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Abstract: This study explores the 39 doctoral programs in communication offered in Spain since the
approval of Royal Decrees 99/2011 and 576/2023, analysing their level of specialization versus inter-
disciplinarity and their main lines of research. A case study is conducted using semantic network
analysis with Voyant Tools and Gephi 0.10.1. The results show an interdisciplinary organization en-
compassing areas such as education, documentation science, and the humanities, but with clear spe-
cialization in journalism, audiovisual communication, and advertising. Journalism is oriented toward
digitalization, critical studies, and ethics, advertising toward the digital environment, and audiovisual
communication toward new narratives. In addition, a convergence of all three areas is observed around
concepts such as Technology, Innovation, Society, and Strategies, along with an emerging reinterpre-
tation that strengthens the relationship among the three traditional fields.
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Resumen: Este estudio explora los 39 programas de doctorado en comunicacion en Espafia tras la
aprobacién del RD 99/2011 y RD 576/2023, analizando su nivel de especializacién vs interdisciplina-
riedad y sus principales lineas de investigacion. Se realiza un estudio del caso, aplicando el analisis de
redes semanticas con Voyant Tools y Gephi 0.10.1. Los resultados muestran una organizacion inter-
disciplinar que abarca areas como educacion, documentacion y humanidades, pero con una clara es-
pecializacion en periodismo, comunicacién audiovisual y publicidad. El periodismo se orienta hacia la
digitalizacion, estudios criticos y ética; la publicidad hacia el entorno digital, y la comunicacion audio-
visual hacia las nuevas narrativas. Ademas, se observa una convergencia de las tres areas en torno a
conceptos como Tecnologia, Innovacion, Sociedad y Estrategias, y una reinterpretacion incipiente que
estrecha la relacion entre las tres areas tradicionales.
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1. Introduction

Doctoral studies in Spain underwent a substantial change with Royal Decree
99/2011, which, according to Jiménez Ramirez (2017), sought to bring doctoral
training into line with European directives on internationalization, establishing
a new structure focused on research excellence. This new legislation super-
seded Royal Decree 778/1998, abandoning the mixed teaching-research model
to focus on research. Doctoral programs today are regulated by Royal Decree
576/2023, which replaced the 2011 decree, and is aimed mainly at reinforcing
research skills and interdisciplinarity.

Studies of communication research to date have generally focused on
scholarly output (Carrasco Campos et al., 2018). Such studies first achieved a
certain degree of consolidation in the 1990s (Martinez Nicolas et al., 2019),
which Garcia Marin & Salvat Martinrey (2022) suggest may have been due to
the growth in the number of university faculties with specific programs in com-
munication studies at that time. As Lotero Echeverri et al. (2020) point out, it
was also the decade when institutions began promoting interdisciplinary stud-
ies, while at the same time consolidating approaches that treated the traditional
divisions of journalism, audiovisual communication, and advertising as basic
pillars of communication studies in Spain (Martinez Nicolas et al., 2019).

However, although studies have been conducted on the academic envi-
ronment of communication studies in Spain (1985-2017) (Martinez Nicolas,
2020), such studies have not explored the specific context of doctoral pro-
grams. This paper therefore presents an analysis of the current reality of doc-
toral programs as hubs for trends in communication research, with the follow-
ing objectives:

1. To identify the level of interdisciplinarity versus specialization in doc-
toral programs in communication in Spain; and

2. To analyse trends evident in the lines of research pursued in doctoral
programs in communication.

These objectives were chosen based on the conviction that communica-
tion would not exist as a discipline if it were not for a system of reference ob-
jects (derived from other disciplines) that have helped to explain it. Interdisci-
plinarity is therefore an element that has been identified as necessary since the
origins of the discipline, whereby «the coexistence of different theories and
methodologies derived from the social sciences, humanities, psychology, ad-
ministrative science, and other fields, has determined the approach to commu-
nication phenomena.» Indeed, «the interdisciplinary framework is so complex
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and vast that it is sometimes hard to identify the intersections between disci-
plines» (Arévalo Martinez, 2022: 1). Reflecting on the role of interdisciplinarity
in the creation of doctoral programs in communication is therefore essential to
tackle the challenges of research training.

However, interdisciplinarity is not free of conflict, as Parentelli points out
(2020: 2): «There is a tension between the intrinsically interdisciplinary nature
of communication and training initiatives,» which translates into a distinction
between scientific interdisciplinarity (related to affinities between areas) and
organizational interdisciplinarity (resulting from the physical coexistence of
different disciplines at institutions that provide communication training).

Moreover, interdisciplinarity is not at odds with specialization in the field
of communication, as this refers not only to research that adds to the corpus of
studies in each area within the field of communication (audiovisual communi-
cation, journalism, and advertising) but also to the interconnections between
them. For Deuze (2021a), the general trend in communication studies points
toward an increased integration of methods and paradigms; however, cohesion
in communication studies, as in other fields, depends not just on the establish-
ment of generally agreed methods (Castillo Esparcia & Castillero Ostio, 2019;
Gémez Escalonilla, 2021) but on the articulation of a narrative of its own that
groups together the different ways of approaching its object of study.

