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Based on both in-class and after-class learning, I believe that the scaffolding theory is the most suitable approach for my current research out of the three theoretical methods. My research focuses on how multinational companies from the UK and Japan communicate through advertisements in a cross-cultural context in China. Using the scaffolding theory, I can gradually develop my study by focusing on areas like advertising strategy (business), advertising content (semiotics), cross-cultural communication (communication studies), and the impact of social media (media studies).

Additionally, I see advertising as one of the most commercially-driven art forms, so starting with theories from business studies and ending with a focus on art and design may best fit my research path.

I believe that blending theories is the most likely approach to lead to transdisciplinary thinking. Transdisciplinary thinking requires integrating ideas and methods from different disciplines to tackle complex research problems, which is precisely the core of blending theories. By combining elements from various theories and fields, blending theories create a framework that transcends the boundaries of a single discipline, bringing new, holistic insights. However, I personally feel that at my current stage of learning, I may not yet be able to use blending theories flexibly. This approach requires a strong background across multiple disciplines and a solid theoretical foundation. More importantly, constructing a theoretical framework of this kind involves creating a unique framework of one’s own, which is very challenging for me at this point. Therefore, as mentioned at the beginning, I have chosen to use scaffolding theory to help me gradually establish my theoretical framework.

If blending theory were to be applied to my research, I believe it could integrate business strategy, cultural studies, and digital media into advertising research, providing a comprehensive understanding of real-world contexts.

