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ABTOPBT € pEIOBEH JNOKTOPAaHT KbM Karenapa ,,MapKeTuHTr u
CTPAaTeTMYECKO  IUIaHUpPAHE  ChIJIACHO 3arnoBef No
942/27.04.2020 r. Ha pektopa Ha YHCC. [ducepTallMOHHUSIT
TpyA € ¢ obeMm oT 186 cTaHgapTHU CTpaHULA OCHOBEH TEKCT U
Ce€ ChCTOM OT YBOJI, YCTHUPHU TJIaBHU, 3aKIIOUCHHUE, M3MOJI3BaHA
auTeparypa u npuiioxkenus. B nucepramnusara ca u3noyi3BaHu 78
Tabmuuu, 27 durypu u 4 npunoxeHus. JlurepaTrypHuTe
M3TOYHUIM ca 125.



I. OBIIIA XAPAKTEPUCTUKA HA TUCEPTAIIMOHHUSA TPY ]

AKTYaJJHOCT ¥ 3HAYMMOCT

EsxenneBHO Xxoparta ce cO'bCKBAT C TaKbB OrpoMeH 00eM OT uHpopmanus, ue
YeCTO T€ HE ycmsBar na s ocMucisaT. [lopamum Tasu mpuymHa € BB3MOXKHO Ja s
OTXBBPJIAT WU TpeHeOperHaT. MapKeToI03uTe alapMHpaT, 4ye XxopaTa BbB BCE IO-
rojsiMa creneH urHopupat pekiamure (Potter, 2009; Sentance, 2018). @upmure ce
KOHKypHpaT HE caMO Ha HUBO MPOJAYKT, HO U Ha HUBO KOMYHUKAIIMOHHA TOJUTHKA.
JlHec moBedYe OT BCSAKOTA JOcCera ca HEOOXOAWMH pEKIaMH, KOUTO JIECHO H
SKCIICANTHBHO J1a 3aBJIAJICAT Ch3HAHUETO HA TIOTPEOUTEINTE | J1a OCTABAT OTIEYATHK
BBPXY HETr0 3a Bb3MOKHO HaH-MPOIBIKUTENEH MEPHOJ] OT BpeMe. EnMuH OTHOCUTENHO
Obp3, JeceH u pa3xoJHO epEeKTUBEH HayuH IenTa Ja ObJe MOoCTUrHAaTa €
MIPUJIOKEHUETO HA MHCTPYMEHTHUTE Ha pUTOPUKATA B PEKJIAMHUTE ClIOTaHu. Temara 3a
MPUJIOKEHUETO HAa PUTOpPUYHUTE (UTYpU B PEKIAMHUTE CJIOTAaHU U TIXHOTO
BB3JICHCTBUE € 0COOCHO aKTyaJHa.

3HAYMMOCTTAa Ha AMCEPTALMOHHUA TPYJ CE M3pa3siBa B TOBA, Y€ IOKA3Ba 10
KOJIKO ynorpebaTa Ha pUTOpHYHH (UTYpH B pEKIAMHUTE CJIOraHu B bbarapus
Bb3/I€HiCTBA BbPXY OTPEOUTEININTE.

Crenen Ha pa3padoTeHOCT HA MpodIeMa

Hanune e ronsim Opoii aHanmM3M, KOUTO M3y4aBaT yrmoTpedara Ha pUTOPUYHU
¢urypu B pexiiamara. 3HAUUTEJIHO HO-MalbK € OpoAT Ha MyOJIMKALMUTE, KOUTO Ce
CTPEMST Ja JajaT OTrOBOP Ha BBIPOCA KAKbB € €PEKTHT OT PUTOPUUYHUTE PUTYPU B
pekIamara.

B boarapus coluiecTByBa 1e(ULUUT Ha U3CIIEBAHUS HA TeMa Bb3JICHCTBUE HA
pUTOpUYHHUTE (QUIypU B peKiaMarta. AHAIM3bT Ha MPEIXOAHUTE INPOYYBAHUS B
o0yacTTa He OTKpHU MyOJMKAIMK MOCBETEHU Ha e(eKTa Ha PUTOPHYHHUTE (UTYpPH B
PEKJIaMHUTE CIIOTaHU BbPXY IOTPEOUTENUTE.

O0eKT U mpeaMeT HA U3CJIeIBAHETO
OOekT Ha M3CJeBAHETO Ca PUTOPUUYHUTE (PUTYPU PEKIIAMHUTE CIIOTaHU B
boarapus.

HpeuMeT HAa U3CJeJBAHETO ¢ OliCHKaTa Ha BBH3JICHCTBUETO Ha PUTOPUYHHUTE

burypu B pekJIaMHUTE CJIOTaHU BbPXY MOTPEOUTEITUTE.

esx u 3apaym Ha padorara



Ieara Ha HacTOAWIMS TPYA € Ja U3CielBa Bb3IACHCTBUETO HA PUTOPUUYHUTE
burypu B pekiaMHUTE cioranu B bbirapus.

B xona Ha mucepTallnoOHHOTO U3cieBaHe 0sXa U3MBbJIIHEHU CICAHUTE 3a4a4M:
1. Ilpernen Ha npeaxoaHaTa JUTEPATYpa MO BBIIPOCA;

. U3rpaxxnane Ha 6a3a 1aHHU OT PEKJIAMHHU CJIOTaHU;

. KoHTeHT ananu3 Ha cioranure;

. @opMynupaHe Ha XUIIOTE3H;

. PazpaboTBane Ha BBIIPOCHUK;

. I3mpuBaHe Ha M3BagKa;

. Cprbupane Ha 1aHHU;

. Kogupane Ha oTroBopuTe M BbBEKIaHE B cTaTucTU4ecku copryep SPSS;
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. AHanu3 U HHTEpIpETaLUs HA JAHHUTE;

