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1. O6ma undopmanus

HacTtosuweTto cTtaHoBulEe € M3roTBeHa B M3nbiiHeHMe Ha 3anoBepn Ne

1750/25.06.2024r. Ha PekTopa Ha YHMBEpPCUTET 3a HaAUMOHANIHO U CBETOBHO

CTONAHCTBO, OTHOCHO YTBbp)AaBaHe Ha CbCTaB Ha Hay4HO Xypw, KOeTo Aa

nposene 3acefaHune 3a 3allluta Ha AuceptaunMoHeH Tpyd Ha TeMa

.floTpebutenckn Harnacu crnpsaMo UHAGMAYEeHCHP MapKkeTuHra“ ¢ aBTop

PapocTtuH I_GODI'I/IGB EneHkos, peanoseH AOKTOPaHT KbM KaTenpa ,,MapKeTI/IHF n

cTpaTermyecko nnaHuvpaHe®. 3a uenta ca My MpefoCTaBeHU CbOTBETHUTE

martepwanu, B T. 4. AMCEPTAUMOHHUAT Tpya, asTopedepar, uutupaHarta



3anoBepj, r|y6nm<au,v|v| Ha [OOKTOpaHTa U T.H. Bcuukn Te nootaenHo v B

CbBKYMNMHOCT OTroBapAtT HamMbJIHO Ha 3akKOHOBUTE W3UCKBaAHUA W TeKyllaTta

npakTMka Ha GbnrapckuTe YHUBEPCUTETH.

MpeacTaBeHUAT 3a peLieH3npaHe ancepTaumMoHeH Tpya e pa3paboTeH B

obem o1 189 cTpaHnuun. CTpykTypupaH e B Tpy rnasu, NnOC yBo4d, 3aKno4eHmne,

CMNUCHBK Ha TINTepaTypHUTE U3TOYHULIN N NPUITOXEHUA.

2.

Llen, 3agauun, o6ekT n npeamMmeT Ha uscnenBaHe

N3cnepoBaTenckara uen, 3anoxeHa B anceptaunoHHuA Tpya BKIlHOYBa

»aa Ce

nscnegBaT Harnacute Ha notpebutenute B Bbnrapus cnpsimo

I/IHCbJ'IyeHC'bp MapKeTVIHFa“. N3cnegoBaTenckute 3agadu, YMATO peannsauund

BOAM [0 NMOCTUraHe Ha uscrnegoBaTerickaTa Len ca:

1) Ja ce cuctematMsmpat XapakTEepUCTUKUTE Ha MHNyeHCbp

MapKeTuHra n BapuMaHTUTE 3a MU3NOJiI3BaHEe MY 3a MNnoBuULLIABaHE Ha

MapKeTUHroeata KOMyHUKaumna Ha KOMnaHunTe.

2) Ja ce aHanuaupatT QakTopuTe, OKasBally BIUSIHAE BbPXY

NHAQONYEHCHP MapKeTuHra.

3) [a ce onpenensT eTanute B Cb3flaBaHe HA MapKETUHIOBa KamnaHUs

C n3nonssaHe Ha MHYEHCHP.

4) Da ce paspaboT uM3cnegoBaTeNCKM MHCTPYMEHTapuyM 3a

5)

npoBeXxaaHe Ha eMMNMPUYHO NpoyYBaHe cped NoTpeduTenu.
Bb3 ocHoBa Ha pesyntatute OT MPOBEAEHOTO EMMUPUYHO
nscneaBaHe aa ce paskpuAT OTHOLLUEHMATA W Harnacute KbM

NHITYEHCBbP MapKeTUHra.

6) [a ce HanpaBAaT n3sogn n rnpenopbLkK OTHOCHO Bb3MOXHOCTUTE 3a

npunaraHeTo Ha WHQNYEeHCbP MapKeTMHra B MapKeTUHroBuTe

KOMYHUKaLUUnN Ha CbI/IpMI/ITe.

