YHUBEPCUTET 3A HAITMOHAJIHO 1 CBETOBHO CTOITAHCTBO

PEIOEH3UA

Or:  Ilpog. 0-p Ceobooka I enuesa Knacosa, YHCC
Hayuna cneyuannocm: Mapkemune

OTHOCHO: JUCepTallMOHEH TPYyJ 3a MPUCHXKAAHE Ha OOpa3oBaTeliHATA M HaydyHa CTENeH
LJIOKTOP* 110 ipoecronanHo HanpasieHue 3.8. IkoHoOMuUKa, TOKTOpCKa Iporpama
,Mapkerunr* 8 YHCC

OcHosanue 3a TIpEACTaBsSHE HA PEIICH3UATA: YYaCTHE B ChCTAaBa HAa HAYYHOTO JKYPH IO
3aluTa Ha AMCEPTAllMOHHUS TpyA cbriacHo 3amoBen Nel751/25.06.2024 r. Ha 3aM.- pekTopa
110 Hay4Hou3ciaenoBatenckara aeitnoct Ha YHCC.

ABTOp Ha qucepTauMOHHMSA TPYA: [lasnuna Kupunosa I onemeuesa

Tema Ha nucepTAMOHHMSA TPYA: M3n0136aHe HA CEH30PHUSL MAPKEMUHE 3a

cv30asane Ha bpano ougpepenyuayus

Hay4yen pbpkoBoauTe: IIpog. 0-p Tamsna Heyesa-Ilopuesa

1. Undopmauus 3a gucepraHTa

JlucepTaHThT ce € o0ydaBaj 0 JOKTOpPCKa Iporpama ,,MapkeTuHr, npopecruoHaIHO
Hanpasiieaue 3.8. koHomuka KM kameopa ,, Mapkemune u cmpamecusecko nianupane” /
gaxynmem ,, Ynpaenenue u aomunucmpayus“ Ha YHCC cwprinacuo 3anosen Ne 940/27.04.2020
r. Ha pektopa Ha YHCC. OOGyueHuero e cyOcuaMpaHO OT Ibp’KaBaTa U € OCBIIECTBEHO B
penoBHa ¢opma npe3 nepuoga 7.04.2020 r. — 7.04.2024 r., cien KoeTo JOKTOpaHTypaTa €
TpaHcpopMmupaHa B 3aouHa ¢popma 1o 12.07.2024 r.

ITaBnuna Kupunosa ['onemeueBa mosiy4aBa OakanaBbpcka CTENeH Mo ,,MapkeTuHr*
mpe3 2018 r., a mpe3 2019 r. npunodbuBa OKC ,,Maructep® mo cnenuaiHocT ,,Pexnamen
MeHHIKMBHT B YHCC.

TpynoBusT i1 oNUT BKIIIOYBA paboTa HA Pa3IMYHU MMO3ULIUU:

e TypHCTHYECKH areHT B bbarapcka komnanus 3a Typussm OO/ — 2018 r;

e  CIEIHATHCT 10 ,,MapkeTHHr — ousHec kiuentu B ,,WHIRLPOOL” Corporation —

oT 2023 r. ¥ TOHACTOSIIEM;

e XOHOpPYBaH IpernojaBaTes B Kareapa ,,MapKeTHHI U CTpaTEern4ecKo IUIaHUpaHe  —

ot 2020 r. m g0 gHEC;

e  y3cienoBareN MO eBpoIeicKu MmpoekT "Jlururanmsanus Ha MKOHOMHUKaTa B cpena

Ha roneMu maHau" — 2023 r.
3aeMaHWTE JTBKHOCTH W3BBH W B HayyHaTa OpraHu3alyus W OCHOBHUTE JCWHOCTH,
u3nbiaHsABaHU OT [laBnunHa I'onemedeBa, ca B 00jacT, KOSTO € B ChOTBETCTBHE C TeMaTa Ha
IFCepPTallMOHHUS TPyA. Te pa3BUBAT OpraHU3alMOHHUTE U KOMYHUKAaTHBHHUTE i CITOCOOHOCTH,
oco0eHO Mo BpeMe Ha paboTara W KaTo NpencTaBUTEN ,,MapKeTHMHI — OM3HEC KIMEHTH 3a
rojxsiMa MeXIyHapoAaHa KoMmnaHws. [IpakTWYecKWsT OMHWT Ha JOKTOpaHTa € OT Moj3a MpHu



pa3zpaboTBaHeTO Ha AmcepTanuoHHUs Tpyd. C HE MO-MaJKO 3HAYCHHE ca TO3HAHHUATA Ha
[TaBnuua ["oslemedeBa 1Mo aHTIIMHACKU U UCIIAHCKHU €3UITH, (CPEIHOTO c 00pa30BaHUE 3aBbpIIBA
B TUMHA3Us C HHTCH3UBHO U3Yy4aBaHEe HA UCMAHCKH €3UK B Ip. Codust), KAKTO U TEXHUUECKUTE I
KoMIieTeHTHOCTH IpHu padoTa ¢ MS Office (Word, Excel, Power Point).

NunuBuayanHusaT yueOCH TUTAH € M3MBIHEH HU3IBUIO OT JUCepTaHTa, KaTo BCUYKU
M3IUTH T10 HETO ca TI0JI0KEHU YCIEIITHO.

2. OO0ma xapakTepuCTHKA HA NMpPeACTaBeHHs UCePTALHOHEH TPYA

B cTpykTypHO OTHOIIEHUE AUCEPTALMOHHUAT TPYA € 0hOpMeH B KilacCMYecKu opmar —
BBBEJICHUE, TPU IJIaBU, 3aKJIIOUEHUE, U3II0JI3BaHA JINTEpPATypa U MPUIIOKEHUS B o0L] 00eM OT
169 cTpanumm. OT TX: OCHOBEH TeKCT — 134 crpanunu; oubnuorpadus — 10 crpanuiy cbe 118
3ariaBus U 13 mpuiokeHWsl W3BBbH TEKCTa — 25 cTpaHMLM. 3a OHAIJIE[sBaHE HA JAHHUTE ca
n3noi3Banu 31 Tabmumm u 34 purypu.

CeH30pHUAT MAapKETUHI € CPAaBHUTEIHO HOBO HAIPABJIEHWE B MAapKETUHIa, HACOUEHO
KBbM H3I0JI3BAHETO HA CETUBHUTE BB3NPHUATHS HA KIMEHTHUTE 3a Ch3/laBaHE HA €MOLIMOHAIHA
Bpb3Ka C KOHKpeTHa Mapka. llpuiokeH Mo mpaBWIHHS HAYUH, CEH30PHUAT MAapKETHUHT
IPEJU3BUKBA 110100psiBaHE HA KIMEHTCKUTE MPEXUBSIBAHMS, YBEJIMYaBaHE HA MPOAAXKOUTE U
MOoICKJIBaHE UMUDKa Ha OpaHjaa.