XHUMnoTe3n HA U3CJeABaAHETO

Morat na 6b1aT pa3rpaHUUEHU CICAHUTE XUIIOTE3U:
Xunomesa 1: PexiiaMHUTE CIIOTaHH, KOMTO BKIIIOYBAT B ce0€ CH PUTOPUYHU (PHUTYPH,
ca Bb3IIPHEMaHU OT OTPEOUTEIINTE KATO M0-OPUTHHATIHH.
Xunomesa 2: PexiiaMHUTE CJIOTaHH, KOUTO BKJIIOYBAT B ceOe CH PUTOPUYHU (PUTYpH,
ca BB3MPHEMaHH OT MOTPEOUTEINTE KaTO MO-KPEaTHBHH.
Xunomesa 3: PexiiaMHUTE CIIOTaHHW, KOMTO BKIIOYBAT B ce0€ CH PUTOPUYHU (PHUTYPH,
ca Bb3IIPHEMaHU OT MOTPEOUTENINTE KaTo M0-yOeTUTETHH.
Xunomesa 4: PexiiaMHUTE CIIOTaHH, KOUTO BKJIIOYBAT B ceOe CH PUTOPUYHU (PUTYpH,
ca BB3MPHEMaHH KaTo MO-pa30HpacMH.
Xunomesa 5: PexiiaMHUTE CIIOTaHH, KOMTO BKIIOYBAT B ce0€ CH PUTOPUYHU PHUTYPH,
ca BB3IPUEMaHH KaTo MO-NPHUITHU.
Xunomesa 6: PexiiaMHUTE CIIOTaHH, KOUTO BKJIIOYBAT B ceOe CH PUTOPUYHU (PUTYpH,
ca Bb3IPHUEMaHU KaTo M0-3aIIOMHSIIH CE.
Xunomesa 7: PexiiaMHUTE CIIOTaHH, KOMTO BKIIOYBAT B ce0€ CH PUTOPUYHU (PHUTYPH,

Ca BB3IIPUCMAHU KATO MO-IIOATHKBAIIX KbM ITOKYIIKA.

6. U3caeanoBaTeICKH NOIXO0M
Meroankara Ha U3CII€IBaHEe, KOATO € U3IMO0JI3BaHa 3a HYXIUTE Ha

HacTosmaTa pabora, ooxpaia jBe (hazu:



» Ilvpsama ¢paza BKIOUBA W3rpaJIaHETO Ha 0a3za JaHHU PEKIAMHH CJIOTaHU U
JNETAMIHOTO UM aHaJU3UpaHe - 3a CPeAHA IBJDKUHA, TUHTBUCTUYHH OCOOEHOCTHU
U HAIUYUETO WU OTCHCTBUETO Ha puTopuuHu Qurypu. Cnoranute Osxa
pasmnpeseneHu B AeceT NpoaykToBu kareropuu: "Xpauu", "Hanutku", "Mopa",
"Kosmeruka", "Texnonoruu", "AromoOwmu", "TeproBus", "Typusem wu
pectopanTbopcTBO" U “Lpyru’.

» Bmopama ¢haza BKIIOYBA MPOBEKIAHETO HA COOCTBEHO AHKETHO IMPOYUYBAHE,
KOETO IISJIH J1a IPOBEPH BH3JICUCTBUETO HA PUTOPUIHHUTE QUTYPH B PCKIAMHHTE

CIIOTaHU B CPABHEHME ChC cIOraHuTe 0e3 GUrypu Ha MUCBIITA U CIOBOTO.

H3cnenoBaresicku MeToau

OCHOBHUAT MeTOJ 3a ChOMpaHE Ha JAaHHHM 3a HM3CIEIBAHETO € IMEepCOHAIHA
oHJaiiH aHketa. OHNalH aHKeTaTa e u3BbplIeHa upe3 miardopmata Google Forms.

Crnen mpoBeXAaHETO Ha aHKeTaTa, CbOpaHUTE OTTOBOPU Ca KOJUPAHU B
craructuueckus copryep SPSS. @urypure u rpadukure ca HauepTaHU C TOMOIITA

Ha Excel.

OrpanuyeHusi Ha U3cJeIBaAHETO

HeoOxomumo e ma OboaT TOCOYEHHW OTrPAaHUYCHHATA HA IPOBEIACHOTO
u3CIeIBaHe.

- OGeMbT Ha U3BAJIKaTa € OTHOCUTETHO MaibK - 300 mymiu.

[Topagu cpaBHUTENHO Malkusg Opoil pPECHOHIEHTH, HE Morar na Obaar
HalpaBeHH TEHEPAIHM W3BOAM OTHOCHO HArjlacuTe CHpsMO yroTpedara Ha
(burypaTHBeH €31K B PEKJIAMHHUTE CJIOTaHH.

Karo ce wuma mnpenBua numcata Ha (QUHAHCHpAaHE HA MPOYYBAHETO U
OTCHCTBUETO Ha 0a3a JaHHU OT MOTpeOUTenu, ce Hajara ga ObAe MpPUET TO3U IO-
CKpOMEH 00eM Ha M3BajKaTa.

- znpuenara u3Bajaka € Hecly4aifHa - U3BaJIka Ha OT30BAJIUTE CE.

Maxkap To3u THUI M3BaJKa /1a € YeCTO CpelllaHa, TS UMa CBOMTE HEJOCTaTbhIIH.
“OCHOBHMST HEAOCTAaTbK Ha Ta3u H3BaJKa CE€ KOPEHH B OOCTOATEICTBOTO, 4e
OT30BAJINTE JIMIIA C€ PA3IMYaBaT ChIIECTBEHO OT HeoT30BayiuTe ce. [lo Ta3u mpuuuHa
TS IPOU3BEX/Aa TBBP/IE U3KPUBEHA KapTUHA Ha U3y4yaBaHute siBiaeHus.” (XKenes, 2008,

cTp.276).



II. CTPYKTYPA U CbABPKAHUE HA IMCEPTALIUOHHUS TPY |
CrpykTypa

JlucepTaunoHHUAT TPYyX € ¢ 00eM oT 165 cTaHgapTHH CTpaHHLIU OCHOBEH
TEKCT U CE€ ChCTOM OT YBOJ, YETHPH IJIABH, 3aKJIOYEHHE, U3I0I3BaHA JINTEpaTypa U
npujaokeHus. B nauceprammsra ca wusnomsBanu 78 Ttabmuiy, 27 ¢urypu u 4

npuioxkenus. Jlureparypaure u3roununu ca 125.

