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1. Ooma undgopmauus

Hacrosmero craHoBHUIllE € W3TOTBEHO B H3NBJIHEHHE Ha 3anoBex No

1751/25.06.2024r. na Pextopa Ha YHHMBEPCHTET 3a HAI[MOHAJIHO M CBETOBHO

CTOINIAHCTBO, OTHOCHO YTBBPKAABAHC Ha CbHCTAB HA HAYYHO XYpH, KOCTO da

IPOBEJIC 3aceaHue 3a 3allliTa Ha JUCEPTallMOHEeH TPy Ha TeMa ,,J3mon3Bane Ha

CEH30pHHUS MapKeTHHI 3a Cbhb3/laBaHe Ha Opanj audepeHnuanus ¢ aBTOP

[TaBnuna Kupunosa ['onemeueBa, peioBeH TOKTOPAHT KbM KaTenpa ,,MapKeTUHT

U CTPATETMYECKO IUIaHHpaHe*. 3a 1eiTa ca MU MPEJOCTaBEHU ChOTBETHUTE

MaTepuaiy, B T. 4. JUCEPTAIMOHHUAT TPy, aBTopedepar, HuTupaHara 3arnoBe,

HY6J'II/IK8,LII/II/I Ha AOOKTOpaHTa M T.H. Bcuuku Te MMOOTACIHO W B CBBKYIIHOCT



OTTOBApPAT HAIIBJIHO Ha 3dKOHOBUTC HW3MCKBAHHA MW TCKYIIATa IIPAKTHUKA Ha

OBITapCKUTE YHUBEPCUTETH.

2. O0eKT, mpeaMeT, eJIM U 3a1a44 HA U3CJIeIBAHETO

O0ekT Ha u3cinenBaHe ca OpaHAOBETE XUIIEPMApPKETH 32 ObP30000POTHH
cToku B bbiirapus u mo-KoHKpeTHO Tom 5 Bepurute xunepmapkeru Kaydnang,
JIupn, bumna, Metpo nu ®antactuko. Ilpeamer Ha u3cieaBaHe € poJiATa Ha
3pEHUETO, 3ByKa, MUPHUCA, BKyca U JONHpa 3a pa3rpaHUYaBaHe Ha pPa3IMYHUTE

6paHIIOBe XHUIICPMAPKECTH 3a 6’bp30060p0THI/I CTOKH B B’bJIFapHH.

HeﬂTa Ha OJUCCPTAMOHHUA Tpyd € Hda CC H3CJICABA IIPAKTHKATa Ha
npujarads€ Ha CCH30PHHA MAPKCTHHIT BbB BCPUTHUTC XUIICPMAPKCTH 34
6’bp30060pOTHH CTOKHK U Oa CC YCTAHOBH BJIMAAT JIM CCH3OPHUTC CICMCHTH 3ad

Chb31aBaHC Ha 6paH,u ,Z[H(bepeHHHaI_[I/IHTa.

3a pCalIM3nupaHeTO Ha IOCTaBCHATa HCJI CC TIOCTaBAT CJICAHUTC

H3CJICA0BATC/ICKH 3aJadH:

* J1a C€ U3SCHHU B TCOPETHUYCH ACIIEKT CHITHOCTTA HA CCH30PHUSI MAPKETHUHT
u Opana nudepeHImanusTa;

* 71a ce pa3paboTH METOO0JIOTHS 32 KAYeCTBEHO U KOJIMYECTBEHO U3CIIe/IBaHE
OTHOCHO TPWJIAraHETO Ha CEH30PEH MAapKETHHI B XWUIIEPMAPKETHUTE 3a
O0BP30000POTHU CTOKH 3a Ch3JjaBaHe HA OpaH AU epeHITNAITIS;

* Ja C€ YCTAaHOBHW KOM Ca Hal-4€CTO M3IOJI3BAHUTE CCH30PHU C€JIEMEHTH BB
BEPUTHUTE XUTIEPMAPKETH 32 ObP30000POTHU CTOKH;

* Jla ce M3CielBa Bph3Kara MEXIy CCH30PHHTE CJIEMEHTH M CTEICHTa Ha
nudepeHImalys Ha OpaHI0BeTe XUIEPMapKeTH 32 ObP30000POTHH CTOKH

B bbirapus;

= Ja CC U3BCAAT IPAKTHYCCKH HACOKH OTHOCHO IIPHJIAraHCTO Ha CCH3O0PCH

MAapKETUHI' B MAPKCTUHTA HA XUIICPMAPKCTHUTC.