OGeKT Ha n3cneaBaHe B aucepTauusata ca AelMHOCTUTe, CbCTaBMnsABaLLm

MHpnyeHcbp mapkeTuHr. NMpeamMeTbT Ha um3cneaBaHe B paspaboTkata e
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npeun3npaH CbrnacHoO HanpaBeHUTe npenopbKn MO BpeMe Ha NbpBOTO

obcbXaaHe B kaTeapata W B HacTOSAWMSA MOMEHT e paeduHupaH KaTto

,ODOLECTBEHNUTE Harnacum cnpamMo MWHMNYEeHCHP MapKeTuHra“. KoeTo

onpeaensim KaTto nNpaBUsHoO.

3.

U3cnepoBaTencku xunortesu

B3 ocHoBa Ha aHanu3 Ha Hay4YHUTE ny6n|/||<au,v|v|, CBbp3aHn C TeMaTa Ha

AVCepPTaUMOHHUS  Tpyd, ca OpMynupaHu crnegHuTe W3crnegoBaTeNCKu

XUNoTe3n:

1)

2)

3)

CounanHute Mpexu ce u3nomnseBaT nNpeavMHO 3a TbpCeHe Ha
nHdopmaums. MNonyvyaBsaHeTo Ha HoBa MHpoOpMaLUSA OT UHAITYEHCHP
ce M3BbpwBa MO WHUUMATMBA Ha notpebutena camo KoraTo ro

NMHTepecyBa KOHKpeTHa MHopMauusi.

BposaTt Ha nocnepoBaTtenuTe Ha MHGyeHCbpa Urpae BaxkHa pons npu
B3eMaHeTO Ha pelleHMe 3a 3aKynyBaHe Ha KOHKPETEH MpOAYKT.
MoTpebutenute, KOUTO creaBaT WMHMNYEHCbPU OOMKHOBEHO uMmaT
BMCOKa CKMNOHHOCT pJda ce posepsBaT. WMma nonoxutenHa
CbBMECTMMOCT Mexay noTpedutens n nHdnyeHcsbpa, KOUTo TON Un

TS cneasa, 4OPY Korato MHANYEHCHPBT € COHCOpPUpaH oT BpaHs.

MoTpebutennte OBGUKHOBEHO OBMUCHAT Oa 3aKynaT NPOAYKT, ako
nonyyaT npenopbka OT MHGNyeHcbp. HMBOTO Ha goBepue mexay
notpebutens M WHQNyeHcbpa, KOroto noTpebutenaTt cneasa, e
CUIHO CBBbP3aHO C XKenaHWeTo Ha noTpebuTtens aa Kynysa NpoayKTu.
Cblwo Taka, HanMunMeTo Ha [JoBepue Mexay noTpedbutens u
WMH(pNyeHCbpa € CUMHO CBbP3aHO C HaMepeHMETO Ha NoTpebuTensa aa

npenopbYBa NPoaYKTW.



4) MoTtpebutennte, KOUTO cneasat WHQIIyeHCbpPU, OBMKHOBEHO MMaT
NONMOXWTENHO B3aMMOAEWCTBME C NPOAYKTUTE, KOUTO Te3u
WHNyeHCbpy npenopbyBaTt, KaTo wu3passaBaT no-6raronpusTHO

OTHOLLUEHNEe KbM TAX.

5) PeknammpaHeTo Ha nNpoaykTM OT WH(NyeHCbpu camMo C Uuen
3annawaHe ce oOTpassiBa HeraTMBHO BbPXY Bb3NPUATUETO 3a
CbOTBETHUA OpaHg. 3a cpaBHEHME, OTHOLWIEHMETO KbM OpaHga ce
nogobpsiea, ako CbOTBETHUTE MNPOAYKTWM Ce npenopbvyatr oOT
WH(NYEeHCbpP, Ha KOroTo NoTpedbutenat nva gosepue. MHeHMeTo Ha
WH(NyeHCbpUTE Ce cyMTa 3a NOo-4OCTOBEPHO OT MHopmaumaTa,

KOSITO Ce NpedocTaBs AMPEKTHO OT BpaHaa.

XunoTte3nte ca nNpeacTtaBeHU U apryMeHTUpPaHU KaTo KpaWHu Te3wu.