CHIAbPKAHUE
YBOJI

1. 3nayeHne Ha U3yYaBaHETO HA PUTOPUKATA B peKIamaTa
2. CrerneH Ha pa3paboTEeHOCT Ha MpobdiemMa

3. llen u 3agaun Ha paboTara

4. OOEKT U mpeIMET Ha U3CIIC/IBAHE

5. XunoTe3u Ha U3CJIeIBAHETO

6. M3cnenoBaTescku moaxon

7. CpabpkaHue U IOCTpPOMKa Ha padoTara

IIspBa riasa. NPEAXOAHUA MN3CJIEABAHUA BbBPXY
MN3ITOJ3BAHETO HA PUTOPUYHU ®UT'YPU B PEKJIAMATA

1. Knacudukanuus u GyHKIUS Ha pUTOPUUHUTE PUTYpU

2. 3nayeHue u QyHKIHS HA CIIOTAHUTE

3. YecToTa HA pUTOPUYHHUTE (PUTYPHU B peKIIaMUTE

3.1. CneuuduuHu puTOpUYHU PUTYpU B PEKIAMUTE

3.2.YectoTa Ha pUTOPUUHUTE QUTYPU B PA3IUUHUTE NPOAYKTOBU KaTErOPUU

4. Pa3BuTHE Ha pUTOpUKATa B peKjamara BbB BPEMETO

5. Buszyanna putopuka B pekiiamara

6. Kinacudukanus Ha u3cienBaHusATa, IOCBETEHU HA yroTpebara Ha pUTOpPUKA

B peKjiamara

7. Ilpenuuiny u3cnenBaHus, KOUTO aHAIU3UPAT Bb3/1EHCTBUETO HA PUTOPUUHU

burypu BbpXy norpeOurenure

7.1.Bb3aeiicTBHETO Ha BepOATHUTE pUTOPUYHH (PUTYpH B peKIIaMUTE

7.2.Bp31€MCTBHETO HA BU3yaJIHATA PUTOPUKA B peKIamaTa

7.3.Bp3neiicTBre Ha OTIICIHUTE PUTOPUYHH (DUTYPU B PEKIIAMHUTE



8. Knacuduxkamus Ha u3ciiejBaHusATa, KOUTO U3y4aBaT Bb3CHCTBHETO Ha
puUTOpUYHUTE GUTYPHU BHPXY MOTPEOUTENNUTE

9. OO6o0mieHre OTHOCHO BB3ACHCTBHETO HAa PUTOPUYHHUTE (GUTYPH B
peKIamuTe

10. Knacuduxamnus Ha NpeaxoIHUTE U3CIIE€IBAHUS

Bropa rnaBa. METOJIUKA HA U3CJIEABAHETO

1. IlapameTrpu Ha U3CIEABAHETO

2. AIroputhM Ha U3CIIEABAHETO

2.1. M3rpaxnane Ha 0a3a JaHHU OT CIIOTaHU

2.2. I'pynupane Ha CIIOTaHUTE MO MPOAYKTOBU KaTErOpUH
2.3. KonreHT ananus

2.3.1. CpIIHOCT Ha KOHTEHT aHaJIn3a

2.3.2. Cwp3naBaHe Ha perucrpaionta ¢popMa Ha CIIOTaHUTE
2.3.3. PutopuueH aHaJIU3 HA CJIOTAaHUTE

2.3.4. PutopudeH npodui Ha NpOyKTOBUTE KaTETOpUU
2.4. ®opMynupaHe Ha XUTIOTE3U

2.5. OueHka Ha BB3/IEHCTBUETO HA PEKIIAMHHUTE CIIOTaHU
2.6. Pa3zpaboTBaHe Ha BBIIPOCHHUK

2.7.0rnenanHo u3cineABaHe ¢ OycTepHa U3BaaKa

2.8.Mozen u o6em Ha U3BaaKaTa

2.9. CpOupane Ha TaHHU

2.10. Kogupane Ha OTTOBOpUTE U BHBEXKIAHE B CTATUCTUYECKH cODTyep
SPSS

2.11. AHanu3 1 UHTEpHIpeTaus Ha JaHHUTE

2.12. 3akiroueHe ¥ MPENOPbKHU 3a ObICIIN U3CIICIBAHUS

3. OrpaHu4eHus Ha U3CIEABAHETO

4. V3no3BaHM CTaTUCTUYECKH METO/IU 32 aHAJU3 Ha JAHHUTE
4.1. ChIIHOCT Ha €EAHOMEPHUTE EMIIUPUYHU pa3NpeaesICHUs

4.2 CT:H.[HOCT Ha IIpOBEpKaTa Ha CTATUCTHYCCKH XHUIIOTC3U

Tpera rnaBa. AHAJIU3 HA CBABPKAHUETO HA PEKJIAMHUTE
CJIOT'AHHU

1 KouTeut ananus



1.1. Ananu3 Ha ObJDKMHATA HA CIIOTaHUTE

1.2 Ananu3 Ha ABHDKMHATA HAa CIIOTAHUTE 10 MPOAYKTOBU KaTErOpUU

1.3 ChoTHOIIEHUE CIIOTaHU Ha OBIATapCKU M Ha 9y €3UK

1.3.1. CpoTHOIIEHHE CIIOTaHU HAa OBITAPCKH U HA YYK]I €3UK 110
IIPOJYKTOBU KaTErOPUU

1.4. PutopuueH aHanu3 Ha peKJIaMHUTE CIIOTaHUTE

1.4.1. Putopuuex npodui no npoayKTOBU KaTEerOpUH
1.4.1.1.Putropuuen npoduil Ha IpoAyKTOBaTa KaTeropus “XpaHu’
1.4.1.2.Puropuuen npodui Ha npoaykroBaTa kateropus "Hanutku"
1.4.1.3.Puropuuen npodui Ha TpoAyKTOBaTa Kateropus "Mopaa"
1.4.1.4. Puropuyen npoduin Ha npoaykToBaTa kareropus "Ko3zmerunka"
1.4.1.5. Puropuuen npodun Ha nmpoaykToBara kareropus "TexHonorun"
1.4.1.6. Puropuuen npoduin Ha mpoaykToBarta kareropus "ABTomoOmm"
1.4.1.7. Puropuyen npodui Ha MpoayKToBaTa kareropus "MenuuHa u
dbapmarus”

1.4.1.8. Puropuuen npodun Ha npoaykToBata kareropus "Typuszsm u
pPECTOpaHTHOPCTBO"

1.4.1.9. Puropuuen npoduin Ha npoaykToBaTa kareropus "duHancoBu
yciyru"

1.4.1.10. Putopuuen npo¢ui Ha npoaykToBaTa Kareropust "Twprosus"

1.4.1.11. Putopuuen npodwi Ha npoaykroBara kateropust "pyru"

YerBbpTa riaBa O EHKA HA Bb3JIEMCTBUETO HA
PUTOPUYHUTE ®UT'YPU B PEKJIAMHUTE CJIOI'AHU

1. ExnomepHM pasnpenencHus

2. CpaBHEHHE MeX 1y eMorpadcKku Ipynu

3. CpaBHEHUE HA CPEAHU MEXY CIOTaHU

4. PezynTatu OT “OrNieAHAIHO” M3CIIeIBaHE C OyCTepHa H3BaIKa

5. 3Boxg OoT XUmoTe3n

SAKJIIOYEHUME 1 HACOKMU 3A BBbAEIIN U3CJIE/IBAHNA
BUBJIMOT'PAOUA
[MTPMJIOXXEHUE



ITII. KPATKO NIPEACTABSAHE HA JUCEPTAHMOHHUA TPY [
ITbPBA I'JIABA: IIPETVIEJ HA NIPEAXOAHUTE U3CJIEABAHUSA

B mbepBa rnaBa € HampaBeH 0030p Ha IPEIXOAHUTE aHAIUM3M B o0lacTTa Ha
pUTOpHUKaTa B pekjamara. PasrpaHuueHM ca [Ba OCHOBHM THIIA NPOYYBAHUSA -
OTHOCHO ynorpe0aTa Ha PUTOPUYHM (PUIYpH B pPEKJIAMHUTE CIIOTAaHU U TIXHOTO

BB3JICHCTBUE BbPXY OTPEOUTETUTE.