AKTYaJTHOCTTA Ha TeMaTa Ha JUCEPTALMOHHUS TPYJA ce€ OMpejaess OT BCce IOo-TosisiMaTa
poJIsi, KOSITO ChbBPEMEHHUST OM3HEC OTPEKJa Ha CEH30pHHUS MApKETUHI U MO-KOHKPETHO Ha
HErOBUTE BB3MOKHOCTH 32 KOMILJIEKCHO aHTra)kKMpaHe Ha CEH30PHUTE CTUMYJM B Ipolieca Ha
mudepeHpane W HACHTHQHUKANMs Ha paszaunuHute OpangoBe. [locTaBsHeTO Ha aKIeHTa
BBbpPXY HMPAKTUYECKOTO MU3IMOJI3BAHE HA YOBEIIKUTE CETHBA KATO CEH30PHU MPEKUBSBAHMS, 3a
Jla ce TIOCTUTHE OpaHn nTudepeHranys Ha XUIepMapKeTHTe 3a Obp30000POTHU CTOKH, MPABH
TeMaTa 3HAYHMA.

CpaBHUTEIIHO OrpaHMYEHUTE HAY4YHM M3CJIEBAaHUS B CBETOBHaTa U ObJrapckara
MKOHOMMYECKA JIUTEpaTypa, KaKTO M JIMICaTa Ha NPEIXOAHM INPOYYBAaHUSA OTHOCHO
M3MOJI3BaHETO HAa CEH30pPHMS MapKeTHMHI 3a IOCTUraHe Ha OpaHj audepeHuuanus ot
KOMIIAaHUUTE, onepupaly B bbarapus, oCMHUCIAT BCEKH OMMT J1a ce J00aBAT HOBH TEOPETHUHU
BIDKIAHMSI, KOUTO IIPOBEPEHH MO EMIIMPHYEH ITbT, J1a JTOMPUHECAT 3a MPaBUIIHOTO YIpaBJICHHE
Ha CEH30pHUS MapKETHHT.

CnenoBarenHo TeMaTa Ha AMCEpTalMsITa € CHOJywIMBO M30paHa. Ts e mo akTyajeH u
ACHO (OpMyNTUpaH MKOHOMHMYECKH, B YaCTHOCT MAapKETHHIOB MpoOjeM, KONTO MMa BakKHO
MPaKTUYECKO 3HAYCHHUE.

Ienra Ha QucepTallMOHHUSA TPyZA € Jla C€ M3Cle[Ba INpaKkTUKaTa Ha IpUIaraHe Ha
CEH30pPHMSI MAapKETUHI BBbB BEPUTUTE XHUIEPMAPKETH 3a OBP3000OPOTHH CTOKM M JAa ce
YCTaHOBH BIIMSISIT JIU CEH30PHHUTE €JIEMEHTH 3a Ch3/laBaHe Ha OpaH] nudepeHuuanusaTa. 3a
pealM3upaHe Ha IIOCTABEHaTa L]l ca OYEPTaHW B JIOTMYECKA IIOCIEJOBATEIHOCT IIET

u3ciaenoBareicku 3anauM. [loctaBeHata uen u ¢GopMyIupaHHUTE 3aJadd C€ MOCTUraT OT
NO3UIMATA Ha M3CJeJ0BaTeIcKaTa Te3a, 3a 4YHETO JIOKa3BaHe ce IposepsBar 4
U3CIIEI0BATEIICKH XUTIOTE3H.

B cpoTBETCTBHE C BB3NPHUETUTE LEN U 3aJaud AMCEPTAHTHT ONpercis o0eKra Ha
u3cleBaHeTO — OpaHIOBETEe XHUIEPMapKeTH 3a Obp30000pOTHU CTOKM B bwarapus u mo-
KOHKpeTHO Ton 5 Bepurute xunepmapkeru Kaydmnann, Jlumi, bumia, Merpo u ®aHTtacTuko,
KaKTO ¥ HEroBHsI NpeaMeT — pOJsTa Ha 3pEHUETO, 3ByKa, MHUpHCa, BKyca M Jomupa 3a
pasrpaHMuyaBaHe Ha pa3IMYHUTE OpaHJOBE XHUIEpMapKeTd 3a ObP3000OPOTHHM CTOKH B
boarapus.



Henara, 3anaunTe, H3cae10BaTEJCKATA Te3a U M3AUTHATHTE XUIIOTE3H €a TOYHO U
SICHO 04ePTaHH, a 00eKTHT U NPeJIMeThT Ca NPABUJIHO AeUHUPAHM.

[Ton3BaHuAT OT JOKTOpaHTa OMOIHOrpadcKu amapar € chCTaBeH oT 118 3armaBusi, oT
KoUTO 98 ca Ha meyaTHM M3JaHUs OT CIeLUalu3upaHara JMTepaTypa, a ocraHanute 20 ca Ha
MHTEPHET M3TOYHMLM. 15 ca mpou3BeldeHHsATa Ha KUpwIMLa U 83 Ha JIAaTUHULIA, KOETO €
O0sICHUMO TMpelBUJ, OCKBJIHHUTE H3CIEABaHMA B bbiarapus mo BuU3MpaHaTa NpoOsieMaTHKa.
bubmmorpadckara crpaBka mokasBa, a HAUMHBT Ha MOJHACSHE Ha MHPOpPMaNuUsATa B X0Ja Ha
U3JI0KEHUETO, MOTBbpXKJIaBa Jo0paTa JMTepaTypHa OCBEIOMEHOCT Ha aBTopa Ha
aucepTaumoHHust Tpynd. llpaBu BriedaTiieHHMEe CIOCOOHOCTTa Ha JOKTOpPAHTa Jia OCMHUCISA U
noJylara Ha KPUTUYEH aHAJIN3 ChIIECTBYBALIUTE HAayyHU Te3UM U Ja 00OCHOBaBa COOCTBEHM
CTaHOBHIIA 110 BCSAKA €HA OT TSIX.