AprymeHTauusaTa e conugHa, a (Xxmno)resmte ca CMUCIEHMU.

4. CprKTypa n CbabpXaHWe Ha AucepTauMoHHUA TPyA

[McepTaumMoHHUAT TPya € CTPYKTypupaH B TpW rNaBu MMC YBOA,
3aKn4yeHne, CAMCbK Ha  M3MNOM3BaHUTe NUTEpaTypPHU  U3TOYMHULM U
MPUNOXEHWS.

MbpBaTta rmaBa e NocBeTHa Ha aHanu3 Ha NPeaxoOoHUTe HayyHuTe
nyénukauum, cBbp3aHM C TemMaTta Ha nNpPeaoCTaBeHMst 3a peleH3upaHe
AncepTaunoHeH Tpya. MacnegsaHo e Bb34eNCTBMETO Ha coumnanHute Meauum
BbpXy pasBUTUE Ha MHANYEeHCbP MapkeTuHra. MpeanoxeHa e TUNONorns Ha
BMOOBETE UHAYEHCHPU U BINSHMETO MM BbpXy NocrnegoBatenvTte. AHanmM3bT
Ha nybnukyBaHWTe OO0 MOMEHTa W3cnedBaHUs [OaBa Bb3MOXHOCT Oa ce
cuctemaTusMpaT akTopuTe, KOMTO OKas3BaT BMSIHNE BbPXY WHMDMYEHCHP
MapKeTWHra, KakTo M OTAENHUTE eTann B Cb3daBaHETO Ha MapKeTUHroBa

KOMYHUKaUMNOHHAa KaMIMaHUA. Pa3pa60TeHM ca MeToan U WNHCTPYMEHTU 3a
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oLeHKa Ha Bb3AENCTBMETO M ycrnexa npu npunaraHeTo Ha WHAQIYEHCHP
MapKeTUHTI 1 3a U3MEpPBaHE Ha HeroBaTta posisi 3a KOMyHUKauusaTa Ha pupmarTa.

Bropata rnaBa npencraBa MeToOA4oNiIOrMATa  3a NpoBex4aHe Ha
EMMUPUYHO M3CreaBaHE Ha M3MON3BAHETO Ha WHMIYEHCHbP MAapPKETUHI B
Bbnrapusa. B Tasn yact ca 060CHOBaHM M3cnenoBaTeNICKUS MIHCTPYMEHTaPUYM,
mMeToauTe 3a cbbupaHe Ha gaHHKU, U HAaYMHUTE 3a 00paboTka Ha pesynTaTuTe.

B Tpera rnmaBa ca npeacraBeHM pes3yntatute OT NPOBELEHOTO
eMMUPUYHO nscrneaBaHe. AHanM3bT Ha AaHHUTE € U3MNOoN3BaH 3a NpoBepKa Ha
dopMynupaHMTe n3cnegoBaTesickm Xunotesn. Pesyntatnte oT NpoyyYBaHETO
ca OCHoBa 3a opMyfnupaHe Ha WU3BOAW W MU3BEXOAHE Ha MNPEMNoOpPbKM KbM
dupmute, 3a nogobpsaABaHe Ha eMEKTUBHOCTTA MNpPU U3NON3BaHe Ha
NH(NYEeHCbP MapKeTUMHI U NPeogonsiBaHe Ha Bb3HMKBALLWUTE B MpaKTMKaTa

3aTpyAHEHUS.

5. ABTopechepar

MpeactaBeHnss aBTopedepaT oOTpassiBa BSPHO CTPykTypaTta W
CbObPXAHNETO Ha AucepTauuMoHHMsa Tpya. CbabpKa BCUYKM  M3UCKYEMU

KOMIMNOHEHTN U € paspa60TeH CblnacHO U3NCKBaAHUATA.

6. Hay4yHm ny6nukaummu

[OKTOpaHTBLT € NpeacTaBun cnegHuTe nyénukauuu:

1. EneHkoB, PapgoctuH (2021). ,CpaBHeHne wMexay TpaguumMoHHa U
aurutanHa peknama’, SWMHpacTpykTypa: 6usHec n KoMyHuUKauumn®,
Codoma: K YHCC, cTp. 349-356.