3. H3caenoBaTeicku moaxona, u3cjaeaoBarTrej/iCka 1Te€3a U XMIIOTE3H Ha

AUCEPTANNOHHHUSA TPYA

N3caenoBareckara Te3a ¢, 4e MpaBHIHaTa KOMOMHAIIMS OT IIPHJIaraHe Ha
CEH30pHM MApPKETUHTOBH €JEMEHTH BBB BEPUTUTE XUIEPMApKETH 32
ObpP30000OPOTHH CTOKM BOAM J0 TOCTUraHe Ha OpaHn audepeHnUanus B
Ch3HaHUETO Ha moTpeduTesiss. OCHOBHUTE M3CJIEI0BATEJCKH XHIIOTE3M, KOUTO

IMOoAJICIKAT Ha IMMPOBCPKA B JUCCPTALIMOHHUA TPY/ Ca:

H1: IlBeroBere B wuHTEepuopa JudepeHIUpaT pa3IUIHUTE OpaHI0BE

XUIMEPMapPKETH 32 ObP3000OPOTHH CTOKHU.

H2: My3ukara pudepeHnupa pazTuyHUTE OpaHIOBE XUIIEPMApPKETH 3a

OBbP30000POTHU CTOKH.

H3: Apomarsr pudepeHuupa pa3iuyHUTE OpaHAOBE XHUIIEPMapKeTH 3a

OBbP30000POTHU CTOKH.

H4: Jlomupsr nudepenuupa paszaudyHUTe OpaHIOBE XHUIIEPMapKeTH 3a

OBbpP30000POTHU CTOKH.

H3caenoBaTecku Moaxos

Mertonrkara Ha WU3CIE€IBAaHETO BKJOYBA JBy(hazHa H3cieqoBaTeICcKa
nporpaMa, KOSITO HWHTETpUpa KauyeCTBEHO MW KOJIMYECTBEHO W3CIICABAHMUS.
N3cnenoBaTenckuaT METOJ MpH KAayeCTBEHOTO M3CIIEABAHE € JAbJIOOYHHHO
MHTEPBIO, a MPU KOJIMYECTBEHOTO € CTPYKTYpHUpPaHa MEPCOHAIHA OHJIAH aHKETa.
I'onemuHara Ha u3BajaKara IpU KAa4ECTBEHOTO M3CIEABAHE € 5 PECIOHICHTH —
€KCIEPTH, CIEMATUCTH, aHaJTU3aTOPU U MEHUKbPH B cepaTra Ha MapKETHUHTa,
a IpU KOJIMYECTBEHOTO € 220 PECNOHIEHTH — KIMEHTH Ha XUIEPMApKETUTE 3a

OBpP30000POTHU CTOKH.



4. CTpPyKTypa H ChAbp:KAHUE HA TMCEPTALMOHHUS TPYI

IIbpBa rnaBa (TEOPETUYHU ACTIEKTU HA CEH30PHUS MAPKETUHI 1 BPAH/T
JINOEPEHIIVAIIMATA) € MOCBETEHA Ha CHIIHOCTTa HAa CEH30PHUS MApPKETUHT U
Opann audepeHnUanusaTa. B Hes ce TPencTaBsIT pa3nyHU JACPUHUIINN 32
CEH30pPEH MapKEeTUHT U Opani. M3gcHIBAT ce XapaKTepUCTUKUTE HA OTACIIHUTE
UM eneMeHTU. Pa3kpuBa ce ChABpPKAHHUETO HAa TOHSATHETO MYJITHUCEH30PEH
MapKeTHUHT U C€ M3BEXKJAT IMOJIBUTE OT HEroBOTO mpmiaraHe. lIpenctaBsT ce
KOHIIENIIMUTE 3a Opanj audepeHnuanus 1 KoprnopatuBeH Opanna. Hampasen e
CHUCTEMAaTHU3HpaH 0030p Ha TCOPETUYHUTE W EMITMPUYHHU Pa3pabOTKH B JBETE
Hay4HH 00JacCTH — CEH30pEH MapKEeTUHT U Opany audepenuanus. O6ocHoBaHa
€ BB3MOXHOCTTA 3a MpUJIaraHe Ha CEH30PHUS MapKETUHT 3a MOCTUTaHe Ha OpaH/
nudepeHImanys B T.4. B JUruTagHa cpena. Pasraexaar ce B CpaBHUTENEH IIaH
U3IOJI3BAHETO HA METTE CETUBHU €JIEMEHTA OT TOIl 5 BEPUTUTE XUTIEPMAPKETH 32
OBP30000POTHU CTOKH.