3. OueHka HA NOJYy4YeHUTE HAYYHH M HAYYHO-TIPUJIOKHH Pe3yJITaTH

Hayynara HOBOCT Ha M3CIEIBAaHETO C€ ChCTOM B O0OraTsBaHe Ha pa3OMpaHETO 3a
npujaraHe Ha CeH30PHHS MapKETHUHT B KOHTEKCTa Ha Bpb3KaTa My ¢ OpaHIMpaHETO Ha MpUMepa
Ha KOPIIOpaTHBEH OpaHj. 3a YCIENIHO pelllaBaHe Ha MOCTAaBEHUTE B JIUCEPTAIIMOHHUS TPYI
W3CJIEIOBATEIICKH  33/1a4d, aBTOPBT W3IMOJI3Ba KOHKPETHO W30paHM HaydyHH METO.H,
OCHUTYPSIBAIIIM U3BBPIIBAHE HA IPEIIU3CH aHAIN3 U OLICHKA.

TeopernunuTe, METOAOIOTMYECKH M MPAKTUYECKH HAYYHH W HAYyYHO-TIPUIOKHU
pe3yATaTh Ha JUCEPTALMOHHUS TPYJ C€ OTKPHBAT B HETOBOTO ChIIbPKAHHUE.

BbBeaeHHeTo ChIbpKa OCHOBHUTE PEKBU3UTH, KOUTO C€ M3UCKBAT MPH OPOPMSIHETO Ha
JMCEPTALMOHHUS TPYIl, @ UMCHHO — aKTYaJIHOCT U 3HAYMMOCT Ha TeMaTa, 00EKT, IpeMET, Te3a
1 pabOTHU XUIOTE3U, KOUTO 0siXxa KOMEHTHpaHU Beue. OCBEH TOBa B HETO € [T0Ka3aHa IIPABUIIHO
n30paHaTa METOMOJIOTHS Ha W3CJICABAHETO (M3CIICAOBATEIICKU IOAXOJ W H3CIICAOBATEIICKU
METO/H), KAKTO U OTPAaHHYCHHSTA TPE HEeTo.

IIbpBa riaBa e MOCBETEHA HA TEOPETUYHM BBIIPOCH HAa CEH30PHUS MAapKETUHT M OpaH.l
mudepeHnmranuaTa. JJOKTOpaHThT aHANIM3Upa TojsiM Opoil TUTepaTypHH W3TOYHHIIM, KaTO Ce
0a3upa Ha MHOXKECTBO LIUTHUPAHMS, 3a J1a Pa3KpHUe CHITHOCTTA HAa CEH30pPHHUS MAPKETHHI U Ha
Opanna. Habmsara BbpXy ChIBp)KaHUETO HA MOHSATHETO MYJITHCEH30PEH MApKETHUHT W MOJ3UTE
OT HeroBoto npuiarade. [IpencraBs xoHuenuure 3a Opanj AudepeHuuanusTa, KaTo OTAeNs
nmo100aBaIo MACTO Ha KOPIIOPATUBHUS OpaH/I.

B mbpBa rnaBa e HampaBeH cHCTEMaTU3MpaH 0030p Ha TEOPETHMYHHUTE U EMIMPUYHU
pa3paboTKH B JBETEC HAYYHU OOJIACTH — CEH30PEH MAPKETHHT W OpaH[ IudepeHIranus, KOUTo
4YecTo ce cpemar B OOIM HAayyHH M3CIEABAHMS IOpaau CBOsATa OOLa MPHIOKUMOCT.
[TocoueHOTO € OCHOBaHME 32 U300p Ha TeMmara Ha TUCEPTAIMOHHUS TPYH. B cpaBHUTENEH miaH
€ JIeMOHCTPHPAHO M3IOJ3BAaHETO Ha IIeTTe CETUBHU €JeMEHTa OT TOI 5 Bepurure
XUMnepMapkeTH 3a 0bp30000poTHH cTOKH. B kpast Ha riaBara [1aBiauna ['onemeueBa popmymnupa
0000111eHus, BBPXY KOUTO CTHIIBA NIPH pEATU3UPAHETO Ha CAMOTO M3CJIE/IBaHE.

Hayuno-npunooscnume pesyimamu 6 nvpea 2naga mozam 0a 6v0am cucmemamusupau
maka:

® obOocamssane HA MeOPUAMA 34 CHUHOCMMA, CLbOBPHCAHUEMO U Cheyuukama Ha

CeH30pHUs Mapkemune u Ha Opaumoa. Kamo cmwnea evpxy npedcmasenume
OoepuHUYUY 3a CEeH30peH MAapKemuHs, aemopwvm 2u 00e0uHssa U npeonaza ceos
Odepunuyus. Yoeoumennu ca u apeymenmume 8 noja3a HA HAU-4ecmo cpewanume
cvbuemaHus mexcoy elemMeHmume 3peHue U 36yK, Npuiacavu 8 MyJMmuceH30pHUs
maprkemune. Uumepecnu ca pazepanuuenume 6 Tabnuya 1 enemenmu na 6panoa,



3ae0HO0 ¢ OepuHuyuume 3a MAX, KAKMO U OYEPMAHUs Npoyec HA KOPROPAMUBHUSL
opanoune. Cucmemamuzupanu ca Kpumepuume 3d Cb30d6aHe HA YCHEUeH
0v120CpOUeH Opano.

® 0000wasane Ha meopemuyHume U eMRUPUYHU U3CTe08aHUsl 6 obracmma Ha

CEeH30pHUsL MapKemuHe u Opano ougpepenyuayusama. Jlokazana e noazama om
U3NOI36AHEMO HA CEH30PHUs MapKemuHe 3a 6pano ougepenyuayus. Ycmanogena e
JUNCama Ha NpaKkmudecko NpoyuyeaHe y HAC GbpXYy GUUPAHAMA NPOOIEMAMUKA U
HeoOX00UMoCm om maxosaa.

BrB BTOpa riaBa ce W3SACHABA METOJOJIOTHSTA HA H3CIEIBAHETO OTHOCHO
MIPUJIOKCHUETO Ha CEH30PHUSI MAPKETHHT ¢ 1€ TocTUraHe Ha Opana nudepeHnuanus ot Tom 5
Bepurute 3a Obp30000poTHU CTOKM B bbarapus. OOocHOBaBa ce HEOOXOAMMOCTTA OT
MPOBEXKIAHETO HA JBy(a3zHa H3CIEIOBATENICKA MPOrpamMa, KOSTO BKIIOYBA KOJUYECTBEHO H
KayecTBEHO m3cliieaBaHe. [IbpBUAT eTam € HacoueH KbM WH(pOpPMAIMOHHATA 00E3MEUYECHOCT Ha
pa3paboTeHHsI UHCTPYMEHT 3a ChOMpPaHe HAa KOJUYECTBEHU JaHHU. M30paHusT U apryMeHTHPaH
OT JIOKTOpaHTa METOJ 3a ChOMpaHe Ha JIaHHW 3a Ka4eCTBEHOTO W3CJICABAHE € JIBJIOOYHMHHO
WHTEPBIO, KOMTO € OT rpynara Ha GopMyJaTUBHUTE MeTOAM. Upe3 mpeasiokeHOTO PHKOBOJICTBO
3a (OKyCHpaHO IBJIOOYMHHO HMHTEPBIO CE JaBa OTrOBOP Ha BBIPOCH, Kacaelld HeroBaTta
OpraHm3anys, B T.4. KpUTEPHH NPU WU300p HA PECIOHICHTH, IMOATOTOBKA M TPOBEXKIaHE Ha
WHTEpBIOTaTa, o00paboTka Ha cbOpaHata wuHpopManusa. WMubopmamnusara, cbOpaHa ot
JTBIIOOYNHHUTE HHTEPBIOTA, CIIOMara 3a TeHepUPAHETO Ha UJICH 32 pa3pa0d0TBaHEe Ha BHIIPOCHUK
3a chOMpaHe Ha JaHHHU.