2. Enenkos, PagoctuH (2021). ,3HayeHne Ha UHQyeHCbp MapKeTuHra B
aurutanHua  ceat’, “CrtpaTermyecko nfiaHMpaHe W MapKeTUHr B
avrntanHna ceat”, Codouma: MK YHCC, ctp. 394-412.

3. Elenkov, Radostin (2021). ,Influencer marketing — a leading trend in
modern digital marketing“, “ECONOMIC POLICY AND EU



INTEGRATION” , Durrés: Albania, Faculty of Business, University
“‘Aleksandér Moisiu”, pp. 437-442

4. EneHkos, PagoctuH (2022). ,HpnyeHCHLp MapkeTMHroBa KamnaHus —
pons Ha BNUATENHUTE nuua 3a yTBbpXKaaBaHe Ha 6panga“, XXIII
KOHbepeHUMa 3a CTYOAEeHTCKO HayyHO TBopuyecTBO“ , byprac: bypracku
ceobogeH yHmuBepcuTeT, cTp. 44-50.

5. EneHkoB, PapgoctuH (2022). ,/3mepBaHe Ha e@eKTMBHOCTTa Ha
NHnyeHcbp MapkeTuHra®, XXIII KoHepeHuna 3a CTYAEeHTCKO Hay4yHO
TBOpYecTBO®, byprac: byprackun ceoboaeH yHuBepcutet, cTp. 50-55.

Bcuuknte 5 HayyHu nybnukauumn ca Joknaam Ha HayyYHU KOHbepeHUnn y Hac u
B 4yxbuHa. KaTo KONMYecTBO M KaTO KayeCcTBO Te HamMbfHO MNoKpuBat
nanckeaHmsta Ha 3PACPBE n Ha YHCC.

7. Hay4yHu n Hay4YHO-NPUNOXHU NPUHOCKU

B aBTopedepaTta OOKTOPAHTBLT € 3asBWi CNegHUTE Hay4YHU U Hay4Ho-
NPUNOXHU NPUHOCHK:

1. OborateHO M pasWUpPEHO € 3HaHWETO OTHOCHO: cneuudukata Ha
WH(NYEHCbp MapKeTuHra; dakTopute, OKa3Balll BfUSHUE BbPXY
HeroBaTa e(qEKTMBHOCT, eTanuTe Npu Cb3haBaHe Ha KaMnaHusa 3a
NHNYEHCBbP MaPKETUHT; 3HAYEHMETO MY 3a U3rpaxgaHe Ha 6GpaHaa.

2. PaspaboTteHn ca wnscnegoBaTenckM WHCTPYMEHTU 3a KayeCTBEHO WU
KONMMYeCTBEHO NpOy4YBaHe Ha Harracute Ha noTpebutenute cnpsmo
NHNYEHCbP MapKeTUHra.

3. Paskputn ca Harnacute Ha notpebutenute B bBbnrapums cnpsimo

N3NON3BaHETO Ha UHAITYEHCHP MaPKETUHT.

Cuutam Yye, TakKa (bopmynwpaHM MPUHOCU HaANBJIHO CBHOTBETCTBAT Ha

peanHnTe NOCTUXKEeHNA Ha ANCepTaunMoHHOTO n3cnegBaHe.



8. KpuTtuuHu 6enexkm u Bbnpocu

Kputnunm 6Genexknm Hamam. B xoga Ha 3awurtara ©Oux odvakBan
AOKTOPaHTBLT Aa OTroBOPM Ha CriegHUTE BbMNPOCH:
e Kom ca knw4yoBuTe akTopu 3a wu3rpaxgaHeto Ha [OOBEPUE KbM
NHyeHcbpa?
e KakeBu nogxoam 6uxa Gunu ycnewHun 3a npunaraHeTo Ha UHAMYEeHCHP

