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Abstract- A doctoral dissertation is an academic text that is characterized as the highest title at a university and is derived 
from the Greek, meaning “Teacher of Philosophy” which makes it possible to take on the title of Doctor. Dissertations have 
ethical values and are based on academic conventions. Therefore, the dissertation is a text with a high command of the related 
scientific methods and techniques that are expected to make contributions to the relevant academic literature. The objective 
of the study was to generate a map as to where, how, when and with the accompaniment of which theoretical and 
methodological tendencies “advertising” is studied instead of a doctoral thesis under a certain discipline with the help of 
content analysis. Accordingly, another objective of the study is to make sense of the academic literature based on the 
dissertations on advertising. Dissertations were accessed via the National Thesis Center database within the scope of the 
study. Advertising at the doctorate level in Turkey still stands as a subject that awaits to be further examined via academic 
contributions rather than contributions from the sector which is expecting to be studied with the accompaniment of different 
theoretical frameworks and tendencies via multidisciplinary, interdisciplinary and trans disciplinary studies. 
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I. INTRODUCTION 
 
 Ross who has comprehensively examined the 
advertising education in the United States of 
America (2006: 9) puts forth that courses related 
to advertising were started to be offered as part of 
journalism, business administration and marketing 
curricula towards the end of the 19th and the 
beginning of the 20th centuries. The positioning 
that was mostly business administration and 
marketing based until the 1950’s especially due to 
the support by foundations such as Ford and 
Carnegie, shifted towards journalism and mass 
communication following the aforementioned date 
(Ross: 2006: 42). In addition, it has also become 
integrated with new programs such as marketing 
communication, strategic communication as part 
of the advertising marketing combination. The 
University of Texas is still the only school that 
directly offers a Doctor of Philosophy degree in 
advertising in the USA.  
 
There are ongoing discussions as to the starting of 
graduate education in Turkey. Graduate education 
in accordance with the German Tradition started at 
faculties and colleges following initiatives for 
graduate education following the 1933 University 
Reform. Graduate education was transferred from 
faculties and colleges to institutes in accordance 
with the 3rd item of the Law of Higher Education 
numbered 2547 dated on November 6, 1981. 
Institute structures were formed with further 
regulations; departments were structured and 

graduate education at universities became part of 
the Institutes of Science, Social Sciences and 
Medical/Health Sciences. American system 
instead of the European system was taken as an 
example for the model related to the structuring of 
universities via the relevant regulations (Ağırali, 
2013: 1). The Institutes offer graduate studies in 
M.S, M.A and Ph.D. levels in Turkey. 
 
Courses on advertising in Turkey have also been 
included as part of programs such as business 
administration or marketing within the axes of 
public relations and publicity at the undergraduate 
and graduate levels. Undergraduate education in 
the field of Public Relations and Publicity started 
in 1965 as part of the Ankara University Faculty 
of Political Sciences, School of Press and 
Broadcasting with support from UNESCO. 
Graduate education started at Istanbul and 
Marmara Universities in 1984-1985 (Tokgöz, 
2006: 3). Over the years, public relations and 
publicity departments started to evolve into public 
relations and advertising or only advertising in 
institutes and departments. As of 2015-2016 
academic year, there was a Public Relations and 
Publicity department at the undergraduate level in 
28 universities, Public Relations department in 5 
universities, Public Relations and Advertising 
Department in 17 universities, Advertising 
department in 8 universities, Advertising Design 
and Communication department in two 
universities. Advertising appears at the thesis and 
non-thesis graduate level programs either directly 
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in the program name or as part of the curriculum 
content: Public Relations and Advertising, 
Advertising, Marketing Communication and 
Public Relations, Public Relations and Publicity, 
Marketing and Brand Management, Brand 
Communication, Marketing Communication and 
Advertising etc. There are only two universities 
with doctorate level Advertising programs, two 
universities with doctorate level Public Relations 
and Advertising Program, one university with 
doctorate level Advertising and Public Relations 
program, eleven universities with doctorate level 
Public Relations and Publicity program and only 
one university with doctorate level Public 
Relations (The Council of Higher Education 
(2016) 
https://yokatlas.yok.gov.tr/netlertablo.php?b=100
86). Along with these developments, advertising 
found a place for itself as a field of study in 
different disciplines and academic texts with the 
accompaniment of different theoretical and 
methodological tendencies. The objective of the 
study was to generate a map as to where, how, 
when and with the accompaniment of which 
theoretical and methodological tendencies 
“advertising” is studied instead of a doctoral thesis 
under a certain discipline. Accordingly, another 
objective of the study is to make sense of the 
academic literature based on the dissertations on 
advertising. A doctoral dissertation is an academic 
text that is characterized as the highest title at a 
university and is derived from the Greek, meaning 
“Teacher of Philosophy (Park, 2007: 4) which 
makes it possible to take on the title of Doctor. 
Doctoral theses have ethical values and are based 
on academic conventions. Therefore, the 
dissertation is a text with a high command of the 
related scientific methods and techniques that are 
expected to make contributions to the relevant 
literature. It is apparent that these texts are written 
by their respective owners in addition to being 
approved at theoretical levels by jury members.  
It can be stated in historical studies carried out in 
Turkey on advertising that the academic 
background related with advertising is neglected. 
There is no study in Turkey that focuses directly 
and solely on dissertations on advertising. 
Accordingly, the study entitled (2003) “An 
Analysis of Thesis and Dissertations on 
Advertising and Public Relations in Turkey” 
carried out by Yılmaz and Uzoğlu examine the 
graduate theses in the field of “advertising and 