BbB BTOpHMS eTam Ha KOJMYECTBCHOTO W3CIEABAHE CE€ OINpeaesaT IenTa u
W3CJICIOBATEIICKUTE BBIIPOCH, KOUTO Ca B OCHOBaTa Ha JcGHUHUpAHHUTE PabOTHU XHUIIOTE3H.
Mapkupar ce OINOpPHHWTE TOYKH TPU ONpEJCIITHEe Ha IejieBara ChBKYMHOCT M obema Ha
u3Bagkata. [lpeayara ce moaxosi HHCTPYMEHTApUYM 3a CbOMpaHe Ha JIaHHUTE Ype3 OHJIAiH
aHKeTa C BBIPOCHHK. BBIPOCHUKHT 32 KOJUYECTBEHOTO H3CIEABaHE € pa3paboTeH clej
BHUMATEIHHS aHAIU3 Ha OTTOBOPUTE HA CIEUUAIMCTUTE MO MAapKETHUHT, B3€lIH Yy4acThe B
KaueCTBEHOTO u3cienBane. [locouBar ce m METOIMTE 3a CTaTUCTHYECKa 00pabOTKa Ha TaHHUTE.
3a ompenensiHe Ha neMorpadckus Tpodua Ha PECHOHACHTUTE W OOIIKWTE HAaBHIIM Ha
MOTPEOUTENUTE 3a Ma3apyBaHe B XUIIEPMAPKETUTE, CE M3IOJI3BA JECKPUIITHBHA CTATHCTHKA HA
€IHOMEPHHM YECTOTHU pa3MpesielieHus, a 32 yCTaHOBSIBaHE Ha BIMSHUETO HA E€JIEMEHTUTE Ha
CCH30pHHUS MapKETHHT BBpPXY OpaHa AudepeHIuanusaTa Ha XHUIIEPMAPKETHTE CE HW3I0JI3Ba
CTaTHCTUYECKa MPOBEPKa HA XUMOTE3U Upe3 XU-KBaApaT aHaJIH3.

Hayuno-npunooicen pesynmam 6v8 6mopa enasa e papabomeHusm memooudecKku
UHCMPYMEHMAapPUyM 3ad KAYeCmeeHO U KOIUYECMBEHO U3CAe08AHe HA 6Pb3KAMA ,,CEH30PeH
Mapkemune — Opano ougepenyuayusn’’ Ha xunepmapkemume 3a ObP3000OPOMHU CHMOKU.
Konyenmyannusm moden Ha emnupuuHomo usciedéane 0000wasa Kuo4osume 6bnpocu,
PA3ACHEHU 8 MEeOPemuUYHama Yacm u e 006pa 0CHOBA 3d He2080MO YCHEUWHO NPOBENCOAHe.

B Tpera riiaBa e HanpaBeH aHAIU3 HA PE3yATATHTE OT KQU€CTBEHOTO M KOJIMYECTBEHOTO
n3cieBaHe M ca (GopMyJHpaHu W3BOIU OT TaX. Cropes BCHYKH PECIIOHACHTH CEH30PHUST
MapKeTHHT IToMara u uMa BOJIEIa Pojisl IpU Ch3aaBaHeTo Ha Opaua nudepennuanus. Hacokurte
Ha M3JI0)KEHUETO B TPETa IJIaBa ce OYepTaBaT OT IPOBEpPKaTa Ha YCTUPUTE PAOOTHU XUTIOTE3H C
MOMOIITa HA MOAXOMSI CTATUCTUYECKH WHCTPYMEHTapuyM. Tpu OT XHIIOTE3UTE Ca HAIMBIHO
MOTBBPJICHH, a €Ha € OTXBBPJICHA, KOETO € OTPa3eHO BBHB (DOPMYIHpAHUTE 3aKIIOUYCHUS.
Cropen 3all0o’K€HUTE M U3CJIEIBAHM XHUIOTE3HW CE JI0OKa3Ba, UY€ TPHU OT H3CIECABAHHUTE CETHBA
OKa3BaT BIMSHUE OTHOCHO OpaHja Ju(epeHIMANUATA CIPSIMO Pa3TUYHHUTE XHUIICPMApKETH 3a



0bp30000poTHH CTOKK. ToBa ca IBETOBETE B HWHTEPUOpPA, MYy3HKaTa M JOMUPBT, TOKATO
apomarbT He U audepeHnupa. M3BexnaT ce NpaKTHYECKM HACOKM 3a IMpHIAraHe Ha
€JIEMEHTUTE Ha CEH30PHHS MAapKETHHT BBHB BEPUTHTE 3a OBP3000OPOTHH CTOKH. 3acimyxaBa
BHUMaHHE DPEUICHHETO Ha JIOKTOpPAHTa Ja CPaBHU JaHHUTE 33 MPAKTUYCCKUTE HACOKU C
JAHHUTE OT aHKETHOTO MPOYyYBaHE. Y CTAHOBSBA CE€, Y€ JAaHHUTE, IMOJYYCHH OT TECTBAHETO Ha
MPAaKTUYECKUTE HACOKU Ype3 JONMHUTBAaHE M HAOJIOJCHUS HA KMBO B M3CJICABAHUTE TET 00EKTa
Ha XWIIEPMApKETH 3a OBP3000OPOTHU CTOKH, MOTBBPKAABAT MOJNYUYCHUTE PE3YJITAaTH OT
AHKETHOTO TPOYYBaHE, KOETO MOKa3Ba ChOTBETCTBHEC HA MHEHUATA HA KIIMEHTHUTE, MOITBIHUIH
aHKeTaTa OHJIAWH U Ha KIMCHTHTE, Ma3apyBalld HA )KUBO B 0oOekTHTe. TecTBaHeTO MpoBepsiBa U
MOTBBP)KAaBa TOYHOCTTa HA W3BEJICHHUTE IPAKTUYECKH HACOKH, KOETO € OT 3HA4YeHHUE 3a
BB3MPUEMAHETO U MPUJIAraHETO UM OT XUIIEPMAPKETHUTE 32 OBP3000OPOTHU CTOKH.