Bropara rmaBa (METOJOJIOTHS HA WM3CJIEABAHETO OTHOCHO

N3IIOJI3BBAHETO HA CEH30PEH MAPKETHUHI' 3A CB3JJABAHE HA BPAHJ
JUOEPEHIIMALIA OT TOII 5 BEPUTMTE 3A BBP30OOBOPOTHM CTOKU B

BBJITAPUS) € MOCBETeHa Ha METOJOJIOTHATAa Ha U3CIEABAHETO OTHOCHO
IOPUJIO)KEHUETO Ha CEH30PHHUS MAapKeTUHI ¢ IeJl IOCTUraHe Ha OpaHj
nudepeHumanus OT TOI 5 BepUTruTe 3a ObP30000POTHM CTOKM B bhirapus.
Ob6ocHOBaBa ce HEOOXOAMMOCTTa OT MPOBEXAAHETO Ha  JBy(Qa3Ha
M3CIIE0BATEIICKA [Tporpama.

B Tpera miaBa (PE3VJIITATU OT W3CJIEABAHETO OTHOCHO
N3IIOJI3BBAHETO HA CEH30PEH MAPKETUHI' 3A CB3JAABAHE HA BPAH/
JUOEPEHIIMALINA OT TOII 5 BEPUIMTE 3A BHP30OOBOPOTHM CTOKU B

BBJII'APHSI) ce mpaBy aHAIN3 HA PE3YATATUTE OT KQUECTBEHOTO U KOJIMYECTBEHOTO
u3cienBaHe M ce ¢GopMynupar M3BOAM OT TAX. M3BbpIIBa ce crarucTudecka
MIPOBEPKA HA XUIIOTC3UTE, 3aJI0’)KCHU B JIMCCPTALIMOHHUSA TPYH, 3a Ja CC YCTAaHOBU

TAXHOTO IMOTBBPKACHNUC NN OTXBBPJISAHEC. HSBC)KI[&T CC IPAKTUYCCKHU HACOKH 3a



npuwjarads€ Ha CIICMCHTHUTC Ha CCH30PHHUA MAPKECTUHI' BbB BCPUIHMTC 3a

OBP30000POTHU CTOKH.

5. ABrtopedepar

Ha BTOpOTO 00CHXK1aHEe TOKTOpaHTKAaTa € MpeAcTaBmiIa aBTopedepaT, KOUTO
OTroBapsi Ha U3UCKBaHUATA. B HETO BAPHO ca OTpa3eHU OCHOBHHUTE MTOCTAHOBKU

N KOHICIIINWU B MUCCPTANUATA, KAKTO U HEHHAaTa CTPYKTYypa.

6. Hayunu u HayYHO-NIPUJIOKHHM NPHUHOCH

ABTOpKaTa € mpcacraBujia IPHUHOCUTC HA AUCCPTAOIMOHHUA TPYyA IIO0

CIIeTHUS HAUUH:

1. PaBIHI/IpeHO 1 000raTeHo € pa36HpaHeT0 3a HM3II0JI3BAHCTO Ha CCH30PHHU

€JIEMEHTH 3a Ch3/1aBaHe Ha OpaHa qudepeHInanus.

2. PazpaboreH u anpoOWpaH € METOAUYECKH HWHCTPYMEHTApUYyM 3a
KaueCTBEHO M KOJMYECTBEHO U3CJe/BaHE Ha Bpb3Kara ,,CEH30PEH
MapKeTUHT — Opan] nudepeHnranms‘ B KOHTEKCTa Ha XUIIEpMapKeTUTe 3a

OBbpP30000POTHU CTOKH.

3. ®opmynupaHu ca MPAKTUYECKH HACOKHM 3a NPHWJIATAaHETO HA CEH30pPEH

MapKETUHT OT XUIIEPMAPKETUTE 3a ObP30000POTHU CTOKH.

Kato penensent npuemam taka GopmMyJaMpaHuTe NPUHOCH — CHUUTAM,
Yye Te PeATHCTUYHO OTPA3sABAT HAYYHUTE H HAYYHO-NIPUJIOKEHHUTE

MOCTHMIKCHHUS HA NTOKTOPAHTKATA.