At the same time, it is important to identify the key topics present in the
lines of research pursued in doctoral programs in communication and to ana-
lyse, to the extent possible, the relationships between the main approaches
within and beyond the traditional disciplinary boundaries (audiovisual, adver-
tising, and journalism).

2. Methodology
This study uses a qualitative research design that is descriptive and exploratory
in nature (Sampieri et al., 2010), based on the case study method often used in
communication studies (Gomez Escalonilla, 2021). The methodology is struc-
tured in two main phases: data collection and semantic network analysis.

The data collection phase was broken down into the following stages:

1. Background: doctoral programs were identified using the Spanish Minis-
try of Education’s official database, QEDU (https://siiu.univer-
sidades.gob.es/QEDU/), which contains information on degree pro-
grams verified by the Council of Spanish Universities.

2. Purpose: the aim was to identify the programs related to communication

studies in Spain.
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3. Units of analysis: the search criteria applied were (1) level of study: Doc-
torate (the search included all of Spain); and (2) fields of study: Arts and
Humanities, Social Sciences, and Law. These criteria were selected based
on the principle of thematic and disciplinary relevance. As Gémez Esca-
lonilla (2021) points out, the study sample should be aligned with re-
search practices and the object of study in the field of communication.
The choice of these fields was therefore due to their affinity with commu-
nication as an academic discipline. Other fields whose main objects of
study are not related to communication were excluded, such as Computer
Science, Engineering, Industry and Construction, Agriculture and Veteri-
nary Medicine, Health and Social Services. Within the fields of the Arts
and Humanities, Social Sciences, and Law, the searches screened for pro-
grams related to «communication» and «journalism», as the terms «audi-
ovisual» and «advertising» yielded no results.

All of the programs were then reviewed manually to identify the ones
that were interdisciplinary (combined with other social sciences) and the ones
that focused exclusively on the field of communication, traditionally under-
stood in Spain as the common core around which audiovisual communication,
journalism, and advertising studies converge (Table 1) (Martinez Nicolas et al.,
2019; Gémez Escalonilla, 2021; Garcia Marin & Salvat Martinrey, 2022).

Finally, once the programs were identified, the official information
posted on their websites was accessed in order to compile the active lines of
research as stated in the programs themselves.

The second phase involved the analysis of the lines of research. First,
words were extracted and analysed using the Voyant Tools application
(https:/ /voyant-tools.org/) to identify the most frequently used terms,
which were visualized in the form of a word cloud. The words were then man-
ually extracted and grouped into categories and word families. Mixed criteria
were adopted to define the categories, mainly combining lexical families
(words that share lexemes) with semantic fields (grouping related words) and
compound terms made up or two or more words that function as a semantic
unit (e.g, «mass media»). For the word families some categories were also
grouped together based on their association with a particular field (e.g., «com-
pany» and «strategy»). This classification allowed for the organization of words
based not only on their morphological structure but also on their conceptual
relationships within the field of communication.

The tool also made it possible to calculate the relationships between
terms based on co-occurrence (proximity of each term in the context analysed),
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while also offering quantitative data on significance (most important terms
based on their weight in the network) and correlation (degree of relationship
between terms, facilitating the identification of unobvious associations and
emerging trends).

Next, the previously extracted data was processed in Gephi 0.10.1.
(https://gephi.org/) and a graph was created using the Fruchterman-
Reingold algorithm, which enables the distribution of nodes (terms) in a way
that minimizes overlapping and optimizes visualization. According to Massa-
rani etal. (2024), this free software is notable for its interactive display capacity
in the analysis of advanced networks. It can detect communities, show how
nodes are reorganized according to different algorithms, and calculate the fol-
lowing metrics:

Modularity: measures the presence of thematic communities in the
network.

Average degree: indicates the average number of connections per term,
reflecting its centrality, i.e., its importance within the network.

Clustering coefficient: shows the level of local cohesion, i.e.,, how con-
nected related terms are to each other.

Density: indicates the general level of interconnection in the network,
whereby the existing ties are calculated as a percentage of the total number of
possible ties.

Unlike other metrics, these offer a structural analysis of the network in
terms of thematic communities, centrality, and cohesion, providing data on
how the network is structured, how words are grouped together and what the
central terms are within thematic areas.

3. Results and Discussion

In 2023, there were 44 universities with doctoral programs in communication.
Of this total, two programs had the term «communication» in their name but
did not explore lines of research that would contribute to the development of
communication studies. The first was the Doctorate in Historical and Social
Studies of Science, Medicine, and Scientific Communication offered by the Fac-
ulty of Medicine and delivered as an inter-university program at Universidad
de Alicante, Universidad Miguel Hernandez de Elche, and Universitat de Valén-
cia (Estudi General). This program set out five lines of research, only one of
which was related to science communication, aimed at healthcare workers. The
second program was the Doctorate in Psychology of Communication and
Change offered by Universidad de Barcelona and Universidad Auténoma de
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Barcelona, which also did not clearly identify any lines of research in commu-
nication and was aimed at graduates in psychology or similar degrees.