Hayuno-npunoosicnume pezyimamu 6 mpema 21aeéda ca YCNeWHOmMo anpooupane Ha
MEemoOUu4ecKus UHCMPYMEHMApUym U CUCMeMamusupane Ha NpaKmuiyecku HACOKU  3d
npunaeane Ha eieMeHmume Ha CEeH30PHUsL MApKemuHe 6vb8 eepucume 3a O0vp30000pomHU
CMOKU.

JlMcepTalMOHHUAT TPYJ 3aBbpPIIBA ChC 3aKJIHYEHHE, B KOCTO ca 0OOOIICHW Haii-
BOKHUTE AKIICHTH OT U3JI0KECHUETO.

CvOovporcanuemo Ha OUCEPMAYUOHHUSL MPYO Ce OMIAUYABA C U3CAe008AMENCKAMA CU
HACOYeHOCm U NPULONCHA opuenmayus. B He2o ca omKkpoeHu AcHu yenu, eledHama mouka Ha
aemopa u He Ha NOCIeOHO MACMO OOCMbNEH CMUl Ha uziodiceHue. Memoodonocusma Ha
uzcneosame no360.146a NOCMueane Ha NOCMABeHama yei U noIy4asane Ha a0eK8ameH Ome080p
Ha 3adayume, pewlasaHu 6 oucepmayuoHuus mpyo. Habopvm npunosicenuss nooxpensm
MHEHUemo 3a 3a0blO0YEeHOCMMA HA OOKMOPAHMA NPU OCHLUECMmBABAHe HA NPOYYEAHEmoO.
Cuumam, ue dechunupanume yen u 3a0a4u Ha OUCEPMAYUOHHUSL MPYO CA NOCTMUSHAMIU.

4. OueHka Ha HAYYHUTe U HAYYHO-TPHJIOKHH NPHUHOCH

[TonuepranuTe HAyYHU pE3yNTaTH MpPHU OLEHKA HA ChIbP/KAHUETO HA JAUCEPTAlMOHHUS
TPYA MUMaT XapakTep Ha MPUHOCH OT TEOPETUYHO (IIbpBa IJ1aBa), METOAO0JIOTMYHO (BTOpa IJ1aBa)
U TpPUJIOKHO (Tpera TjaBa) €CTECTBO. 1€ ChOTBETCTBAT HANBJIHO HAa IOCTUTHATHTE OT
JOKTOpaHTa TEOPETUYHH, METOHOJOTMYECKM U IPAaKTUYECKHM NPHUHOCH, TIOCOYEHU B
aBTopedepara. [lo Moe MHeEHMe, NMPUHOCHUTE ca peaHU, OOEKTHBHO OTpa3sBaT OCHOBHHTE
IIOCTH)KEHUS B LSJIOCTHOTO M3CIEABAaHE M OTrOBapAT HAa M3UCKBAHMATA HAa JUCEPTALMOHHMUS
TPYZ 3a IPUCHXK/IaHE HA HAyYHATa CTETEeH JOKTOpP.

5. Ouenka Ha Ny0JTUKAIMUTE MO JUCEPTANUATA

[TaBnuna 'onemeueBa MMa 4 myOMUKaUM MO TeMara HAa JUCEPTALIMOHHUA TpyA — 2
CTaTUM U 2 JOKJaja. 3aryiaBUsTa Ha CTaTMMTE ca: ,,BiausHue Ha eneMeHTUTe Ha CEH30pHUs
MapKEeTUHT BBPXY MOTpeduTenckoTo mnosereHue™, Hayuen Bekrop Ha bankanurte, Tom 4 u
“Ilpunarane Ha eMOLIMOHAJIEH OpaHIUHT 3a Ch3/laBaHE Ha OpaH] 1oBepue U OpaH] JIOSITHOCT,
bankancko HaydyHO 00o03peHue, ToM 5. Yuactuero i B MexIyHapoaHa HaydyHa KOH(pepeHIus
,CTpaTernyecko IaHupaHe u mapkeTtuHr B aururtanHusa csiat, UK — YHCC, e ¢ Hay4uHu
nokmamu: ,,CeH3opeH MapKeTHHT B aurutanHus cBat, 2022 r. u ,U3cneaBane Ha
MOMYJISIPHOCTTAa HA CEH30pHAaTa AMTMTAIHA TEXHOJIOTUA ,,.BUPTyalHO npoOBane™ B bbirapusa®
2023 r. [loOpo BmewarieHHe MpaBH, 4Ye JOKIAJAUTE ca B KOH(EpEeHLMH, OpraHu3UpaHU OT
Karenpa ,,MapKeTHHT U CTPATETNYECKO IIaHUpaHe , KOETO MOAYepTaBa aHTaKUPAHOCTTA i KbM
pabotara Ha Kartenpara.



Bcuuxku  nybnukayuu  cvovpocam — coujeCmeeHu  npobaemu U - peyimamu - Om
uscneoganusama 6 oucepmayuornHus mpyo. Kamo obem u kauecmeo nyoruxayuume
cvomeememeam Ha usuckeanuama 3a noayuasare na OHC ,,0oxkmop ‘. Mooiwce 0a ce npueme,
ye me ca 0ocmamvyHu no Opou, 3a 0a ocucypsim nyOIUYHOCH HA OCHOBHUME MOMEHMU Om
oucepmayuoHHUsL mpyo.

6. Ouenka Ha aBTOpedepaTa

[IpencraBenusT aBropedepar Ha AUCEPTALMOHHUS TPYA € B 00eM OT 43 cTpaHuIM U €
pa3paboTeH B CHOTBETCTBHE ChC 3aKOHOBHUTE M3MCKBAaHUS 32 HEroBOTO odopmsne. ChUIHAT
0Tpa3sBa KOPEKTHO JUCEPTALIMOHHUS TPYJ B CTPYKTYPHO U ChIABPKATEIHO OTHOILIEHUE. B Hero
NPELU3HO U B CUHTE3UPAH BHUJ Ca OTPA3eHH: LEIUTE U 3aaYylTe Ha U3CIEIBAHETO; OOCKTHT H
npeIMeThbT Ha W3CIE[BAHE; H3CIEe[OBaTeICKaTa Te3a; METOJOJIOTUsATa Ha H3CIE/IBaHE;
AKLIEHTUTE Ha OTJICITHUTE IJIaBU; IPUHOCUTE HA aBTOPA.