public relations” in Turkey during the years of 
1992-2001. Okay and Okay (2008) also carried 
out a study examining the contribution of 
dissertations in the field of public relations in 
Turkey during 1984-2007 as part of their study 
entitled “Undergraduate and Graduate Public 
Relations Education in Turkey: A Quantitative 
Study of Dissertations Contributions to Public 
Relations Field (1984-2007)” as a result of which 
advertising emerges as one of the sub-titles in the 
field of public relations.  
 
II. METHODOLOGY 
 
Studies on mapping a certain academic field of 
study have increased in recent years. Analysis 
methods such as content analysis, bibliometric 
analysis are used in these studies. Content analysis 
is used in this study as a technique of the 
quantitative research method. According to 
Berelson’s (1952: 18) statement, content analysis 
is handled as a research technique for the 
objective, systematic and quantitative description 
of the open/distinct content of communication. 
Frequency distributions and percentile values are 
also examined in addition to content analysis.  
Dissertations were accessed via the National 
Thesis Center database within the scope of the 
study. The theses at this center are comprised of 
those that have been recorded in Turkey since 
1980. Therefore, doctoral theses completed prior 
to 1980 were outside the scope of the study. The 
main page search term used at the National Thesis 
Center internet website was “advertising” and the 
fields of search was thesis title, whereas thesis type 
was selected as “doctorate”. Proficiency in art 
theses were not included. As a result, a total of 191 
dissertations were accessed as of December 31, 
2016  for the period between 1981 and 2016. The 
analysis categories determined were the year in the 
system, thesis title, university, and language and 
thesis type. The topic category was not used even 
though it was present in the system since topics are 
accessed by making selections from the given 
fields. The topic category in the study was 
comprised by way of the abstract and full texts of 
the theses. Related institute and department 
categories were determined afterward by clicking 
on the thesis numbers. The abstracts and full texts 
of studies with open allowance were examined in 
order to determine the theoretical and 
methodological tendencies of the theses.  
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III. RESULTS 
 
3.1 Distribution of the dissertations according 
to the universities 
It was observed that dissertations on advertising in 
Turkey have been carried out at 31 universities 5 
of which are foundation universities with the 
remainder 26 being state universities. The top 
three universities in terms of the number of 
dissertations -Marmara, İstanbul and Ege- were 
state universities. It was determined that 116 
(61%) of the 191 theses were carried out at state 
universities, whereas 75 (39%) were carried out at 
foundation universities.  
 
3.2 Distribution of the dissertations according 
to the institutes 
Dissertations on advertising were mostly carried 
out at Institutes of Social Sciences (96%). The 
number of theses was 3 at the Institute of 
Education Sciences and 1 each at the European 
Union, Fine Arts, Science, “Engineering and 
Sciences” Institute and Institute of Medical/Health 
Sciences.  
 