7. IlyOnukanuu mo TeMara Ha JUCEPTALNMOHHUSA TPYI

I[OKTOpaHTKaTa € InpcacraBujia CICIHUTEC HY6HI/IK3HI/II/I, CBbpP3aHU C

JIUACEPTAUOHHUS TPYA:



L Cmamuu

1. EBtumosa, I1. (2020). BiusiHue Ha €I€MEHTUTE HA CEH30PHUS MAPKETHHT
BBPXY MOTpeOUTENICKOTO NoBeaeHue. Hayuen BekTop Ha bankanure, Tom
4, Ne 4(10), 2020, ctp. 85-90, ISSN (print): 2603-4840, ISSN (online):
2683-1104, DOI: 10.34671/SCH.SVB.2020.0404.0013,
<https://'www.elibrary.ru/item.asp?id=44315992>

2. Ertumona, II. (2021). Ilpunarane Ha eMOIMOHAJeH OpaHIUHT 3a
Ch3JlaBaHe Ha OpaH] JoBepue U OpaH]a JOSUTHOCT. bajikaHCKO Hay4YHO
o6o3penue, Tom 5, Ne 1(11), ctp. 55-58, ISSN (print): 2603-4867, ISSN
(online):  2683-1082, DOI:  10.34671/SCH.BSR.2021.0501.0009
<https://www.elibrary.ru/item.asp?id=44951382>

1.  Hayunu ooxknaou

1. Eprumona, II. (2022). CeH30peH MapKETHUHT B JWTUTAIHUS CBAT, B:
MexayHnaponHa HaydyHa koHpepeHuus ,,CTpaTerMuyecko IUJIaHUpaHE U
MapkeTuHr B aurutanaus ceat, UK — YHCC, ctp. 324-330, ISSN (print):
2815-3812, ISSN (online): 2815-3820.

2. Ertumosa, II., (2023). N3cneaBane Ha MOMyJSIPHOCTTa HA CEH30pHATa
JUTUTAIHA TEXHOJIOTHsS ,,BUPTyallHO TmpoOBaHe* B bhiarapus, B:
MexnayHnaponna Hay4yHa KoHdepeHIus ,,CTpaTeruyecko IUIaHUpaHe U
MapkeTuHr B aurutannus ceat, UK — YHCC, ctp. 168-176, ISBN 978-
619-232-725-5

B 3akirouenre Moxe Ja ce Kaxke, 4e MpeICTaBEeHUTE HAyYHU MyOJIUKaIUU
OTTOBApSAT KAaKTO B KOJMYECTBEHO, Taka M B Kauye€CTBEHO OTHOIICHHE Ha
m3uckBanugTa Ha 3PACPDB kakTo n Ha m3uckBanuara Ha YHCC 3a 3aemane Ha

HAay4YHH 3BaHHA U NIPUCHKIAHC HA HAYYHH TUTIIM.



8. Kpl/ITH‘lHI/I 0eJ1e:KKH U BBIIPOCHA KBM JTOKTOPAHTaA

Karo unen Ha HayuHoto >xypu 0ux rickan aa 3agam Ha [laBnuna ['onemedeBa

CJIEIHUSI BBIIPOC:
Kax eudcoa ponama na censopnusi mapkemune 6 ounaiin cpeoa?

Kputnunu 6enexxku HIMaMm.

9. 3akjuyeHue

[IpencraBeHUSAT 3a pELEH3UpPAHE IUCEPTALMOHEH TPyH NpEIcTaBisBa
M3CJIEIBAHE HA AKTyaJleH W 3HA4MM, KaKTO 3a aKaJIEeMUYHUTE CPEIu, TaKa U 3a
ousHeca, Bbpoc. [I[puHocuTe Ha aBTOpa B METOAMYEH U METOANYHO-TPUIIOKEH
acmekT oOoraTsBaT 3HaHHMATA B oONacTra Ha MapketuHra. Jlucepramusirta
OTroBaps Ha W3UCKBAHUATA HAa 3aKOHA 3a Pa3BUTUE HA aKaJEeMUYHUS ChCTaB B
PenyOnuka bbiarapus, kKakTo M Ha U3MCKBAHUATA Ha YHUBEpPCUTETa 3a
HallMOHAJIHO U CBETOBHO CTONIAHCTBO, MOPAIH KOETO NMPEAJIaraM Ha YJIeHOBETe
Ha yBaxkaemoro HayuyHo Kypu ga npucbast o0OpasoBarejiHATaA M HAy4Ha
CTeneH ,,JOKTOP® MmO JOKTOpCcKa mporpama ,,Mapkerunr® Ha IlaBiuna

Kupuiosa I'oiemeuena.