Ilocouenomo mu 0asa ocHogaHue 3a NOJONCUMENHA OYeHKA Ha asmopedepama.

7. KpuTnyHuU 0ejIesKKH, MPeNnopbKU U BHIPOCH

HsmaMm KkpuTHUHU OeNexKu.

MmaM  M3BECTHM CBMHEHMS OTHOCHO  pa3rpaHUYUTENIHUS  KPUTEPHH  Mexay
TPaJULIMOHHUSI MAapKETUHT U CEH30PHMS MapKETHHI, KOMTO € M3BeJeH Ha 0a3a CpellaHUTE B
crielMaNu3upaHara JuTepaTypa MHEHHUS.

Crnopen aBTOpa pelieHusaTa 3a NOKyIKa Ipu TpaJuLMOHHNS MapKETHUHI ca Ha 0a3aTa Ha
palMoHaIHU MPOLECH, a NIPH CEH30pHUS MAapKETHHI Ha 0a3ara Ha €eMOLUUTE, KOUTO U3IMUTBAT
NOTPeOUTENUTE MO/ BIUSHUE HA CEH30pHH CTUMYJH. COMAaTUYHHUTE MapKepH U OTJICIAITHUTE
HEBPOHHM, KAKTO M HEBPOMAPKETHUHI'BT, JAEMOHCTPUpAT pOJsATa HAa MO3bYHHMTE MPOIECH,
€MOLIMUTE U Pa3yMbT BbPXY MOBEACHUETO HA MHIUBUIYATHUTE MOTPEOUTENH B KIACHUUYECKUS
MapKeTUHT. B ChIIOTO BpemMe U NpU CEeH30pPHMS MAapKETHHI HE MOXeE Jla Ce pa3yuTa caMo Ha
€MOLIMOHAJIHUTE BPB3KHU, KOUTO MOTPEOUTENAT ch3naBa ¢ Opanga. CEeH30pHUST MapKETUHT
aHra)xupa ceTHBaTa Ha IMOTPeOMUTENNTE M BIUSE€ BBPXY TAXHOTO BB3NPUATHE, MpPELEHKa U
noBeneHue. EnBa mu obaue Moke Ja ce eMMMUHUpa Bb3AEHCTBUETO HA LiEeHAaTa M Ha JIPYrd
palMOHAIHU CTUMYJIM BbPXY PELIEHUETO 3a MOKYIKa (B U3CIEABAHETO LIEHATA € I0COYEHa KaTo
€IMH OT KPUTEPUHUTE, KOUTO MMOTPEOUTENUTE OTYUTAT NpPU Ma3apyBaHE BBB BEPUTUTE 3a
O0bp30000poTHH CcTOKHM). [IpemopruBaM B ObJemie AOKTOPAHTHT Ja Pa3sLIMpPU M 3a(bJIOOYH
M3CIeABaHMATA CU 32 PelllaBaHe Ha MOCOUYEHUS Ka3yc.

IIpenBua orpaHWyeHusATa B M3CIEABAHETO W HEJOCTaThYHMA Opoil myOiukanmuu B
crenuguuHara cgepa Ha CEH30pPHHUS MApKETUHT, TOW MpeJICTaBIsIiBa €IHO OJaro/aTHO MoJie 3a
[I0-HATaTbhIIHU U34BH HA JOKTOPAHTA.

8. 3akuouenue

[TaBmnaa KupmiioBa ['onemedeBa ce mnpeactaBs € JAUCEPTALMOHEH TPYH, KOWTO
ChOTBETCTBA HAa U3MCKBAHUATA HA 3aKOHA 32 Pa3BUTHE HA aKaJEMUYHMS ChCTaB 3a MPUCHKIAHE
Ha HayyHaTta CTeneH ,,JOKTOop'. PeleH3HpaHusAT IUCEePTAllMOHEH TPYyd € 3aBbPIICHO,
CaMOCTOSITEITHO PeaTM3UPaHO 3a1bJIO0YEHO U T0OPOCHBECTHO HAyYHO M3CIe/IBaHE M0 aKTyaleH
U sicHO (OpMYJITHpaH UKOHOMHYECKH mpooOsieM. [locTaBeHuTe 11€1M U 3a7a4M ca U3MBJIHCHU. B
mporeca Ha apryMeHTHpaHeTo Ha (¢opMyinMpaHaTta Te3a ca U3BEIACHH TEOpPETHKO-
METOJIOJIOTUYECKU U METOJAMYECKH KOHCTPYKILIUU, HAKOU OT KOUTO UMAaT XapaKTep Ha HaAy4YHU U
HAyYHO-TIPWIOKHH TpuHOCH. Te oborarsBaT Hay4yHOTO 3HaHHWE B O0JIaCTTa HA CEH3O0PHHUSA



MapKeTHHI B KOHTEKCTa Ha Bpb3KaTa My ¢ OpaHAMpaHETO W MOAIOMAarar YIpaBJICHCKaTa
MapKeTHMHIOBa MpaKTUKa NpPHU HU3MOJ3BAaHE Ha €JIEMEHTUTE Ha CEH30pPHUS MAapKETUHT 3a
Ch37aBaHe Ha OpaH MudepeHIIHAIINS.

JexnapupaMm cBosiTa MOJOXKUTEJIHA OLIEHKAa W HM3Ka3BaM ChIVIACUETO CU Ja Oble
IpUChAEHA OOpa3oBaTenaHarTa U HayyHa creneH "noktop" Ha [laBnuna Kupuiosa 'onemeueBa B
npodecuoHaHO HanpasieHue 3.8. IkoHoMuKa, TOKTOpcKa mporpama ,,MapKeTuHr.

/MIpod. n-p CBoboaka Kinacosa/
20 romu 2024 / rp. Codust



UNIVERSITY OF NATIONAL AND WORLD ECONOMY

REVIEW

From: Prof. Dr. Svobodka Gencheva Klasova, UNWE
Research specialty: Marketing

Subject: Dissertation thesis towards educational and scientific degree "Doctor", Professional
Field 3.8 "Economics", Doctoral programme "Marketing" at UNWE

Reason for submitting the review: participation in the scientific jury for the defense of
the dissertation according to the Order Ne 1751/25.06.2024 of the Vice-Rector for Scientific
Research of the UNWE.