1.1 Uctopus u kiacupukanusi Ha puTopu4HuTe PUrypu

[TbpBara cThIIKa KbM H3ydaBaHETO Ha (DUTypaTHBHUS €3UK B peKiamara, a u
U3BbH HEs, CE CBCTOM B M3TOTBSHETO HA TOYHO M HAJCKIHO OIKMCAHUE U
knacudukanus Ha putopuuHuTre Qurypu. Ilpm oTchCcTBHETO Ha TOA00HA
KOHIICTITyaJJHa paMKa, TEOPETHYHHUTE MPOTHO3H 3a epekTa Ha GUrypuTe Ha peuTta Ou
Omia Ha mpakTuka HeBb3MoxkHA (Mothersbaugh u np., 2002.).

Wneute Ha puTOpHKaTa ce pa3BUBAT U MPOIb(TIBAT B MPOIbDKCHNE HA O30
XHJISII0JIETUE, HO TIOJJOOHO Ha MHOTO JPYTd HAyYHW IUCIMILIMHH, U3TyOBaT 4acT OT
CBOSITA HAyYHA TEIKECT CJIe]] Kpaxa Ha PuMckara umrepusl.

BekoBe no-KbCHO KilacHuyecKaTa pUTOpHKa “Bb3KpbCBA™ 10 BpeMe Ha PeHecaHca u ce
3aTBBPIKIABAT KaTo cepa, KOSITO BhIHYBA PeAULa OJIECTSIIH YMOBE.

[Ipe3 17-Tu Bek puTOpUKaTa OTHOBO M3IMajJja B HEMHUJIOCT B OYMTE HA TIOBEYETO
YY4CHH ¥ H34Y€3Ba IOYTH HAITBJIHO KaTO Hay4yHa JUCHUIUIMHA JI0 HA4YalloTO Ha
nBanecetu Bek. (McQuarrie u Mick, 1993).

[Ipe3 Bropara MojiOBUHA Ha MUHAIMS BEK YOBCUECTBOTO CTaBa CBUCTEN Ha
BB3PKIAHETO Ha pUTOpUKaTa. To3M (EHOMEH ce JBDKU J0 TOJsIMa CTEIeH Ha
HOBHTE CPEJICTBA 32 MacOBa KOMYHHKAIIMS - PAIHOTO M TEIIEBU3UATA, OJIaroiapeHue,
Ha KOMTO MMJIMOHA XOpa Morar aa ObJaT JOKOCHAaTH OT JaJeHO IOCIaHHe Ha
MOJIMTHUIIM, TBOPIK WK ITBK PA3IMIHA KOMIAHUU.

Cnopen Niehans (1995) pexknamMHHUTE CHENMATUCTH HEBOJIHO ‘‘ChKUBSBAT
MHOTO OT CIEMEHTHUTE Ha KJlach4ecKaTa PUTOPHUKA.

Tevi u Koslow (2018) ca Ha MHEHHWe, uYe KJIacH4ecKkaTa PUTOpPHKA HMa
KITIOYOBA POJISi 32 YCIEIIHATa peKiiama.

B cBBpeMueTo 3a OCHOBOIIOJIATalM C€ CYMTAT KIaCH(PUKAIMUTE Ha

putopuunu Gurypu usrorsenu ot Burke (1950) u Jakobson (1956). Dubois (1970) u



Durand (1976), xouTo HaarpaxiaaT MPEeIXOJHUTE TAKCOHOMHUH Ha (UTYpaTUBHHUS
€3UK U U3TOTBSIT CBOM CIIOKHH U TOJIPOOHU TAKCOHOMHUH.

B kpas Ha nBajmeceTH BeK ce 3aTBbpXJaBa Bpb3KaTa MEXAY pekiamaTra u
putopukara. Hakou aBTopu 10pH TBBPIAT, Y€ peKiIaMaTa 1o ChIIECTBO MPEICTABIABA
pPUTOpHKA IPUBEJICHA B yCIyra Ha mpojaxoara Ha mpoaykTH u yciyru (Pracejus u ap.,
2006). PeknaMHUTE CHEIUAIKCTYU Ca CPe/l Hail-yMelnTe MOCIeI0BaTeNId Ha TEMEIUTE
Ha pUTOpHUKATa, 3aBelIaHH OT BpeMeHaTa Ha [lmaton um Apucroren. Bvmnpeku ToBa
JIOpH U IHEC MHCTPYMEHTHUTE Ha pPUTOPHUKATA PAIKO ca OOEKT Ha 3abJI00YEH aHAaJH3 B
MapketuHr cpeaute. Criopen McQuarrie u Mick “putopuunusT ananmu3 cam mo cede
CH BCE OIIe HE € HaMEepHJl CBOETO MSCTO B MHCTPYMEHTapuyMa Ha MapKETOJO3UTE,
KOUTO M3cieaBaT norpedutenckoTo nosenenue’” (McQuarrie u Mick, 1993, ctp. 309).

IMpe3 1996 McQuarrie and Mick cbcTaBiT OOmMpPHA TAaKCOHOMHUS Ha
¢urypute Ha peura. Ts 10 roisiMa CTENEH ChOTBETCTBA C Ta3d OT MHUHAIOTO, KAaTO
OCHOBHOTO pa3/ieJICHHE € MEX]Ly TPOIH U CXEMHU.

IIpe3 2008 ronuna boreBa neduHupa puTOpUYHUTE QPUTYpU B CBOSITA KHUTA
“Peynuk mno peropuka - 150 aprymenTta Ha opartopa”. Hacrosimusar Tpyn criensa
KiacuukanusaTa Ha pUTOpUIHUTE HUTYpPH, ChcTaBeHa oT mpod. borea.