Coghus ABTOP HA CTAHOBHUIIETO: +vvverrereosrerocnnsconns

27.08.2024 /mpo¢. n-p Xpucro UBanos Karpanaxuen/
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REGARDING: Dissertation work on topic "Using Sensory Marketing to
Create Brand Differentiation”

CANDIDATE: Pavlina Kirilova Golemecheva, applying for an
Educational and Scientific degree "Doctor" in
Professional Field 3.8 Economics, Doctoral Programme
"Marketing"
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1. General information

This statement is prepared in compliance with Order No. 1751/25.06.2024.
of the Rector of the University of National and World Economy, regarding the
approval of a composition of a scientific jury to hold a meeting for the defense of
a dissertation work on the topic "Using Sensory Marketing to Create Brand
Differentiation" with author Pavlina Kirilova Golemecheva, full-time doctoral
student at the department "Marketing and Strategic Planning". For this purpose, |
have been provided with the relevant materials, including the dissertation work,
abstract, the cited order, publications of the doctoral student, etc. All of them
individually and collectively fully meet the legal requirements and the current

practice of Bulgarian universities.



2. Object, subject, aim and tasks of the research

The object of research are the fast-moving consumer goods (FMCG)
hypermarket brands in Bulgaria and more specifically the top 5 hypermarket
chains Kaufland, Lidl, Billa, Metro and Fantastico. The subject of the study is
the role of sight, sound, smell, taste and touch in distinguishing the different

brands of fast-moving consumer goods (FMCGQG) hypermarkets in Bulgaria.

Aim and objectives of the thesis

The aim of the dissertation is to investigate the practice of implementing
sensory marketing in fast-moving consumer goods (FMCG) hypermarket chains

and to determine whether sensory elements influence brand differentiation.
To realize the set goal, the following research tasks are set:

» to clarify in a theoretical aspect the essence of sensory marketing and brand
differentiation;

» to develop a methodology for qualitative and quantitative research on the
application of sensory marketing in FMCG hypermarkets to create brand
differentiation;

» to find out which are the most frequently used sensory elements in FMCG
hypermarket chains;

» to investigate the relationship between the sensory elements and the degree

of differentiation of hypermarket brands for FMCG in Bulgaria;

» to derive practical guidelines on the application of sensory marketing in

hypermarket marketing.



3. Research approach, research thesis and dissertation hypotheses

The research thesis is that the right combination of applying sensory
marketing elements in fast-moving consumer goods (FMCG) hypermarket chains
leads to the achievement of brand differentiation in the mind of the consumer. The
main research hypotheses that are subject to verification in the dissertation work

arc:

H1: Colors in the interior differentiate the different brands of FMCG
hypermarkets.

H2: Music differentiates the different brands of FMCG hypermarkets.
H3: Aroma differentiates the different brands of FMCG hypermarkets.

H4: Touch differentiates the different brands of FMCG hypermarkets.

Research approach

The research methodology includes a two-phase research program that
integrates qualitative and quantitative research. The research method for the
qualitative research is an in-depth interview, and in quantitative research it is a
structured personal online survey. The size of the sample in the qualitative study
is 5 respondents — experts, specialists, analysts and managers in the field of
marketing, and in the quantitative study it is 220 respondents — customers of

FMCG hypermarkets.

4. Structure and content of the dissertation

The first chapter (THEORETICAL ASPECTS OF SENSORY MARKETING AND
BRAND DIFFERENTIATION) is devoted to the essence of sensory marketing and brand
differentiation. It presents various definitions of sensory marketing and branding.

The characteristics of their individual elements are clarified. The content of the

10



concept of multisensory marketing is revealed and the benefits of its application
are shown. The concepts of brand differentiation and corporate branding are
introduced. A systematic overview of the theoretical and empirical developments
in the two scientific fields — sensory marketing and brand differentiation has been
made. The possibility of applying sensory marketing to achieve brand
differentiation in a digital environment is justified. The use of the five sensory
elements of the top 5 FMCG hypermarket chains is examined in a comparative
plan.