Author of the dissertation: Paviina Kirilova Golemecheva
Dissertation Topic: Using Sensory Marketing to Create Brand Differentiation
Scientific supervisor: Prof. Dr. Tatyana Netseva-Porcheva

1. Information about the dissertant
The dissertant has studied in the doctoral program "Marketing", professional field 3.8.
Economics at the Department of Marketing and Strategic Planning / Faculty of Management
and Administration of UNWE according to the Order Ne 940/27.04.2020 of the Rector of
UNWE. The training is subsidized by the state and is carried out in full-time form during the
period 07.04.2020 — 07.04.2024, after which is transformed into part-time form until
12.07.2024.
Pavlina Kirilova Golemecheva received a Bachelor's degree in Marketing in 2018 at the
UNWE and in 2019 she obtained a Master's degree in Advertising Management also at the
UNWE.
Her work experience includes working in various positions:
e travel agent in Bulgarian Tourism Company Ltd — 2018;
o specialist in Marketing — Business Clients at WHIRLPOOL Corporation - from
2023 to present;

e part-time Lecturer at the Department of Marketing and Strategic Planning — from
2020 to present;

o researcher on the European project "Digitalization of the Economy in a Big Data
Environment" — 2023.

The positions held outside and within the scientific organization and the main activities
performed by Pavlina Golemecheva are in a field that is consistent with the topic of the
dissertation. They developed her organisational and communication skills, especially during her
work as a Marketing — Business Clients representative for a large international company. The
PhD student's practical experience has been helpful in the development of the dissertation.
Pavlina Golemecheva's knowledge of English and Spanish languages is of no less importance
(she completed her secondary education in a high school with intensive Spanish language



studies in the town of Sofia), as well as her technical competences in working with MS Office
(Word, Excel, Power Point).

The individual study plan has been fully implemented by the dissertant and all exams
have been successfully passed.

2. General characteristics of the submitted dissertation

Structurally, the dissertation is organized in a classical format — introduction, three
chapters, conclusion, references and appendices in a total of 169 pages. Of these: main text —
134 pages; bibliography — 10 pages with 118 titles and 13 appendices outside the text — 25
pages. 31 tables and 34 figures are used to illustrate the data.

Sensory marketing is a relatively new area of marketing that focuses on using customer's
sensory perceptions to create an emotional connection with a specific brand. Applied in the
right way, sensory marketing drives improved customer experiences, increased sales and a
stronger brand image.

The relevance of the topic of the dissertation is determined by the increasing role that
modern business assigns to sensory marketing and, in particular, to its opportunities for complex
engagement of sensory stimuli in the process of differentiation and identification of different
brands. The emphasis on the practical use of the human senses as sensory experiences to achieve
brand differentiation of FMCG hypermarkets makes the topic significant.

Relatively limited research in the global and Bulgarian economic literature, as well as
the lack of previous studies on the use of sensory marketing to achieve brand differentiation by
companies operating in Bulgaria, make any attempt to add new theoretical views that, verified
empirically, contribute to the proper management of sensory marketing.

Therefore, the topic of this dissertation is well chosen. It is on a topical and clearly
formulated economic, in particular marketing, problem that has important practical
implications.

The aim of this dissertation is to investigate the practice of sensory marketing in fast
moving consumer goods hypermarket chains and to determine whether sensory elements
influence the creation of brand differentiation. Five research tasks are outlined in a logical
sequence to realize the objective. The stated aim and formulated tasks are achieved from the
position of the research thesis, for the proof of which 4 research hypotheses are tested.

In accordance with the adopted aim and objectives, the dissertation defines the object
of the research — the fast moving consumer goods hypermarket brands in Bulgaria and more
specifically the top 5 hypermarket chains Kaufland, Lidl, Billa, Metro and Fantastico, as well
as its subject — the role of sight, sound, smell, taste and touch in distinguishing the different
fast moving consumer goods hypermarket brands in Bulgaria.

The aim, objectives, research thesis and hypotheses are precise and clearly
outlined, and the subject and object are properly defined.

The bibliographic apparatus used by the doctoral student is composed of 118 titles, of
which 98 are printed editions of the specialized literature and the remaining 20 are Internet
sources. There are 15 works in Cyrillic and 83 in Latin, which is understandable given the
scarcity of research in Bulgaria on the subject. The bibliographical reference shows, and the
way of presenting the information in the course of the exposition, confirms the good literary
awareness of the author of the dissertation. The doctoral student's ability to reflect and critically
analyze existing scientific theses and to justify his own.

3. Evaluation of the obtained scientific and applied results

The scientific novelty of the research enriches the understanding of the application of
sensory marketing in the context of its relationship with branding on the example of a corporate
brand. In order to successfully solve the research tasks set in the dissertation, the author used



specifically selected scientific methods, ensuring the performance of precise analysis and
evaluation.

The theoretical, methodological and practical scientific and applied results of the
dissertation are found in its content.

The introduction contains the basic requisites required in the formulation of the
dissertation, namely — relevance and significance of the topic, subject, object, thesis and
working hypotheses, which have already been commented. In addition, it shows the proper
choice of research methodology (research approach and research methods) as well as the
limitations facing it.

The first chapter is devoted to theoretical issues of sensory marketing and brand
differentiation. The PhD student analyses a large number of literature sources, drawing on
multiple citations to reveal the essence of sensory marketing and branding. It focuses on the
content of the concept of multisensory marketing and the benefits of its application. Introduces
the concepts of brand differentiation, giving due prominence to corporate branding.

Chapter 1 provides a systematic review of the theoretical and empirical developments
in the two research areas of sensory marketing and brand differentiation, which are often found
in common research due to their general applicability. The aforementioned is the basis for the
choice of the dissertation topic. The use of the five sensory elements of the top 5 FMCG
hypermarket chains is demonstrated comparatively. At the end of the chapter, Pavlina
Golemecheva formulates generalizations on which she builds the research itself.

The scientific-applied results in the first chapter can be systematized as follows:

« enriching the theory of the nature, content and specificity of sensory marketing and
branding. Building on the presented definitions of sensory marketing, the author
integrates them and proposes his own definition. The arguments in favour of the
most common combinations of the elements sight and sound applied in multisensory
marketing are convincing. Of interest are the brand elements distinguished in Table
1, together with their definitions, and the outlined process of corporate branding.
The criteria for creating a successful long-term brand are systematized.

* summarizing the theoretical and empirical research in the field of sensory
marketing and brand differentiation. The usefulness of using sensory marketing for
brand differentiation is demonstrated. The lack of practical research in our country
on the above-mentioned issues and the need for such research is established.

Chapter 2 clarifies the research methodology regarding the application of sensory
marketing to achieve brand differentiation from the top 5 FMCG chains in Bulgaria. It justifies
the necessity of conducting a two-phase research programme that includes quantitative and
qualitative research. The first phase focuses on the information security of the developed
quantitative data collection instrument. The method chosen and argued by the PhD student to
collect data for the qualitative research is the in-depth interview, which is from the group of
formative methods. Through the proposed guide for the focused in-depth interview, questions
concerning its organization are answered, including criteria for selecting respondents, preparing
and conducting the interviews, and processing the collected information. The information
gathered from the in-depth interviews helps to generate ideas for the development of a data
collection questionnaire.