As aresult, the list was reduced to 39 programs. All of these programs are
offered by a single university except for the inter-university Doctorate in Com-
munication program offered jointly by the Universities of Malaga, Sevilla,
Huelva and Cadiz.

The specific results related to the classification of the programs by field
of study are detailed below, initially suggesting a certain degree of interdisci-
plinarity (Table 1). A total of 36% of the programs combine communication
studies with other fields. Fourteen of the 39 programs thus exhibit a clear co-
existence of communication with certain fields, most notably Information and
Documentation Sciences (18%), Education (7%), the Humanities (7%), and, to
a lesser extent, Anthropology (2%) and Philology (2%).

Table 1. Interdisciplinarity of doctoral programs

Interdisciplinarity University Program m

Information

Documentation

and

Universidad
de Zaragoza

Doctorate in Infor-
mation and Com-

Program exploring lines of
research in communication

munication and information
Universidad Doctorate in Com- | Program exploring aspects
de Alcala munication, Infor- | of documentation and
mation, and Tech- | digital communication
nology in the
Network Society
Universidad Doctorate in New | Program presenting lines
de A Coruia Perspectives in | of research related to
Documentation, communication and
Communication, documentation for devel-
and Humanities opment
Universidad Doctorate in Infor- | Program combining re-

de Barcelona

mation and
Communication

search on libraries and in-
formation services with
audiovisual media and
communication

Universidad
de Extrema-
dura

Doctorate in Infor-
mation and Com-
munication

Program exploring aspects
of communication, archival
science, heritage, assess-
ment of scholarly output,
sources, information man-
agement, and neural net-
works
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UCM

Doctorate in Jour-
nalism

Program covering one line
of research related exclu-
sively to documentation

Anthropology

Universidad
Rovira i Virgili

Doctorate in
Anthropology and
Communication

Program offering speciali-
zation in anthropology and
communication, with top-
ics such as transnational-
ism, gender, health, risk,
and social movements,
from multidisciplinary per-
spectives

Philology

Universidad
de Valladolid

Doctorate in Lin-
guistics, Literature,
and Communica-
tion

Program pursuing compre-
hensive training in re-
search methods of the
Arts, Humanities, and So-
cial Sciences

Humanities

Universidad
de Burgos

Doctorate in Hu-
manities and Com-
munication

Program researching phe-
nomena of social change
through the study of new
forms of relating, commu-
nication, and artistic ex-
pression

Universitat
Internacional
de Catalunya

Doctorate in Com-
munication, Educa-
tion, and Humani-
ties

Program between commu-
nication and education,
and between communica-
tion and humanities, con-
verging on an anthropo-
logical view of society

Universitat de
Valéncia, Es-
tudi General

Doctorate in Com-
munication and In-
terculturalism

Program exploring our un-
derstanding of the basic
principles of communica-
tion and the construction
of worldviews through lan-
guage and culture

Education

Universidad
Internacional
de La Rioja

Doctorate in
Knowledge Society
and Action in the
Fields of Education,
Communication,
Rights, and New
Technologies

Social sciences program
with a particular focus on
education, communica-
tion, law, and educational
uses of technology

Universidad
de Malaga

Doctorate in Edu-
cation and Social
Communication

Program positing the inte-
gration of communication
and education as social
spheres that share an in-
terest in innovation and
social change, from the
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perspective of equity and
social justice

Universidad Communication Inter-university program
de Malaga, | Program (inter- | also delivered at Univer-
Sevilla, Gra- | university) sidad de Huelva, which,
nada, and although it does not offer
Huelva undergraduate studies in

Communication does offer
a Master’s, with a line of
research in Educommuni-
cation

Source: prepared by authors.

Although interdisciplinarity exists in these doctoral programs, it is not
clear whether it is more organizational than scientific. It may be assumed to be
organizational, given that it does not seem to be evident in the scholarly output
(Vifiaras Abad & Llorente Barroso, 2020; Hidalgo Mari & Segarra Saavedra,
2021). The results of this study on lines of research can be compared with stud-
ies on scholarly output, given that the work published is the product of the re-
search conducted in the research groups that support the doctoral programs at
the universities. Under Royal Decree 99/2011, in order to ensure the quality of
the doctoral program, each university must provide proof that they have active
research teams in the field in question.

In any case, the number of interdisciplinary programs is outweighed by
the number specific to communication: a total of 25 programs (64%), only one
of which contains the word «journalism» in its name, while the most common
name is «Doctorate in Communication». As Vifiaras Abad & Llorente Barroso
(2020) point out in their study of scholarly output, there is a clear need for a
field of communication studies that dissolves the boundaries of the university
degree programs, referring to the traditional studies of audiovisual communi-
cation, advertising and public relations, and journalism.