3.3 Distribution of the dissertations according 
to the departments 
One dissertation on advertising has been 
completed as part of the European Union Institute 
European Union and Law Department, Fine Arts 
Institute Musical Sciences Department, Institute 
of Science / Industrial Product Design 
Department, Institute of “Engineering and 
Science” Department of Architecture, Institute of 
Medical/Health Sciences Deontology and History 
of Medicine Department. The three theses carried 
out at the Institutes of Educational Sciences are 
part of Fine Arts Education, Applied Arts 
Education and Foreign Language Education 
Departments. There was no information on the 
departments of 10 theses among the 183 carried 
out at the Institute of Social Sciences. The names 
of these were as follows: German Philology, 
Private Law, Econometrics, French Education, 
Journalism, Advertising, Public Relations and 
Advertising, Public Relations and Publicity, 
Publicity and Public Relations, Economy, 
Communication, Communication Sciences, 
Communication Arts, Business Administration, 
“Radio, Television and Cinema”, Tourism 
Administration and Turkish Education. Public 
relations, public relations and publicity and 

publicity and public relations are the departments 
at which the highest number of dissertations was 
carried out with 47 (33%) theses.  
 
3.4 Distribution of the dissertations according 
to the language 
Doctorate degree education in Turkey is carried 
out in Turkish as well as in various other foreign 
languages. Of the dissertations on advertising, 178 
were in Turkish, 2 were in German, 2 were in 
French and 9 were in English.  
 
3.5 Distribution of the dissertations according 
to 10- year periods 
It was determined as a result of the query carried 
out in the National Thesis Center records using the 
term ‘advertising’ that the first thesis on the topic 
was written in 1981. The distribution of the 
dissertation according to years can be listed as 
follows when compiled within 10-year periods; 8 
theses during 1980-1990, 25 theses during 
1991-2000, 83 theses during 2001-2010. There is 
a total of 75 theses from 2011 to 2016.  
 
3.6 Distribution of the dissertation according to 
the topics  
When the distribution of the dissertations 
according to topic was examined, it was observed 
that studies for measuring the effects of 
advertising (25%) were ranked first. The second 
most preferred topic among dissertations was 
advertising analysis with a total of 27 (14%) 
theses. Whereas there were 26 dissertations on 
advertising tools, media and types. Advertising 
campaigns were the topic of 18 dissertations. The 
number of theses examining advertising within the 
scope of historical processes and social change 
was 14. Topics such as political advertising, 
ethics, advertising-market relationships, legal 
regulations, representation, women, music, 
international advertising, marketing 
communication, globalization and design 
education were also among the topics of 
dissertations.  
 
3.7 Distribution of the dissertations according 
to the research methods 
Evaluations could not be carried out for 9 
dissertations the abstracts and/or full texts of 
which could not be accessed. It was observed that 
111 (58%) of the dissertations used quantitative, 
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51 (27%) used qualitative and 20 (10%) used both 
quantitative and qualitative research methods.  
 
DISCUSSION 
 
The discussion was put forth with the 
accompaniment of the results acquired in this 
study which was carried out by examining the 
dissertations on advertising in Turkey with an 
objective of mapping out the relevant academic 
literature.  
It was observed that 116 of the dissertations on 
advertising have been carried out at state 
universities. The dominance of state universities 
regarding dissertations on advertising becomes 
understandable when it is considered that 
foundation universities started to be founded in 
Turkey during the 1990’s as well as the fact that 
their education is mostly at the graduate and 
master’s degree levels. In addition, whereas the 
average number of theses per state university was 
4.46, the average per Foundation University was 
15.   
There is a wide range of distribution regarding the 
departments for the 173 dissertations completed at 
Social Sciences Institutes: German Philology, 
Special Law, Econometrics, French Language 
Education, Journalism, Advertising, Public 
Relations and Advertising, Advertising and Public 
Relations, Public Relations, Public Relations and 
Publicity, Publicity and Public Relations, 
Economy, Communication, Communication 
Sciences, Communication Arts, Business 
Administration, “Radio, Television and Cinema”, 
Tourism Administration and Turkish Education 
and Teaching. Public relations and publicity with 
47 theses was the department with the greatest 
number of theses. However, it can be observed 
upon a close examination of the department names 
that publicity and advertising accompany public 
relations but that they still serve the same 
purposes. The diverse structuring and names of the 
departments on communication at the doctorate 
level have been reflected on the departments where 
the departments have been written. A total of 83 
dissertations on advertising have been written as 
20 in Advertising and Public Relations, Public 
Relations and Advertising departments; and 63 in 
Public Relations, Public Relations and Publicity, 
Publicity and Public Relations departments. In 
other words, the theses written in these 
departments make up almost half the number of 