The second chapter (RESEARCH METHODOLOGY ON THE USE OF
SENSORY MARKETING FOR CREATING BRAND DIFFERENTIATION FROM THE
TOP 5 FAST-RELEASING GOODS CHAINS IN BULGARIA) clarifies the research

methodology regarding the application of sensory marketing in order to achieve
brand differentiation from the top 5 FMCG chains in Bulgaria. The need to
conduct a two-phase research program is justified.

The third chapter (RESULTS OF THE RESEARCH REGARDING THE USE OF
SENSORY MARKETING FOR CREATING BRAND DIFFERENTIATION FROM THE
TOP 5 FAST CHAINS IN BULGARIA) analyzes the results of the qualitative and

quantitative research and formulates conclusions from them. A statistical check of
the hypotheses set out in the dissertation is carried out in order to determine their
confirmation or rejection. Practical guidelines for implementing the elements of

sensory marketing in FMCG hypermarket chains are derived.

5. Abstract

At the second discussion, the doctoral student presented an abstract that met
the requirements. It faithfully reflects the main statements and concepts in the

dissertation, as well as its structure.

11



6. Scientific and applied contributions

The author has presented the contributions of the dissertation as follows:

1. The understanding of the use of sensory elements to create brand

differentiation is expanded and enriched.

2. A methodological toolkit is developed and tested for qualitative and
quantitative research of the relationship "sensory marketing — brand
differentiation" in the context of fast-moving consumer goods (FMCGQG)

hypermarkets.

3. Practical guidelines have been formulated for the implementation of

sensory marketing by fast-moving consumer goods (FMCG) hypermarkets.

As a reviewer, I accept the contributions formulated in this way — I
believe that they realistically reflect the scientific and scientific-applied

achievements of the doctoral student.

7. Publications on the subject of the dissertation

The PhD student presented the following publications related to the

dissertation work:

L Articles
1. Evtimova, P. (2020). Impact of Sensory Marketing Elements on Consumer
Behavior. Scientific vector of the Balkans, Volume 4, No. 4(10), 2020, pp. 85-
90, ISSN (print): 2603-4840, ISSN (online): 2683-1104, DOI:
10.34671/SCH.SVB.2020.0404.0013
<https://www.elibrary.ru/item.asp?id=44315992>
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2. Evtimova, P. (2021). Applying emotional branding to create brand trust and
brand loyalty. Balkan Scientific Review, Volume 5, No. 1(11), pp. 55-58, ISSN
(print): 2603-4867, ISSN (online): 2683-1082, DOI:
10.34671/SCH.BSR.2021.0501.0009

<https://www.elibrary.ru/item.asp?id=44951382>

Il.  Scientific reports

1. Evtimova, P. (2022). Sensory marketing in the digital world. International
scientific conference "Strategic planning and marketing in the digital
world", PC — UNSS, pp. 324-330, ISSN (print): 2815-3812, ISSN (online):
2815-3820.

2. Evtimova, P., (2023). Study of the popularity of the sensory digital
technology "virtual try-on" in Bulgaria. International Scientific
Conference "Strategic Planning and Marketing in the Digital World", PC
— UNSS, pp. 168-176, ISBN 978-619-232-725-5

In conclusion, it can be said that the presented scientific publications meet
both quantitatively and qualitatively the requirements of the Law on the
Development of the Academic Staff in the Republic of Bulgaria as well as the
requirements of the UNWE for holding scientific titles and awarding scientific

titles.

8. Critical notes and questions for the PhD student

As a member of the Scientific Jury, | would like to ask Pavlina Golemecheva
the following question:

How do you see the role of sensory marketing in the online environment?

| have no critical notes.

13



9. Conclusion

The dissertation submitted for review is a study of a current and significant
issue for both academia and business. The author's contributions in a methodical
and methodical-applied aspect enrich knowledge in the field of marketing. The
dissertation meets the requirements of the Law on the Development of the
Academic Staff in the Republic of Bulgaria, as well as the requirements of the
University of National and World Economy, therefore I propose to the members
of the esteemed Scientific Jury to award the educational and scientific degree

"Doctor" in the doctoral program ''Marketing" to Pavlina Kirilova

Golemecheva.
Sofia Author of the statement: ..........cceovvvnnenens
27.08.2024 /Prof. Dr. Hristo Ivanov Katrandjiev/
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