The evidence also shows that although programs are adopting perspec-
tives of different disciplines, lines of research in communication stand out as
differentiated. A word cloud created from all of the lines of research (Figure 1)
shows the most representative areas of interest. «Communication» is especially
prominent, along with other key words such as «journalism», «audiovisual»,
«digital», «media», «culture», and «advertising», reflecting the three traditional
areas (Garcia Marin & Salvat Martinrey, 2022) associated with the common
core of the discipline, although there are also terms from other fields.
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Figure 1. Word cloud of most common words
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Next, the frequency of each word in the lines of research was determined.
All of the words extracted were manually screened, eliminating empty words
(prepositions, conjunctions), followed by words referring to study methods
and methodologies, as well as research processes. The rationale behind the ex-
clusion of these words were, on the one hand, because the original aim was to
find general content areas, and on the other, because according to Deuze
(2021b), consensual methods are not what give a discipline its unity. A second
reason was their low frequency (always less than ten repetitions, except for just
three cases: «studies», «management», and «research»). The other words elim-
inated are listed below, in order of frequency (all appeared less than ten times):
studies, management, research, analysis, theory/ies, content/s, translation,



indexecomunicacioén | n°® 15(2), 2025 | Miscellany

334

structure, discourse/s, effects/effectiveness, trends, experimental/experien-
tial, processes, formats, structures, quantitative/qualitative, applied/applica-
tion, evaluation/diagnosis, models, texts, methodology, practices, competency,
epistemology, graph, foundations, reception, training, sources, dissemination,
argumentation.

The remaining words in the list were then grouped into categories (also
eliminating the distinctions between masculine /feminine and singular/plural
in Spanish). This resulted in 80 categories (Table 2), including the word «com-
munication», which appeared more often than any other word (118).

As Table 2 shows, the traditional areas of communication in Spain appear
among the most frequently used words (15%, between 10 and 24 appear-
ances): «audiovisual» (24), «journalism» (19), along with another very contem-
porary word, «disinformation/information» (16) and «advertising» (17), also
associated with words such as «organization/organizational» (11).

Thus, the highest numbers of repetitions in this study cannot be consid-
ered very high. This finding is in keeping with the study by Hidalgo Mari &
Segarra Saavedra (2021) on academic articles, where, for example, the term
«audiovisual» appeared in only 17% of the articles analysed.

Other prominent words are «society, sociocultural, social» (24 appear-
ances), «media» (22), «digital/digitalization/virtual» (22), and «culture/cul-
tural/cyberculture/interculture» (21). These words do not appear in especially
high numbers either, as was also found in the study by Vifiaras Abad & Llorente
Barroso (2020), where, for example, the term «media» was only presentin 16%
of the academic articles in the sample. Along the same lines, Deuze (2021a) sug-
gests that although the importance of the media in society is profound, their
influence is nevertheless limited to what at most may be recognized as an am-
plifying role, an insight that leads many researchers to focus on what people do
with the media rather than studying the media themselves.

On the other hand, although «social» is one of the most frequently used
words in the lines of research of the programs analysed in this study, it is less
prominent than in the study by Vifiaras Abad & Llorente Barroso (2020), who
found it to be the second most common term, appearing in 25.52% of the arti-
cles analysed. The significant presence of the word «social» reflects the fact that
it is a topic of interest as well due to its association with «social media», which
for this analysis was isolated in a separate category in the first part of the study.

In any case, the findings here support Hidalgo Mari & Segarra Saavedra’s
(2021) assertion that «social media» is as yet an under-represented concept,
given its limited appearance in the lines of research (among the 70% of words
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that are repeated between 1 and 5 times) and in academic articles, as the afore-
mentioned authors find them in only 8.3% of their sample.

Another word that makes a low number of appearances is «internet»,
present in just 4.61% of all articles analysed by Hidalgo Mari & Segarra Saa-
vedra (2021), while in the present study it is among the 70% of words appear-
ing between 1 and 5 times.

Among the remaining words, appearing between 5 and 10 times (15% of
the sample), it is striking to note the minimal presence of words such as «tele-
vision» (8), «cinema/cinematic/film» (7), «media/mass media/masses» (7)
and «public/audience» (6).

Although the concept of «audience» is a prominent in television studies,
present in 17.18% of the articles analysed by Hidalgo Mari & Segarra Saavedra
(2021), its appearance in the lines of research of the programs is not significant.
This is also true of the term «convergence» (2.6%) and the word «public»,
which makes very few appearances in the lines of research and only appears in
13% of the articles analysed by the aforementioned authors.

Even more remarkable is the minimal presence of other key words in
communication studies that appear between 1 and 5 times (70% of words).
These include «public relations» (4), «<image/imaginary» (4), «xphotograph» (1),
«radio» (2), «<sound/sonic» (2), «interactive/interaction» (4), «creativity/crea-
tive/creation» (4), «programming» (3), «cultural industries» (3), «multime-
dia/transmedia/hypermedia» (3), «intangibles/reputation/Corporate Social
Responsibility» (3), «public opinion» (2), and others of frequent use in the pub-
lic sphere but much rarer in lines of research, such as «gender/woman» (5),
which appears in only 2% of the articles analysed by Hidalgo Mari & Segarra
Saavedra (2021).