MapKeTUHr cpen 6bnrapckute notpedbutenn

9. 3aknwuveHue

MpeactaBeHUAT AucepTauMoOHeH TpyA OT AoKTopaHT PapgocTuH
EneHKOB cbOTBeTCTBAa Ha U3MCKBaAHMATA Ha 3aKoHa 3a pa3BUTUE Ha
akageMu4Hus cbcTaB B Peny6nuka Bbnrapusi 1 Ha U3UCKBaAHUATA Ha
YHuMBepcuTeTa 3a HaUMOHANIHO U CBETOBHO CTOMAHCTBO, NOpagu KOeTo
npeanaraM Ha uYneHoBeTe Ha yBaxaeMoTo HayuHo Xypu Aa npucbasaT
obpasoBaTeniHaTa M Hay4yHa cTeneH ,,JOKTOpP“ MO AOKTOpCKa nporpama

»MapkeTuHr*“ Ha PapoctuH NeoprueB EneHkoB.

25.08.2024 | o217 675) ¢ § S
Coghus /mpod¢. n-p Xpucro Karpanakuen/
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1. GENERAL INFORMATION

This opinion was prepared in accordance with Order No. 1750/25.06.2024 of

the Rector of the University of National and World Economy regarding the approval

of the composition of a scientific jury to conduct a meeting for the defense of the

dissertation on the topic "Consumer Attitudes Towards Influencer Marketing" by

Radostin Georgiev Elenkov, a regular doctoral student at the Department of

Marketing and Strategic Planning. For this purpose, | have been provided with the

relevant materials, including the dissertation, the abstract, the cited order,



publications by the doctoral student, etc. All of these individually and collectively

fully meet the legal requirements and current practices of Bulgarian universities.

The dissertation submitted for review is developed over 189 pages. It is
structured into three chapters, plus an introduction, conclusion, list of literary
sources, and appendices.

2. OBJECTIVES, TASKS, OBJECT OF RESEARCH AND SUBJECT OF
RESEARCH

The research goal set in the dissertation includes "studying the attitudes of
consumers in Bulgaria towards influencer marketing." The research tasks leading

to the achievement of this goal are as follows:

7) To systematize the characteristics of influencer marketing and the options
for its use to enhance companies' marketing communication.

8) To analyze the factors influencing influencer marketing.

9) To determine the stages of creating a marketing campaign using influencers.

10)To develop research tools for conducting an empirical study among
consumers.

11)Based on the results of the empirical research, to reveal the attitudes
towards influencer marketing.

12)To draw conclusions and recommendations regarding the application of

influencer marketing in companies' marketing communications.

The object of the research in the dissertation is the activities constituting
influencer marketing. The subject of the research is defined as "public attitudes
towards influencer marketing,” which was refined based on recommendations during

the first department discussion. | consider this definition appropriate.



3. RESEARCH HYPOTHESES

Based on an analysis of scientific publications related to the dissertation's topic,

the following research hypotheses have been formulated:

1. Social networks are primarily used for information seeking. Receiving new
information from an influencer occurs at the initiative of the consumer only when
they are interested in specific information.

2. The number of followers of an influencer plays an important role in the decision
to purchase a particular product. Consumers who follow influencers generally
have a high tendency to trust. There is a positive correlation between the
consumer and the influencer they follow, even when the influencer is sponsored
by a brand.

3. Consumers usually consider purchasing a product if they receive a
recommendation from an influencer. The level of trust between the consumer
and the influencer they follow is strongly related to the consumer's willingness
to buy products. Similarly, the presence of trust between the consumer and the
influencer is strongly linked to the consumer's intention to recommend products.

4. Consumers who follow influencers generally have positive interactions with the
products these influencers recommend, expressing a more favorable attitude
towards them.

5. Advertising products solely for payment negatively impacts the perception of the
brand. In comparison, the attitude towards the brand improves if the products
are recommended by an influencer whom the consumer trusts. The opinion of
influencers is considered more credible than the information provided directly
by the brand.

The hypotheses are presented and argued as final theses. The argumentation is

solid, and the hypotheses are meaningful.
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4. STRUCTURE AND CONTENT OF THE DISSERTATION

The dissertation is structured into three chapters, plus an introduction, conclusion,

list of used literary sources, and appendices.