the theses in other departments of the social 
sciences institutes. It was observed that a total of 
125 dissertations have been written in the field of 
communication when 
Communication/Communication Sciences, 
Communication Arts, Radio-Television and 
Cinema, Journalism fields are also included. The 
ratio of this number among all the dissertations 
(181) for which the departments can be determined 
was 69 percent, whereas the ratio among the 
dissertations in the field of social sciences was 72 
percent. The number of dissertations written in the 
business administration department was 37. It can 
be stated that these theses are more “marketing” 
oriented.  
Even though their number is quite low, it can also 
be stated that advertising has been able to find a 
place for itself in various departments of different 
institutes. This increase will undoubtedly make 
significant contributions to the academic literature 
on advertising since it will bring forth different 
perspectives to advertising in addition to 
theoretical and methodological diversity.  
Theses in French, German and English have been 
written in the fields of language teaching, literature 
and linguistics. Two theses in French were from 
the department of French Language Teaching, 2 
theses in German were from the German Literature 
Language and Literature, whereas 1 thesis in 
English was from the English Linguistics 
department. The language of the doctorate 
programs in which 8 dissertations in English have 
been written was English. Based on the fact that 
the international academic works on advertising 
carried out for doctorate studies are mostly in 
English, the visibility of the dissertations in 
Turkey is questionable when they are considered 
with regard to language. Of course, this issue can 
be traced via various studies on the national and 
international spreading of the academic works 
carried out. “Bibliometric analysis” appears as 
one of the most frequently used techniques in such 
studies. However, the bibliometric analysis is 
rather used for the analysis of citations by way of 
the journals related to the field in question (see 
Pasadeos, 1985). Searching for the traces of 
advertising only and directly in publications 
related to advertising is a somewhat narrow 
framework. Indeed, studies from different fields in 
literature attract attention with their different 
perspectives. The article by Jackson and Taylor 
(1996) entitled “Geography and the cultural 
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politics of advertising” which has been published 
in Progress in Human Geography may be shown 
as an example for this. The increase and spreading 
of such works will bring forth intersections with 
new academic environments.  
It was observed that the interest in advertising has 
increased over the years. Undoubtedly, this 
interest can be evaluated in relation to the social, 
cultural, economic and political context of Turkey. 
When it is considered that the last decade has not 
yet been completed and when the increase between 
the other periods is considered, it can be predicted 
that the number will increase during the final 
period. There are 2 dissertations in 1985 and 1990 
which can be considered as the starting period for 
theses on advertising. The highest number of 
dissertations has been written in 1999 (8) among 
the years included in the second decade. It was 
observed that the number of dissertations has 
increased during the last 3 years of the third 
period; the numbers of the thesis were 11 in 2008, 
13 in 2009 and 19 in 2010. The number of 
dissertations in for 2014 and 2015 was 19 in each 
year. It is a subject of another discussion whether a 
quantitative increase encompasses a qualitative 
increase or not.  
 