With the aim of further reducing the list to the programs’ main work ar-
eas, the categories in Table 2 were then classified into word families. This re-
duced the list to 37 families of words (Table 3). The most frequent terms were
«audiovisual» (24 appearances), «culture/cultural/cyberculture/intercul-
ture/cultural industries» (24), «digital/digitalization/virtual» (22), «journal-
ism/journalistic/press/cyberjournalism» (22), and «media» (22), while a new
family also emerged, encompassing categories such as «organization/organiza-
tional/corporative/corporations/entrepreneurial /company/business/strate-
gies/strategic» (24), related to the area of corporate communication.

Thus, although the most common terms in the category analysis appear
again as the most frequent terms in the word families, others also gain promi-
nence, such as «cultural industries» and «cyberjournalism». The terms
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«information» and «fake news» do not have a strong individual presence, but
when combined in the same family they are slightly more prominent, appearing
a total of 18 times. Similarly, the study by Hidalgo-Mari & Segarra Saavedra
(2021) found that the term «information» appears in only 10.41% of their sam-
ple of research articles, while «<news» appears in only 8.85%.

Table 2. Word categories and frequencies

Frequencies % Words and thematic areas
Words with | 15% Communication (118)
10-24 ap- Audiovisual (24)
pearances Society, sociocultural, social (24)
(12) Media (22)
Digital/digitalization/virtual (22)
Culture/cultural/cyberculture/interculture (21)
Journalism/journalistic/press (19)
Innovation/new/development(18)
Advertising (17)
Information/disinformation/transparency (16)
10. Politics/geopolitics (11)
11. Technology/ies (10)
12. Organization/organizational/corporate (11)

VNN HO

Words with | 5% 13. History (9)

6-9 appear- 14. Economy/economic/s (9)

ances (12) 15. Marketing/market/commercialization/commer-
cial/product/promotion (9)

16. Ethics, deontology (9)

17. Television (8)

18. Education/educational/educommunication/literacy (8)

19. Cinema/cinematic/film (7)

20. Media/mass media/masses (7)

21. Politics/communication policy (6)

22. Entrepreneurial/company/business(6)

23. Public/audience/s (6)

24. Citizenry/city (6)

Words with | 70% 25. Net/web/internet (5)

1-5 appear- 26. Documentation (5)

ances (56) 27. Production/post-production (5)
28. Design (5)

29. Narrative/s (5)

30. Aesthetic/s (5)

31. Science/scientific (5)

32. Gender/women (5)

33. Literature/rhetoric and semiotics (5)
34. Public relations (4)

35. Image/imaginary (4)

36. Interactive/interaction (4)

37. Strategies/strategic (4)

38. Creativity/creative/creation (4)
39. Linguistic/s/language (4)
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. Crisis/conflict/risk (4)

. Librarianship/libraries/services (3)

. Cyberjournalism (3)

. Vulnerable environments (3)

. Heritage (3)

. Programming (3)

. International relations (3)

. Corporations/corporate (3)

. Art/artistic (3)

. Consumption/consumer (3)

. Legal/law (3)

. Cultural industries (3)

. Profession/profiles/professionals (3)

. Spectacularization/spectacle/entertainment (3)
. Social movements (3)

. Multimedia/transmedia/hypermedia (3)

. Intangibles/reputation/Corporate Social Responsibility

(3)

. Sound/sonic (2)

. Diasporas/migrations (2)
. Big data/data (2)

. Democracy (2)

. Participation/social participation (2)
. Humanities (2)

. Social diversity (2)

. Public opinion (2)

. Radio (2)

. Institutional relations (2)
. Persuasive/persuasion (2)
. Protocol/events (2)

. Sociology (2)

. Anthropology/psychology (2)
. Social media (2)

. Ecosystem/system (2)

. Brand equity/brand (2)

. Fake news (2)

. Photograph (1)

. Storytelling (1)

. Health (1)

. Sport (1)

. Environmental (1)

. Youth (1)

Source: prepared by authors.
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Table 3. Word Families

Word Families

1. Communication 118
2. Audiovisual 24
3. Culture/cultural/cyberculture/intercultural-cultural industries 24
4. Organization/organizational/corporate/corporations/entrepreneur-
ial/company/business-strategic/strategy 24
5. Digital/digitalization/virtual 22
6. Media 22
7. Journalism/journalistic/press/cyberjournalism 22
8. Innovation/new/development 18
9. Information/disinformation/transparency/fake news 18
10. Vulnerable environments/social movements/diasporas/migrations-di-
versity-participation/participation-democracy-citizenry/city 18
11. Advertising 17
12. Aesthetic/s-creativity/creative/creation-art/artistic-design/s 17
13. Public relations-protocol/events-persuasive/persuasion-institutional
relations-public opinion-international relations 15

14. Net/web/internet-social media-big data/data-interactive/interaction | 15
15. Television-programming-spectacularization/spectacle/entertainment | 14

16. History/heritage 12
17. Ethics-deontology/legal/law 12
18. Cine/cinematic/film/photograph/image/imaginary 12
19. Structures/profession/profiles/professionals 11
20. Politics/geopolitics 11
21. Technology/ies 10
22. Politics/communication policy-crisis/conflict/risk 10
23. Economy/economic/s 9
24. Marketing/market/commercialization/commercial/product-promotion | 9
25. Narrative/s-multimedia/transmedia/hypermedia-storytelling 9
26. Literature/rhetoric and semiotics-linguistic/s/language 9
27. Public/audience/consumption/consumer 9
28. Education/educational/educommunication/literacy 8
29. Documentation-librarianship/libraries/information services 8
30. Media/mass media/masses 7
31. Intangibles/reputation/Corporate Social Responsibility/brand equity-
brand 7
32. Gender/woman/youth 6
33. Production/post-production 5
34. Science/scientific 5
35. Sound/sonic-radio 4
36. Humanities/sociology/anthropology/psychology 4
37. Health/sport/environmental 3

Source: prepared by authors.