JInuea m JlaueBa (2012) chmio npemjarat AeUHHIMM 32 Pa3IMYHUTE
putopuunu Qurypu B cBos Tpyd “KpaTbk pedyHHK Ha JUTepaTypHUTE U
JIUHTBUCTUYHU TEPMUHU .

I'eoprueBa (2013) pasriexna puTOpUKAaTa KaTo KIIOYOB HMHCTPYMEHT 3a

ycnemnus 11P.

1.2. 3Hayenue 1 QyHKIUS HA PUTOPUYHUTE QUTYPH

Hamune ca pa3nuuam aeuHUIIME OTHOCHO TOBAa KAaKBO IPEICTABISBA
pUTOpHUKATA.

ApucroTen ompezaens puTOpHKara Ho cieqHus HauuH: ,,Heka putopukara
OBbJIe CITOCOOHOCT J1a OTKpHUBAaME NPHU BCEKU CIIydall OHOBA, KOETO MOXKE Ja yOeiu.
ToBa He e 3agaya Ha HHUKOE JPYro W3KYCTBO.... PUTOPHKATA, M3TJIEKAA MOXKE /2
OTKpHUBa YOEeIUTEIHU JI0BOJ] OTHOCHO BCsKaA JIaICHOCT, 3aTOBA U Ka3BaMe, 4e TS KaTo
U3KYCTBO HE C€ OTHacsi 10 HSAKAaKbB COOCTBEH M ONpeAeeH pa3pel npeameru.”

(Apucroren, 1993, ctp. 45).
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Cnopen Corbett putopukara € ,,IpaKTHYECKOTO U3KYCTBO, KOETO HU Y4H KaK
Jla MaHMITyJIUpaMe ¢ BCHUKUA HAJMYHU CPEICTBA, 3a Ja yOeauM ToJisiMa, XeTeporeHHa
U BeposTHO HeoOpazoBaHa ayautopus (Corbett, 1990, ctp. 38).

Gibbson ¢ Ha MHEHHWe, Y€ PUTOpPUKATA MPEICTABIsABA “BCUYKA HAYUHH, TIO0
KOUTO TOBOPEIIMAT WIM TNHIICHUAT CE€ ONUTBA Ja yOeau CIylmaTeanuTe WIu
YUTATEIIUTE, KATO CE OCJIaHs Ha TEXHUTE JIOBOJM, EMOIMH, BhOOPaKCHUE U JOBEPHETO
UM B roBopentus uiu numenus. (Gibson, 1992, ctp. 170).

Enementn Ha putopukara ca putopuuHure ¢urypu. Haii-uecto cpemanoTo
OIpeJIeNIeHUE 32 PUTOPUUHUTE (PUTYPH €, Ye Te MPEICTABIABAT XUTPHU OTKIOHEHHUS OT
CTaHJAPTHHS BUJ Ha €3MKa, KOMTO MOIOOpsIBAT KOMYHHKAIMATa MEXIy Xopara
(Corbett, 1990; McQuarrie u Mick, 1996).

Cropen Corbett putopuunute (urypu mnpeacraBisBar “‘Gopma Ha peudra,
KOSITO 10 M3KYCEH HAa4YMH ce pa3inyaBa oT oOnvaiiHata cu ynorpeba” (Corbett, 1971,
cTp. 460).

Cnopen borea “putopuyHuTe QUrypy UMAT CHIIHO U3PAa3eHO EMOIIMOHAIHO-
MICUXOJIOTHYECKO M 00pa3HO BB3JEHCTBHE, Ype3 KOETO Ce IOCTHra YOekIeHHe,
BHyIIeHHE, naeHTudukanus, emnatus . (boresa, 2003, ctp.6).

Karo npumepu 3a gurypu Ha peuta MoraT na ObJIaT M30pOeHH XUIlepOoara,
METOHUMMSITA, AJIETOPHUATa, OKCHMOPOHBT, CHHEKIoXata W JApyrd. Vponwusra,
CapKa3MbT, aTIO3UATa MPUHAIIEKAT KbM (purypure Ha mMuchiTa. ViMmeHHo Ha Oa3ara
Ha Pa3TpaHUYCHUETO HA PA3UYHUTE BHUJIOBE PUTOPUYHU (UTYpU MoraT jaa ObaaT

HallpaBCHU Ha6J'IIO,I[€HI/I$I 3a TAXHaTa yHOTpe6a B pCKJIaMaTa U IIPOrHo3u 3a e(beKTa HUM.

1.3. 3navenue u PyHKIHUA HA CIIOTAHUTE

Jlymarta ciioraH mpousiiu3a OT KenTckata ayma ‘“‘slaugh”, umero 3HaueHwue
MO3Ke J1a ObJie THIKYBAHO KaTo “00€H BUK .

Crnoranute ca 6unu ynoTpeOsiBaHu B cdepara Ha MOIUTUKATA U PEIUTUATA B
MPOIBJDKEHIE Ha BEKOBE, HO JHEC C€ MpUjaraT OCHOBHO B OM3HECa W THProOBUSTA
(Somayeh u Abdollah, 2003).

Hanwuiie ca MHOKECTBO pa3IM4HU ONpeiesieHus 3a cioran. ETo HIKOU OT TX:

Kadranmxues geguHupa cioraHa KaTto “KpaTko U3pedeHHE, KOETO M3pa3siBa
CBIHOCTTa W ¢uiocodusiTa Ha ¢upMara W Ha HEWHATA ISUIOCTHA IIOJIUTUKA B

pasmumanu obnactu’ (Kadranmkues, 2003, ctp.230).
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Cnopen JloraHoB cloraHbsT € ,,KPaThK, SCEH U JIEK 3a MPOM3HACSHE U3pa3s,
KOWTO CBABPKAa KaTO IJIaBeH JIOTHYECKH EeJEeMEHT CTOKaTa, ThpProBcKaTa Mapka,
yciyrarta uid MSCTOTO Ha npofaxobara.” (oranos, 1983, ctp.68).

WBanoBa neduHUpa CIOraHBT KaTo ,,JIOCTOSHHO W3MOI3BAaH OpPUTHHAIICH
¢dbupmen nesuz” (MBanosa, 2009, ctp. 151).

“Crnoranute OMBaT M3MOJI3BAHHU, 32 /1a YCTAHOBSIT MJICHTUYHOCTTA HA MapKara,
Jla TIOBHILAT OCBEIOMEHOCTTa 3a JaJeH MPOJYKT, Aa CTUMYyIHUpaT MHTEpeC U Ja
ch3aanart kenanus umumk”’. (Michalik m Michalska-Suchanek, ctp. 47, 2016).