The first chapter is dedicated to analyzing previous scientific publications related to
the topic of the dissertation under review. The impact of social media on the
development of influencer marketing is studied. A typology of different types of
influencers and their influence on followers is proposed. The analysis of published
studies so far allows for the systematization of factors influencing influencer marketing
and the individual stages in creating a marketing communication campaign. Methods
and tools for evaluating the impact and success of implementing influencer marketing

and for measuring its role in the company's communication are developed.

The second chapter presents the methodology for conducting an empirical study
on the use of influencer marketing in Bulgaria. In this part, the research tools, data

collection methods, and ways of processing the results are substantiated.

The third chapter presents the results of the conducted empirical study. The data
analysis is used to test the formulated research hypotheses. The study results form
the basis for conclusions and recommendations to companies to improve the

effectiveness of influencer marketing and overcome difficulties that arise in practice.

5. ABSTRACT

The presented abstract accurately reflects the structure and content of the
dissertation. It contains all the required components and is developed in accordance

with the requirements.
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6. SCIENTIFIC PUBLICATIONS
The doctoral candidate has presented the following publications:

1. Elenkov, Radostin (2021). "Comparison between Traditional and Digital
Advertising" in "Infrastructure: Business and Communications.” Sofia: UNWE
Publishing House, pp. 349-356.

2. Elenkov, Radostin (2021). "The Importance of Influencer Marketing in the Digital
World" in "Strategic Planning and Marketing in the Digital World." Sofia: UNWE
Publishing House, pp. 394-412.

3. Elenkov, Radostin (2021). "Influencer Marketing — A Leading Trend in Modern
Digital Marketing" in "Economic Policy and EU Integration.” Durrés, Albania:
Faculty of Business, University "Aleksandér Moisiu," pp. 437-442.

4. Elenkov, Radostin (2022). "Influencer Marketing Campaign — The Role of
Influencers in Establishing the Brand" in "XXIII Conference on Student Scientific
Creativity." Burgas: Burgas Free University, pp. 44-50.

5. Elenkov, Radostin (2022). "Measuring the Effectiveness of Influencer
Marketing” in "XXIlII Conference on Student Scientific Creativity." Burgas:

Burgas Free University, pp. 50-55.

All five scientific publications are conference papers presented at scientific
conferences in Bulgaria and abroad. Both in quantity and quality, they fully meet
the requirements of the Law on the Development of Academic Staff in the Republic

of Bulgaria and the University of National and World Economy.

7. SCIENTIFIC AND APPLIED CONTRIBUTIONS

In the abstract, the doctoral candidate has declared the following scientific and

applied contributions:

1. The knowledge about the specifics of influencer marketing, the factors
influencing its effectiveness, the stages of creating an influencer marketing
campaign, and its significance for brand building has been enriched and
expanded.

2. Research tools for qualitative and quantitative studies of consumer attitudes

towards influencer marketing have been developed.
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3. Consumer attitudes in Bulgaria towards the use of influencer marketing have

been revealed.

| believe that these contributions, as formulated, fully correspond to

the actual achievements of the dissertation research.

8. CRITICAL REMARKS AND RECOMMENDATIONS

| have no critical remarks. During the defense, | would expect the

doctoral candidate to address the following questions:

e What are the key factors for building trust in an influencer?
e What approaches would be successful for applying influencer

marketing among Bulgarian consumers?

9. CONCLUSION

The dissertation on the topic "Consumer Attitudes Towards Influencer
Marketing," developed by Radostin Georgiev Elenkov, is a thorough and
significant research work. It meets the requirements for obtaining the academic
and scientific degree "Doctor" in the professional field 3.8 Economics, doctoral
program "Marketing." The research is well-structured, the methodology is
sound, and the findings are valuable for both academia and practice. In
conclusion, | confidently recommend that the dissertation be approved, and that
Radostin Georgiev Elenkov be awarded the academic and scientific degree

"Doctor" in the field of Economics, with a specialization in Marketing.

25.08.2024 ReVIieWer: ......ccceverenrnnnnrannnss
Sofia |/ Prof. Dr. Hristo Ivanov Katrandjiev/
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