Finally, with the aim of exploring not only the frequency of terms in iso-
lation but also the relationships between them, Figure 2 represents a semantic
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network generated using the Gephi 0.10.1 software package based on the anal-
ysis of all the words present in the lines of research extracted using Voyant
Tools. The extraction results provided a total of 492 relationships between
pairs of terms that exhibit semantic connections, with these relationships be-
tween terms potentially reflecting common themes. For example, the relation-
ship between «digital» and «communication» might indicate an area with a
shared focus.

The analysis was complemented with statistical information (significance
and correlations between terms) that made it possible to measure the strength
of the relationships and confirm their statistical importance, which was useful for
prioritizing important concepts based on meaningful correlations.

Of all the pairs extracted using Voyant Tools, 26 (5.3%) exhibit a perfect
correlation (1.0) and maximum statistical significance (0.0), while 466 (94.7%)
have correlation values different from 1.0 (perfect correlation) and significance
different from 0.0 (lower values indicate higher significance). This means that
most of the relationships have correlations and significances that are not per-
fect, reflecting variability in the intensity of relationships between terms. How-
ever, the vast majority (493 pairs) have a correlation value higher than 0.5 and
a significance close to 0.0.

In Figure 2 each node represents a term, and the edges represent connec-
tions between them, reflecting the co-occurrence, significance, and correlation
among all terms.
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Figure 2. Semantic Network of Correlation and Significance
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To optimize the results, four metrics were calculated to help explain the

quality of the network, its structure, the central terms, and how the words are
grouped together. The first metric is the average degree (3.844), which indi-
cates that each node has an average of around four direct connections with oth-
ers.
which the nodes are sufficiently connected to form clear clusters without being
saturated, making it possible to identify specific semantic communities. This in
turn facilitates the identification of cross-cutting concepts that integrate gen-
eral thematic areas, such as digitalization, innovation and society.

This points to the existence of a network with moderate connectivity, in
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The second metric is modularity (0.674), which refers to the tendency of
a network to divide into communities or clusters. This value indicates a net-
work with clearly defined semantic communities and coherent subgroups, but
with important connections that reflect interdisciplinary collaboration, as ana-
lysed below.

The third metric, the clustering coefficient (0.254), measures the prob-
ability that a node’s neighbours are connected to one another. This value in-
dicates a low to moderate level of grouping. Adjacent terms are not always
directly connected to one another, suggesting that the clusters are not com-
pletely closed. This favours semantic heterogeneity (so that the terms within
a single cluster are not redundant), which reflects thematic diversity within
the areas of specialization and supports the interconnection of areas rather
than overlapping.

Finally, the fourth metric is density (0.03), for which a high value would
suggest an integrated network. This value indicates a scattered network, which
also reflects a high level of specialization because although the nodes are con-
nected, not all possible relationships are present, reinforcing the idea that
terms only have significant relationships with other relevant terms. Far from
being negative, this avoids semantic noise and ensures that each connection
represents a substantial correlation between clusters without saturating the
network. A low density is therefore consistent with a modular network where
the terms are grouped into different communities with occasional connections
between areas.

In short, in this network the average degree representing moderate
connectivity (3.844) and the modularity suggesting a greater tendency to di-
vide into clusters (0.674) indicate that there are subgroups that are clearly
defined but not isolated, favouring interconnection without sacrificing spe-
cialization. The low-moderate clustering coefficient (0.254) together with the
low density (0.03) reinforce the finding that the key nodes are semantically
relevant and do not have redundant connections, making it possible to clearly
identify areas of interest.

Figure 2 thus shows various clusters (groupings of nodes) that have been
labelled according to their dominant areas:

Audiovisual and cultural cluster (purple), the most numerous (18.75% of
nodes according to its modularity class): this group is the biggest and densest
(providing the most connections between terms) and is concentrated around
terms such as «discourse», «<media», «gender», «image», «diversity», and «con-
tent».
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Corporate communication and journalism cluster (green), representing
16.41% of nodes: this group is created around terms such as «journalistic»,
«marketing», «structures», «consumption», and «effects» and exhibits a high
level of internal cohesion.

Digital technologies and networks cluster (orange), grouping together
14.84% of nodes: this group has moderate cohesion and although it is relatively
compact, its nodes are more connected with other clusters, indicating a role of
interconnection. It is related to terms such as «digital», «<networks», «strate-
gies», «models», and «organization».