“Cnoranute TpsOBa Ja MOCOYBAT OCHOBHOTO INPEHMYIIECTBO Ha MPOAYKTa
WM J1a OTTOBapsT Ha OCHOBHUTE HYXIHM HAa MOTPEOUTENNUTE WIIH Ja Mpeasiarat oIie
o3y Ha ObaenuTe norpedoutenn’” (Abdia u Irandoust, 2013, cTp. 62).

Croranu, KOUTO ce XapecBaT Ha MOTPEOUTEINTEe, MOTaT J1a ObJaT M3MOI3BAHH
B IIPOJBIDKEHHE Ha roguHHu. KaTo TakbB MOMYINSPEH CIOraH MOXe J1a 0b/ie TOCOYCeH
Hebe3u3BecTHUAT ciorad Ha PenOyn “PenOyn naBa kpuinaaa” Wi MbK 3alOMHSIIUAT
ce caorad Ha Mak/lonanac “I’m lovin’ it”.

3a 1a MOXKe J1a U3IBJIHU CBOATa (PyHKLMS, CIOTaHbT TPsiOBa 1a Ob/ie KpaThK U
cemnbi1. Karo ce wmMmMa mpeaBua Bce MMO-HAMalsBaIlaTa MPOMBIDKUTETHOCT Ha
BHUMAaHHUETO, OCOOEHO cpel MIAIUTE XOpa, aKo CIOTaHbT € MPEKAICHO ABIBI, TO

KOMITIaHUSITa PUCKYBa TOU Aa Ob/ie mpeHeOperHaT uin 3a0paBeH.

1.4. Cnennuynn puTopuyHu (PUIypu B peKjiaMuTe

VYnorpebara Ha GuUrypu Ha CIOBOTO CHIJIHO Bapupa cropen TexHus tun. Hsakou
OT TAX ca 3HAYUTEIHO I0-4EeCTO CpeIlaHH B pekjamaTta oT Apyru. Haii-uecto
aHanM3upaHata GuUrypa Ha MUCHITa € MeTadopaTa.

Cnopen Hitchon (1991) m Ward u Gaidis (1990) nHaii-mobpe mo3nararta
putopuyHa ¢urypa e Meraopara U €IUHCTBEHO Ts1 OMBa M34epIaTeIHO M3CIIEBaHA
10 OTHOIICHHE Ha MOBEJACHUETO HA MOTPEOUTEIHUTE.

B nmy6nukyBanus npe3 1994 r. ananus Leigh xmacupa puropuunute Gurypu
CTIOpEe]] 4eCTOTaTa, ¢ KOSATO T€ CEe CpeIlaT B aMEpUKAHCKUTE pEKJIaMu, IOMECTCHU B
neyaTHu Menuu. Ha mbpBO MACTO ce moapexa acoHaHca, CIIEABAH OT aJUTepaluiTa
U UTpaTa Ha JyMH.

Leigh (1994) 3aknrouaBa, ye yrmorpebaTa Ha pUTOPUIHHA PUTYPU B PEKITAMHTE

€ HCpAaBHOMCpHA - HAKOH OMBaT 4ECTO M3IIOI3BAaHU OT PECKIIAMHUTEC CIICIHUAJINCTH,
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JOKaTo JPYTH, KaTo HampuMep MNOJUCHUHAECTOHBT H3KIIOYUTENTHO PAIKO HaMUpaT
MSICTO B pEKJIaMHUS €3UK.

Leigh (1994) cpiio Taka oTKpHBa, Y€ OTACIHUTE HHCTPYMEHTH HA PUTOPUKATA
OuBar ynorpeOsBaHU B pa3iIMYHU CIIUCAHUS U 33 PA3JIUYHU MPOIYKTOBU KAaTETOPHUHU.
B pexiamute 3a TpaiiHu npoayktu u yciuyru € ¢ 20 % mo-BeposiTHO J1a MpUCHhCTBA
puTopuuHara (urypa urpa Ha 1yMu (kanamOyp), OTKOJIKOTO Iipu HeTpaitaute (Leigh,
1994).

Leigh (1994) ctura 10 3aKIF04Y€HHUETO, Y€ N300PHT HA ONPEICICHA PUTOPUIHA
¢durypa e moHe A0 M3BECTHA CTENEH CBHP3aH C TOBAa KbAEC W KaK IPOAYKTHT OMBa
peKIaMHpaH, KaKTo M C TOBa KOW M3TOTBS PEKJIAMHOTO MOCTaHHE

Cnopen Enschot u Hoeken (2015) putopuunute ¢urypu u Haii-Beue
Mmetadoparta m kamamOypbT MOrar ga ObJaT OTKPUTH HABCAKBIEC B PEKIAMHOTO
MIPOCTPAHCTBO.

Karpanmxkues u ap. (2016-a) mpoBexaar npoyuBane, B koeTo ananuzupat 605
pPEKJIaMHH CIIOTaHa 3a MPUCHCTBUETO HA Pa3jMYHU PUTOPUYHU (urypu. ABTOpUTE
CTHTAT JI0 3aKJIOYEHUETO, 4e MeTadopara € Hal-uecTo yrnorpedsBaHara ¢urypa Ha
mucobaTa. Ts e gact ot 31 % OT pasriienanuTe CjIoraHd U € clieBaHa OT arena. Ha
TPETO MACTO MO YecToTa Ha ymoTpeba OoT (GUrypuTe Ha MHCBHITA C€ Kilacupa

aHTUTE3aTa, KOSATO NpUchcTBa B 8,07 % OT cioraHure.

1.5. YecTtoTa Ha puTOpUYHUTE GUTYyPH B Pa3JHMYHUTE NPOAYKTOBU KATEropuu

Karpanmxkues u ap. (2016-a) nocturat a0 3akiIOYEHHETO, Y€ yrnoTpedaTa Ha
PUTOPUYHUTE CpEJICTBA B OBIArapckata pekiama € HepaBHOMepHa. Haii-uecto Te
OuBaT M3MOJ3BaHM B c(epara Ha XpaHUTEITHHUTE MPOAYKTH. 94 % OT pexiiamuTe B
Ta3u KAaTeropusi ChAbpXkaT MOHE eqHa puTopuuHa ¢urypa. Ha ciensamo mscrto ce
KJIAaCUPAT CIIOTaHUTE, KOUTO MPOMOTHPAT HAMUTKU. PexjIamMHHUTE CHENHaTuCcTH Haid-
psaako mpubaArBaT A0 (UIYpaTHBEH €3MK, KOraro mpoMoTHpaT OaHKU U
3aCTpaxOoBaTEHU KOMITAHHH.