In the second stage of the quantitative study, the purpose and research questions that
form the basis of the defined working hypotheses are identified. The reference points for
defining the target population and sample size are highlighted. An appropriate instrument for
data collection via an online questionnaire survey is proposed. The questionnaire for the
quantitative study was developed after careful analysis of the responses of the marketers who
participated in the qualitative study. The methods for statistical data processing are also
indicated. Descriptive statistics of univariate frequency distributions are used to determine the



demographic profile of the respondents and the general shopping habits of consumers in
hypermarkets, and statistical hypothesis testing using Chi-square analysis is used to establish
the influence of sensory marketing elements on brand differentiation of hypermarkets.

The scientific and applied result in chapter two is the developed methodological toolkit
for qualitative and quantitative research of the relationship "sensory marketing — brand
differentiation” of FMCG hypermarkets. The conceptual model of the empirical study
summarizes the key issues explained in the theoretical part and is a good basis for its successful
implementation.

Chapter 3 analyses the results of the qualitative and quantitative research and draws
conclusions from them. According to all respondents, sensory marketing helps and plays a
leading role in creating brand differentiation. The direction of the presentation in chapter three
emerges from the testing of the four working hypotheses using appropriate statistical tools.
Three of the hypotheses are fully confirmed and one is rejected, which is reflected in the
conclusions formulated. According to the set and tested hypotheses, three of the studied senses
are proven to be influential regarding brand differentiation towards different FMCG
hypermarkets. These are interior colours, music and touch, while aroma does not differentiate
them. Practical guidelines for applying the elements of sensory marketing in FMCG chains are
derived. Noteworthy is the doctoral student's decision to compare the data on practical
guidelines with the survey data. It is found that the data obtained from testing the practical
guidelines through survey and live observations in the five FMCG hypermarkets studied
corroborates the results obtained from the survey, indicating consistency of the opinions of
customers who completed the survey online and customers who shopped in person at the
hypermarkets. The testing verifies and confirms the accuracy of the practical guidelines derived,
which is relevant for their adoption and implementation by FMCG hypermarkets.

The scientific and applied results in the third chapter are the successful approbation of
the methodological toolkit and the systematization of practical guidelines for the application of
the elements of sensory marketing in FMCG hypermarket chains.

The dissertation ends with a conclusion that summarizes the most important highlights
of the paper.

The content of the dissertation is distinguished by its research focus and applied
orientation. It highlights clear objectives, the author's point of view and last but not least an
accessible presentation style. The research methodology allows to achieve the set goal and to
obtain an adequate answer to the problems solved in the dissertation. The set of appendices
support the opinion about the thoroughness of the PhD student in carrying out the research. |
believe that the defined aim and objectives of the dissertation have been achieved.

4. Evaluation of scientific and applied contributions

The scientific results highlighted in the evaluation of the dissertation content are of
theoretical (chapter one), methodological (chapter two) and applied (chapter three) nature. They
are fully in line with the theoretical, methodological and practical contributions made by the
doctoral candidate, as outlined in the abstract. In my opinion, the contributions are real,
objectively reflect the main achievements in the overall research and meet the requirements of
the dissertation for the award of the degree of Doctor of Science.

5. Evaluation of the dissertation publications

Pavlina Golemecheva has 4 publications on the topic of the dissertation — 2 articles and
2 reports. The titles of the articles are: "Influence of Sensory Marketing Elements on Consumer
Behavior", Scientific Vector of the Balkans, Volume 4 and "Applying Emotional Branding to
Create Brand Trust and Brand Loyalty", Balkan Scientific Review, Volume 5. Her participation
in the International Scientific Conference "Strategic Planning and Marketing in the Digital



World", Publishing Complex — UNWE, with scientific papers. It makes a good impression that
the papers are in conferences organized by the Department of Marketing and Strategic Planning,
which underlines its commitment to the work of the Department.

All publications contain significant issues and results of the research in the thesis. In
terms of volume and quality, the publications meet the requirements for obtaining a PhD. It can
be assumed that they are sufficient in number to provide publicity to the main points of the
dissertation.

6. Evaluation of the abstract

The submitted abstract of the dissertation is 43 pages long and is developed in
accordance with the legal requirements for its formatting. It correctly reflects the dissertation
in terms of structure and content. It accurately and in a synthesized form reflects: the aims and
objectives of the research; the object and subject of the research; the research thesis; the research
methodology; the highlights of the individual chapters; the author's contributions.

The foregoing gives me grounds for a positive evaluation of the abstract.

7. Critical comments, recommendations and questions

I have no critical comments.

I have some doubts about the differentiation criterion between traditional marketing and
sensory marketing, which is based on opinions found in the specialist literature.

According to the author, purchase decisions in traditional marketing are based on
rational processes, while in sensory marketing they are based on the emotions experienced by
consumers under the influence of sensory stimuli. Somatic markers and mirror neurons, as well
as neuromarketing, demonstrate the role of brain processes, emotions, and reason on the
behavior of individual consumers in classical marketing. At the same time, sensory marketing
cannot rely solely on the emotional connections that consumers make with brands. Sensory
marketing engages consumer's senses and influences their perception, judgement and
behaviour. However, the impact of price and other rational stimuli on the purchase decision can
hardly be eliminated (the study identifies price as one of the criteria that consumers consider
when shopping in FMCG hypermarket chains). I recommend that in the future the PhD student
broaden and deepen his research to solve the above case study. Considering the limitations of
the research and the insufficient number of publications in the specific field of sensory
marketing, it represents a fertile field for further appearances of the PhD student.

8. Conclusion

Pavlina Kirilova Golemecheva presents a dissertation that complies with the
requirements of the Academic Staff Development Act for the award of the scientific degree
"PhD". The peer-reviewed dissertation is a complete, independently realized in-depth and
conscientious scientific research on a topical and clearly formulated economic problem. The set
aims and objectives have been fulfilled. In the process of the argumentation of the formulated
thesis theoretical-methodological and methodological constructions have been brought out,
some of which have the character of scientific and scientific-applied contributions. They enrich
the scientific knowledge in the field of sensory marketing in the context of its relationship with
branding and support managerial marketing practice in using the elements of sensory marketing
to create brand differentiation.

I declare my positive evaluation and give my consent to award the educational and
scientific degree "doctor" to Pavlina Kirilova Golemecheva in the professional field 3.8.
Economics, doctoral programme "Marketing".

20 July 2024 / Sofia Reviewer:......c..ccceeunne.
/Prof. Dr. Svobodka Klasova/