Education, culture and ethics cluster (pink), representing 14.84% of
nodes: this group is the smallest and most dispersed; it includes terms such as
«educommunication», «ethics», «cultural», and «literature».

Organizational (institutional, corporate or governmental) communica-
tion structures cluster (red), with 11.72% of nodes: although this group has a
lower internal cohesion, it plays a key role in the analysis. Terms such as «or-
ganization», «markets», and «virtual» point to a focus on the organization and
structures of communication. This cluster appears to be a space of convergence
for concepts associated with the analysis of organizational structures and their
influence on culture, information, and communication.

In addition, Figure 2 shows that although communication studies con-
stantly intersect with fields such as anthropology, economics, digital technolo-
gies, and other social sciences, the discipline maintains its specializations in au-
diovisual communication, advertising, and journalism (Garcia Marin & Salvat
Martinrey, 2022), which are in turn interconnected.

Audiovisual communication: the nodes related to «image», «television»,
and «content» (purple cluster) reflect key aspects of this area and are con-
nected with «cinemay, «networks», «digital», and «strategies» (orange cluster),
reflecting the fact that audiovisual production benefits from digital networks
and technological convergence in the quest for new narratives.

Advertising: the nodes «marketing», «<consumption», «processes», «crea-
tion», and «effects» (green cluster) are directly linked to advertising, which
maintains a relationship with the red cluster (communication structures in or-
ganizations and «markets») and the purple cluster, where advertising plays a
prominent role in processes of audiovisual creation and culture, highlighting
the importance of strategies for the development of the structures of social, cor-
porate, and governmental organizations.

Journalism: the green cluster includes terms such as «journalismy,
«masses», and «media», although «journalism» also appears interconnected
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with the purple cluster (related to audiovisual communication), the red cluster
(related to communication structures and which includes «cyberjournalism»),
and the pink cluster (related to «ethics»). This highlights the fact that journal-
ism as such is not isolated in a single cluster; in fact, it is also close to the orange
cluster (digital technology), reflecting its dependence on digital networks and
technological innovation. Overall, journalism exhibits an interconnection and
cross-cutting relationships in the field of communication as a science, aimed at
the critical deconstruction of information and its structures.

In general, there are clear trends toward an interest in digitalization and
innovation in all disciplines, given that technology, innovation, and society are
common pillars. Although the terms can be grouped together naturally by dis-
cipline (audiovisual, journalism, advertising), the semantic network reveals a
high level of interconnection, geared toward a more integrative practice
adapted to a digitalized and globalized environment.

Certain trends can be identified across the lines of research pursued in
doctoral programs in communication in Spain. These trends reflect the the-
matic priorities of the three pillars of audiovisual communication, journalism,
and advertising, with an emphasis on innovation and the opportunities emerg-
ing in social and digital contexts (Papi Galvez et al., 2019; Franciscato, 2023).

The first trend is referred to here as «Audiovisual Communication and
Digital Narratives». Terms such as «narratives», «cinema», «production», «au-
diovisual», and «image» are close together in the network. There are also sig-
nificant correlations of terms such as «innovation» with «film» (correlation
0.8), referring to how innovation is transforming traditional media. This re-
flects a trend toward new visual languages, transmedia design, and interactive
narratives as strategies to capture audiences on digital platforms, which are re-
lated to technological innovation and digital creation in advertising.

This trend toward new narratives has already begun to appear in schol-
arly output (Vicente Torrico, 2017), although the analysis of traditional audio-
visual narratives and content will also continue to be necessary in order to ex-
amine how certain topics are represented in the media (Hidalgo Mari & Segarra
Saavedra, 2021), in formats such as radio (Repiso Caballero et al., 2011) and
television (Gaitan Moya et al., 2016).

The second trend is labelled «Communication Management in Contexts
of Crisis». The adjacent terms «crisis», «diversity», «politics», and «education»
reveal an interest in the construction of responsible narratives and in ethical
and strategic management of information to combat disinformation and fake
news, exhibiting connections with the analysis of digital discourses and media
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education, as can already be seen in scholarly output, for example, on radio
used for educational purposes (Celaya et al., 2020) and as an instrument of me-
dia education (Marta Lazo et al.,, 2021).

The third trend is labelled «Digital Journalism and New Formats». It is
now a reality that academic research in journalism is gradually abandoning tra-
ditional approaches in favour of empirical studies with complex methodologies
(Martinez Nicolas et al., 2019). In his study of academic articles, Franciscato
(2023) identifies three periods of evolution in this area: the first (1997-2001),
when technological changes are evident; the second (2007-2011), character-
ized by more open definitions of the digital phenomenon; and the third (2017-
2021), where interest turns to digital journalism, with research on «mobile and
immersive journalism», «360-degree video», «virtual reality», «data-driven
journalism», and «automated journalism». In this sense, adjacent terms such as
«disinformation», «<networks», and «texts» reflect an interest in the analysis of
new formats, such as podcasts (Galan Arribas et al., 2018), short videos, data
journalism, and mobile journalism (L6pez Garcia & Vizoso, 2021) and the ap-
plication of Al to journalistic practices (Calvo Rubio & Ufarte Ruiz, 2021; Parratt
Fernandez et al., 2021). Journalism also exhibits a clear convergence with ad-
vertising, in terms of measuring the impact and application of digital strategies
used to expand the reach of the information, as reflected in the relationship of
journalism with the green cluster (advertising).