Moxe na OblIe HampaBeH M3BOABT, 4e ymorpebaTa Ha PUTOPHYHH (PUTYpH

Bapupa CliopcJ NpOAYKTOBATA KATCTOPUs, B KOATO IMOIIaAaT PCKIAMHUTE.

1.6. Pa3BuTHE HA pUTOPUKATA B PeKJIaMaTa BbB BpeMeTO
[Ipe3 BekoBeTe pUTOpPUKATAa CE€ 3aTBBbP)KIAaBA KaTO HEU3MEHEH CI'bTHUK M

MOMOIIIHMK Ha 4YOBEYECTBOTO. T4 HOI[O6HO Ha BCHUYKU APYIrH HAYKH, ThPIIK CBOCTO
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pa3Butue u Metamop 03U U 0Tpa3sBa MPOMEHHUTE B HAYMHA HA MUCIICHE U TIOBEJICHUE
Ha XOpara B Pa3INYHUTE EMOXU.

IIpe3 2002 r. Phillips 1 McQuarrie nmpoBexaar JrOOOMUTHO H3CJICABAHE, C
KOETO LENAT J1a MPOCIEIST KaK ce M3MEHs ynorpedara Ha pUTOPUYHU (HUTYPU BHB
BpeMeTo. M3roTBeHHMAT OT TAX TPYA IOKa3Ba, Y€ WHCTPYMEHTUTE HAa PHUTOpPUKATa
Mpe/ICTaBIsIBAaT KOHCTaHTa B aMepUKaHCKaTa pekiiama Hail-paHo OT BTOpaTa MoJIOBUHA
Ha JABajeceTd BeK. HaunmHbT, mo KOWTO Te OMBaT mpuiaraHu obaye MNpeThprisiBa
cepuo3Ha mpomsiHa. llpe3 mo-paHHUTE [ECeTWIIETHS, BKIIOYEHH B MPOYYBAHETO,
putopuyaHuTe GUTYpU OMBAT yrnoTpedsiBaHu camocTosaTenHo. [Ipe3 90-te rogunn Ha
MUHaIMsSI BEK MHO3MHCTBOTO pEKJIaMH BeY€ ChIbpXKAT MOBEYE OT enHa (urypa Ha
peura. Phillips u McQuarrie Hapuyar To3u ¢peHomeH “HarutactsaBane” (“layering”).

ABTOpUTE OTKpUBAaT M Jpyra CEpHO3Ha pasiiuKa, KosATo ce chopmupa ¢
teyeHne Ha Bpemerto. IIpe3 50-te u 60-Te ToaMHM Ha JABAJECETH BEK, € HAIULE
mpolieca Ha Taka HapedeHoTo “3akoTBsiHe” (“‘anchoring’) - pekiaMHUTE CIEHATUCTH
W3MOJI3BAaT PUTOPUYHU (UTYpU B 3arjlaBUsATa Ha CTATUUTE B CIIMCAHUS, a B KOIHUTO
(OCHOBHUS TEKCT) Ha pekyiamaTta Te OMBaT OOSICHEHHW C MOMOINTA Ha HEe(UTYpaTHUBEH
e3uk. C HampeIBaHETO Ha TOJMHHUTE Ta3W MPAKTUKA 3aro4Ba Ja Ce Cpella BCe Io-
psako, a mpe3 90-Te TS € MoYTH HATBJIHO U3Ye3Hala.

Pasnuynute moaxoau B ynoTpebaTa Ha pUTOpUKATa B peKiamara OTpa3sBat
HE CaMO MpOMsSHA B CTWJIA, HO CBHIIO Taka M TOBAa KaK pa3IUYHU TPYIH, KATO
HarmpuMep IOHOWIUTE W KeHWuTe, OuBaT Tperupanu oT odbmectBoTo (Phillips &
McQuarrie, 2002).

IIpe3 2009 ronumna Christopher mpocnensBa eBoiouusTa Ha (GUrypute Ha
pedTa B peKJIaMHHUTE CIIOTaHH. ABTOPBT Ha U3CIIEIBAHETO OTKPHBA, Y€ C TCUCHHE HA
BpeMeTo ynorpebara Ha (pUTypaTHBEH €3WK HapacTBa KAaKTO MO YECTOTa, Taka U IO
CJIOKHOCT.

KbM MOMeHTa Ha HaMCBAaHETO HA TO3M TPYI, MOJOOHO H3CieIBaHe, KOETO /1a

pasricixkia IMbTA Ha pUTOpPHUKAaTa B PCKIIaAMUTC B B”I)JIFapI/Iﬂ, HC € U3BBPUICHO.

1.7. KyATypHHMSAT acleKT HA PUTOPUKATA B peKjaMara

HapacrtBam Opoii aHamm3u ca TOCBETEHH Ha MEXIYKYJITYPHHUS acHeKT Ha
pHUTOpHKATa B peKIaMaTa.

Jalilifar noctura no m3Bona, 4ye puTOpUIHNUTE HUTYpH KaTO XUIepOosa, puMa

H HUMIICPpATHUB Ca II0-4C€CTO CpCIlaHNu B aHTJIUNCKUTE pPEeKiIaMH, OTKOJIKOTO B
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nepcuiickute. VpaHCKUTE MapKeTOJI03M OT CBOSl CTpaHa pa3yuTaT I[0-4eCTO Ha
*aproHna u meronumusra (Jalilifar, 2010).

3akmrodyeHusTa, 10 Kouto goctura Jalilifar, ceBmamar ¢ HaOIIOAEHHETO Ha
Khodabandeh, e Bcexu e3uk aBopusmpa omnpeneneHu GUrypu Ha pedra, 3a CMETKa
Ha JPYTy U 4e TO3U EHOMEH MOXKe J1a 0bJie 00SICHEH C KYJITYPHUTE pa3inyius, KOUTO
Ha0Ir01aBaMe JI0 JIeH JHEIICH, BhIIPEeKH mporecuTe Ha riiodanmm3anus (Khodabandeh,
2007).

[IpeBoabT HaA peKIaMu U 0COOEHO TE3H, KOUTO ChIBPKAT (PUTypaTHBEH €3UK,
MOKe J1a Ob/Ie M3KITIOYUTETHO TPYAHA 33]a4a.