When the distribution of the dissertations 
according to their topics was examined, it was 
observed that the effect issue is ranked first with a 
total number of 48 theses. The effect in these 48 
dissertations measuring advertising effect handles 
the issue in different sub-titles such as the brand 
preferences of consumers, purchasing behaviors, 
different consumer groups, society, and 
advertising tools. Whereas advertising campaigns 
in sectors such as banking, residence, 
pharmaceuticals, tourism are topics of 18 
dissertations in which issues such as positioning, 
strategy, creative strategy, persuasion, brand and 
brand identity are handled. The number of theses 
that examine advertising by way of tools such as 
television, cinema, newspapers, internet, and 
social media was 26. It was put forth in a study 
examining the articles published in the Journal of 
Advertising that the effects of advertising 
messages within the context of consumer behavior, 
advertising messages and tools are among the 
studies which are most frequently examined 
(Muncy, 1991; Muncy and  Eastman, 1998). It 
can be stated that there is a high level of 
compatibility between the topics studied in these 

articles and the topics of the dissertations in 
Turkey. 
The method is the whole of the approaches, means 
and actions related with how and in what manner 
answers to a research problem will be given. A 
method in scientific studies is generally classified 
as quantitative, qualitative and the mixed in which 
both methods are used together. It was observed 
that the methodologic inclination of the 
dissertations was mostly towards the quantitative. 
Kim et.al. (2014) also carried out a study in which 
it was put forth that the quantitative method has 
been used in 74.1% of the studies on advertising.  
However, it was observed that the same conclusion 
is not reached when the inner space of the studies 
are examined with regard to the finding related to 
the method based on the stylistic properties of 
dissertations. It is striking that various studies in 
this category have certain methodological 
predicaments. For instance, the concepts of 
method and technique are confused 
terminologically in the studies. Content analysis is 
referred to not as a study technique of the 
quantitative method, but as a qualitative research 
“method” in qualitative studies. The research 
method is put forth as qualitative in various theses 
in which quantitative measurement tools such as 
survey, attitude scale have been used. Whereas 
certain dissertations which claim to have been 
carried out via qualitative method, there are 
certain statements such as “population and 
research sample”. Whereas semiotics is considered 
as a qualitative study method and the theoretical 
framework of the thesis has been written with a 
critical perspective, there are efforts to verify the 
hypotheses put forth via survey method. However, 
as was put forth by Mattelart (1991: 97) as well, 
semiotics “rejects the empirical method as well as 
the content analysis methods brought forth by this 
empiricism which sees advertising only as a tool 
for providing information.  
“Paradigm” which is based on methodological, 
epistemological and ontological acceptances can 
be evaluated as a category for the evaluation of 
dissertations on advertising. In the study, the 
weight of the dissertations in the field of 
communication was taken into consideration thus 
examining only the theses in advertising in the field 
of communication on two main paradigm planes. 
These were dominant and critical paradigms (see 
Gitlin, 1978). Slack and Allor (1994:263) put 
forth that the fundamental difference between 
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these two paradigms is political and 
epistemological. Gitlin states that the dominant 
paradigm has a “marketing oriented” nature that 
approves and validates capitalism and adds: “That 
the dominant paradigm is now proving vulnerable 
to critique at many levels is a measure of the 
decline of capitalist legitimacy, commercial 
values, and the political self-confidence of the 
rulers”. Among the 125 dissertations, abstracts 
and full texts of 2 could not be reached. The 
paradigm of 100 out of 123 dissertations was 
dominant or positivist paradigm. According to 
Chang (2017: 1), a positivist paradigm “frequently 
serves as the primary approach to address 
advertising issues in advertising research”. The 
majority of the dissertations are finalized wishes 
and proposals for ensuring that advertising 
operates/effects better, that the current state is 
improved, that the content and styles are developed 
and that the analysis results guide advertisers and 
advertising agencies. It can be stated that 
dissertations in graduate studies focus on 
“professional advertising” as is the case in 
undergraduate education as well. It seems that 
dissertations aim for sectoral contributions instead 
of academic contributions. It was observed that the 
dissertations based on critical paradigm focus on 
“the meaning attribution practices of advertising, 
its content and the relationship between 
advertising and culture” as was put forth by Dyer 
as well (1999:114-124).  
Even though the majority of the interest in 
advertising stems from the field of communication, 
the small number of studies in this field carried out 
with a critical perspective and the fact that it is 
relatively new attract attention. Advertising at the 
doctorate level in Turkey still stands as a subject 
that awaits to be further examined via academic 
contributions rather than contributions from the 
sector which is expecting to be studied with the 
accompaniment of different theoretical 

frameworks and tendencies via multidisciplinary, 
interdisciplinary and transdisciplinary studies.  
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