The fourth trend is referred to as «Digital and Interactive Advertising».
Terms exhibiting close connections include: «strategies» and «networks» (cor-
relation of 1); «advertising» and «effectiveness» (correlation of 1) and «inter-
net» (correlation of 0.7); «digital» and «professional profiles» (correlation of
0.7); and «consumption» and «formats» (correlation of 0.9) and «media» (cor-
relation of 0.7). This reflects clear associations with the use of big data and al-
gorithms to personalize advertising messages, in addition to connections with
production to create effective campaigns. Researchers are therefore exploring
how to enhance the effectiveness of advertising strategies on social media (Lee
et al, 2020) and the way ads are tracked and targeted at users based on their
online behaviour through programmatic advertising (Papi Galvez et al., 2019).
This new type of advertising has revolutionized planning and creation pro-
cesses, increasing the interest in new professional profiles. Lee & Cho (2020)
and Baek (2023) also highlight the growing interest in the impact of Al on the
production and dissemination of advertising, especially in the case of virtual
influencers. Moreover, the relationship between advertising and the produc-
tion of audiovisual and journalistic content should be explored, for example, in
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the context of native advertising and sponsored content (Ahn, 2020). In gen-
eral, the main research trends in advertising are related more to advertising
practices than as a central topic of academic research (Liu et al,, 2021).

The fifth trend is defined as «Ethics and the Regulation of Communication
Strategies». Terms such as «ethics» and «politics» are associated with «adver-
tising» while «organizations» are linked to «markets» (correlation of 1), sug-
gesting an interest in transparency and corporate social responsibility through
regulation to combat questionable practices such as greenwashing. The rela-
tionship between advertising and intangible assets such as corporate social re-
sponsibility are a topic of interest, as brands are now communicating their com-
mitment to social and environmental issues. In this respect, Vifiaras Abad &
Llorente Barroso (2020: 16) point out that intangibles such as «brand, identity,
or corporate reputation have risen to prominence in academic research in com-
munication in a dramatic way.»

Finally, there also appear to be a few cross-cutting trends:

Digitalization and Society: the fact that «innovation», «society», and
«digital» appear in Figure 2 between clusters and connecting them suggests a
trend in research on the social transformations being driven by digitalization,
such as its impact on consumer habits, civic participation, and the analysis of
how technology is redefining social dynamics, with special attention on vul-
nerable groups.

Innovation in communication: «innovation» stands out as a concept that
is interconnected with numerous terms with which it has a significant rela-
tionship. This reveals a trend toward the adoption of innovative approaches
through the use of Al, automation, and new methodologies to optimize com-
munication.

Critical and political analysis: in Figure 2, «politics», «discourse», «educa-
tion», «gender», and «diversity» emerge as areas of interest, reflecting a trend
toward the study of the relationship between communication, power struc-
tures, and the role of communication in building democracy, and in fostering
hate speech and social polarization.

4. Conclusion

With respect to its first objective, this study has identified a degree of interdis-
ciplinarity in doctoral programs that combine communication studies with
other disciplines, particularly information and documentation sciences. How-
ever, the three traditional areas of communication (journalism, audiovisual
communication, and advertising) maintain some consistency around the
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common core of communication studies and in relation to the other social sci-
ences and humanities.

In relation to the second objective, a clear convergence of audiovisual
communication, advertising, and journalism around society, digitalization, and
innovation has been identified in the lines of research analysed. At the same
time, although different approaches are adopted in each area, there are com-
mon points between them, while their scientific connections with other disci-
plines are minimal.

In the case of audiovisual media, there are significant connections that
underscore the importance of new narratives and their use in social education,
with the collaboration between audiovisual narratives and digital advertising
strategies being particularly notable.

Journalism has integrated specialized theories and models that break
with the traditional stability. These will continue to focus on the profession and
on deontology, but with attention to aspects such as crisis management and re-
lationships with vulnerable groups. Challenges faced in journalism research in-
clude data journalism, the battle against disinformation, and the need for veri-
fication methods, which will improve criticism of journalistic practices. Citizen
journalism and the relationship with social media will be other key areas, along
with the adoption of Al in the field.

In the area of advertising, connections have been identified with audio-
visual communication in terms of the necessary relationship between audiovis-
ual narratives and advertising strategies. A connection is also observed be-
tween journalism and market and audience research, which is a new
development. Above all, digitalization has transformed advertising practices,
with programmatic advertising shifting the focus from advertising exposure to-
ward the identification of interest-based profiles.

While this study of doctoral programs has taken a semantic perspective,
it could be complemented with interviews with the designers of the programs
to determine, above all, whether interdisciplinarity is organizational or scien-
tific. It could also be expanded with further analysis of scholarly output and re-
search projects as a way of measuring the impact of researcher training on re-
search results.
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