA) in writing the chapter “Advertising Higher Education in Romania” 

published in Advertising Education around the World. To better explain the role I played at 

that moment, this chapter has literally placed Romanian Higher Education on the academic 

map in terms of studying advertising. At another level, this grant has enriched both my 

knowledge and my teaching abilities, proposing on my return to the country the introduction 

of some practical courses such as:  Advertising Commercial and Storytelling in advertising. 

Similarly, I had the opportunity to participate in the editorial meetings of the scientific 

committee of the celebrated Journal of Advertising coordinated back then by Jim Avery and 

David Doyle.  

The project conducted between 1st October, 2010 - March 31st, 2013 belonged to the 

category POSDRU/89/1.5/S/62259 and was entitled „Glocalismul în publicitatea românească-
arhetipuri  şi  teme  ale  culturii  populare  în  construirea  identităţii locale a brandurilor multinaţionale 

şi naţionale.“ (The title is personally translated as ’Glocalism in Romanian Advertising - Archetypes 
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and Themes of Popular Culture in Building the Local Identity of Multinational and National Brands.’) 
This has substantially contributed to  my becoming a researcher as it has triggered an organized analysis, 
with specific objectives, directed to lines such as: positioning of Romanian brands; determining the 
importance of popular culture elements used as a strategy for building the image of brands in the local 
space; identifying ethnographic and religious traits employed in Romanian advertising for the 
promotion of global and local brands; highlighting relevant linguistic and semantic particularities in the 
creation of humorous local advertisements, finally, illustrating elements of specificity and national 
identity. Having had the chance to cooperate with researchers from two British universities, has 
significantly impacted both my scientific research and understanding the critical approach in 

developing a topic from advertising area. Between 2nd February - 30th April 2012, I was 

accepted as visiting professor at Staffordshire University, Faculty of Arts, Media and Design, the 

United Kingdom of Great Britain and Northern Ireland and between 1st July and 30th August 2012 as 

researcher at High Wycombe, Buckinghamshire New University, Faculty of Design, Media 

and Management in the same country. In both situations I closely collaborated with the 

Doctoral School, acquiring new methods, even working with well-known professors and 

researchers. (e.g. Prof. Dr. Paul Springer) 

The above scientific preoccupations come to prove, from my point of view, a certain 

coherence accompanying my professional career. The Habilitation thesis introduced in detail 

the concepts of glocalization, globalization and localization since they represented the topic of 

many scientific articles as well as the theme of my research project. In this matter, the fact 

worth mentioning is that this very project generated other progresses in my scientific expertise, 

bearing in mind that two articles were published and indexed in Web of Science.  The first of 

them was entitled: “Tradition and Dogma in Romanian Advertising,” published in European 

Journal of Science and Theology, 8 (4), 171-181, having as Impact factor at that moment 0,389. 

The second article entitled “Reshaping American Identity through Advertising Standardization 

vs. Localization”, published in Journal for the Study of Religions and Ideologies 12 (35), 39-

62 emphasized the way Romanian borrowed the American mechanism of creation. These two 

papers were my first studies included in the Web of Science that met the requirements imposed 

by the team of reviewers. The analysis of the evolution of global brands has been compared to 

local ones, using qualitative methods, and selecting a representative corpus, highlighted the 

necessity of adapting to the local market, consumer mentality, and consumption style.  

 Concentration upon storytelling was noticed not only in several articles, but also in the 

book called Poveștile publicitare. De la inspirație la strategie (the title is personally translated 

as Advertising stories. From inspiration to strategy), published at Tritonic, Bucharest in 2015, 

which demonstrated the deepening of the narrative techniques and functions underlined in the 
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PhD thesis itself. Consequently, the coherence between the advertising anthropology and 

narrative dimension of any commercial is the result of the techniques employed in sequencing 

the epic. That is why, the interest in the creative approach has triggered my desire to investigate 

the way in which the narrative algorithm influences the success or failure of any campaign.  

Subsequently, my academic activity also emphasized other relevant aspects for a 

researcher in the field of communication sciences: the analysis of advertising agency from the 

jobs’ characteristics to the inter-department relationships, the importance of technology and 

even topics meant to illustrate the transformations of professional life occurring in the 

pandemic and post-pandemic time. Explicitly, the advertising agency undergoes genuine 

changes generated by several factors such as: technology, the diversification of jobs, 

transformation of working conditions during the pandemic period, through the permission to 

implement the system of remote, hybrid or even completely online. The sanitary crisis has 

justified the concentration upon such a subject, on the one hand, but also upon the differences 

between generations, on the other hand, each having a completely distinct view regarding the 

concept of well-being. Undoubtedly, in the following years, the artificial intelligence is going 

to make a difference and change even more the responsibilities within the advertising agency, 

which could even lead to a total reconfiguration.   

 My ability to work in a team of researchers and combine the qualitative method with the 

quantitative one was demonstrated in the publishing of a comparative Romania-Portugal Web 

of Science highly indexed article (e.g. -Duarte, A., Surugiu, R., Moraru, M., & Marinescu, 

V.,2023. ’Digital empathy in online education: A comparison study between Portugal and 

Romania.’, Comunicar. 31 (76), 107-1180) dedicated to the related field of social sciences such 

as education during pandemic.  This article represented a real progress at methodological level 

because it gathered 1086 respondents from both countries and a use of descriptive statistics.  

Regarding my academic training, my development as a professor, the present thesis 

illustrates my personal implication in several projects initiated by the local advertising industry 

(the project AcademIAA initiated by IAA Romania, Effie Awards Romania), as well as 

European (European Effie). The goal behind this professional effervescence is quite obvious: 

motivating the students to participate in projects, extracurricular campaigns (e.g. the contests 

AdVenture, PR Arena, Thesis competition, CompetitIAA), to help them prepare their portfolio 

in advance, right during the Bachelor studies. Additionally, coordinating the Master Program 

called Advertising and Digital Communication, my own initiative, (taught in English) and also 

running the e-learning Advertising specialization (at Bachelor level) will definitely help me 

better understand the preoccupations of our students in order to support and guide them.  My 
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role will be that of a mentor, not just a mere assessor, to adapt to the needs of their generation 

and to help them communicate more efficiently.  Therefore, any researcher interested in this 

domain should be aware of the connection with the industry as a constant pulse to pursue new 

trends, topics, less investigated directions, in a word, any aspect which can raise questions for 

different reasons.  

The third section of the present Habilitation thesis highlights relevant directions of the 

future scientific research such as: extended thematic, obviously compatible with the specific 

domain of study -communication sciences- and social-related sciences- (the educational, the 

economic etc.); the proposed working methodology; the working style in research; well-

developed studies, meant to be elaborated in a not very distant future. The anticipated topics 

point out a few clear directions for my development as a researcher in the domain of 

communication sciences and, particularly, of advertising: digital storytelling, innovating the 

organization and work development within an advertising agency, the role of artificial 

intelligence in each and every stage of an advertising campaign, the behaviour of consumers 

of content promoted in digital environment and last, but not least, advertising seen 

interdisciplinary (at the border between marketing, aesthetics and advertising anthropology).  

The methodology I intend to conduct in my future studies will rely on the improvement 

and development of the approaches from my research projects. In this matter, I truly aim to 

diversify the research methods both at qualitative and quantitative level. One method I would 

like to study closely is the experiment to better comprehend the consumer’s behaviour in 

different contexts.  

Up to now, my research style has demonstrated too much independent activity, which 

quite often has diminished the extent of the analysed data. For this very reason, one of my 

objectives is that in the future I should be part of as many research teams, both national and 

international, as possible. 

The extensive studies planned to be elaborated at the moment refer to a few directions of 

interests: the advertising agency as a space of constant transformation and a book upon the 

techniques of storytelling applied in online platforms. Both studies embody different 

approaches of work and investigation.  

 In conclusion, this Habilitation thesis emphasizes a few elements considered to be 

essential in the active career of a researcher: the ambition to further investigate new themes, 

the desire to apply for and win financed grants, the approach of interesting topics through 

unusual methods such as the experiment at qualitative level, the improvement of quantitative 
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research methods as well as their working style. Similarly, the thesis ultimately points out the 

manner of work, which is of paramount importance. The individual style supposes the capacity 

to be steady and finalize a task on their own, whereas work in team results in abilities of 

coordination and good cooperation with the partners involved. The above-mentioned 

dimensions are equally relevant for a future coordinator of PhD students, because from a simple 

researcher, my aspiration is to become a mentor, a reliable and competent guide in identifying 

up-to-date topics of interests in the field of communication sciences.   

Consequently, this objective is achievable only if the above requirements are also 

supported by my dynamic activity as a professor, always aware of the scientific changes in the 

advertising industry, always willing to share them with students.  
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