PexniamMuuTe crienuanucty TpAOBa Ja UMaT NPEABUJ KYJITYpHUS KOHTEKCT, B
KOWTO JaZeHa pekiama mie ObAe pasriexjaaHa, oco0eHO Koraro wu30upar aa
yIoTpeOsT (UrypaTHBeH €3MK B CBOETO mociaHue. Te TpsOBa na Opmat moOpe
3aI03HATH C KYJITYpHUTE Pa3iuyus, 3a J1a H30erHAT TPEIIKH W HEXKETaHU MTOCIICIUITI

3da KOMIIAaHUUTEC, KOUTO IIPCACTABJIABAT.

1.8. Busya/iHa puTOpHUKa B peKjlaMaTta

TepMunbT “puUTopuKa” Hail-yecTO H3BUKBA Y HAC AacoLMAalMM 3a YMEJO
OopaBeHe C €3MKa, HO PEKJIAMHUTE YeCTO N300UIICTBAT HE CaMO ¢ BepOaTHU pUTOPUYHU
¢burypu, HO ChIIIO TaKa U BU3YaTHH.

[Ipod. KadrawmkueB € eauH OT MBPBUTE YUYEHH, KOHUTO H3CIEIBAT
puTopukara B Obiarapckara pexiaama (1998; 2008; 2012).

ABTOpPBT € Ha MHEHHUE, Y€ “UKOHMYHATA (BHU3yasiHa) MeTa(opa HU M03BOJISABA
Ja 3ama3uM 4acT OT BHMJ@ Ha CTOKaTa, KaTo Taka sl MPEACTaBsIME ITbIHOLEHHO
(Kadranmkues, 2010, crtp. 20). Toii ompemens NPUIOKEHUETO HA BU3YATHH
MeTadopu Karo Hali-e(eKTUBHATA CTpATErus B pexjamara.

ITpe3 2016 Lick n3cnenBa pa3iukuTe BbB BU3yalHaTa PUTOPUKA B PEKJIAMUTE,
IIOMECTEHU B QHIJIOE3UYHU M (PEHCKOE3WYHHU KaHaAcku crnucanu. Criopen JaHHUTE
Ha TPOYYBAHETO, CIHCAHHATA, HACOUYEHH KBbM (PEHCKO-TOBOPEUIUTE KHUTEIH Ha
Kanaga w3mon3BaT MHCTPYMEHTHTE HA BH3yallHaTa PHUTOPUKA B 3HAYUTEIHO IIO-

BHCOKa CTCIICH OT TE3W IIPCAHA3HAYCHH 3a aHFHHﬁCKOFOBOPGMHTe KaHaJou (Lle,

2016).
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1.9. Knacudpukanusara Ha uU3CAeABAHMATA, INOCBETEHM HAa Yymnorpedara Ha
PUTOPUKA B peKJIaMHUTe

W3cneaBanusTa, NIOCBETEHU Ha yrnoTpedaTa Ha pUTOPUKA B peKiiaMaTa, MOrar
na ObJaT pa3AeseHd Ha HAKOJIKO OCHOBHH MOJTPYITH.

H’BpBaTa moarpymna, €€ CbCTOM OT HAY4YHU TPYAOBC, KOUTO CC OIIMTBAT 1a
U3rpajdarT Kiacu(uKalus Ha pUTOPUYHUTE PUTYPU B PEKIIaMUTE, Aa U3MEPST TSIXHATA
4YecTOoTa U J]a ONHUIIAT MPUIOKEHUETO UM OT MapKETOJIO3UTE.

BTopaTa noarpytia aHajiv3u 4YCpTadAT IIbTA HAa pUTOpPUKATa B pCKJIaMaTa BbHB
BpPEMCTO U OTpa3saBaT HACTBIIUWJINTC IIPOMCHU B HEC.

Tperata moarpymna cbnocTaBs pUTOPUYHUTE (PUTYpPU U3MOI3BAHU B PEKIaMU
OT pa3NWYHU CTPAaHU M TOCOYBA MPWJIMKUTE M PA3IUKUTE B HAuWHA, MO KOWTO
PEKIIAMHHTE CIICIIUATNCTH OOpaBAT ChC CPEICTBATA HA puTOpHuKara. KbM MOMeHTa Ha
HalmMCBaHC Ha TO3W TpyAd, HC MoraTr maa 6T)I[aT AaJCHU IPUMCPU OT B’I)JIFapI/Iﬂ 3a

HO,Z[O6€H THUII U3CJICABaHUA.

1.10. IMpeaumHu wu3cjaeABAHHUSA, KOUTO AHAJM3MPAT Bb3/AeliCTBHETO HA
puTopuyHU GUTrypHu BbPXY NOTPeOUTEINTE

O6mousBecTeH (hakT e, 4ye “renra Ha peKjaamaTa € He caMo Ja HHOPMHpa, HO
u aa yoexxnasa” (Tom u Evans, 1999, ctp. 39). Eto 3a110, € OT KIIF0OY0BO 3HAYEHHUE HE
camo Ja ObAe aHanM3upaHa ynorpedaTa HA PUTOPUYHU (GUIYPU B pEKIAMHHUTE
CJIOTaHH, HO CBINO Taka Ja ObJIe M3CIICBAHO HEHHOTO BBH3JICHCTBUE BHPXY XOpaTa.
Mapkerono3ute U GUPMUTE, KOUTO T€ MPEJCTABIABAT, € HEOOXOIUMO Jia 3HASAT IO
KaKbB HauMH yrnorpedaTa Ha pUTOPUYHH PUTYPU B peKiiamaTa OKa3Ba BIUSHUE BbPXY

MOTCHIIMATHUTE MTOTPEOUTEIIH.

1.11. Bb3aeiicTBreTO Ha BepOAJTHUTE PUTOPUYHM (PUTYPH B peKJIaMuTe

Cnopen Berlyne (1971) pexknamuTte, KOUTO H3MOJI3BAT MHCTPYMEHTUTE Ha
pUTOpHUKaTa, IPEAU3BUKBAT [10-TOJIIMO BHUMAHUE.

Scott (1990) e ma MHeHHWe, Ye TOCIAHUATA, KOUTO CHIBPKAT B cede cH
burypatuBeH €3uK KOMYHUKHpAT IO Pa3IMueH HAYMH C MOTPEOUTETUTEe M ca Io-
W3PA3UTEITHH.

IIpe3 1999 roguna Tom u Eves cpaBHsBaT eeKTUBHOCTTA HA pEKJIaMH C U
6e3 puropmunu ¢Qurypu. Te cChIOCTAaBAT CTO M JBaJECeT ABOWKH pEKIaMU H

aHaJIM3WpaT HaduHa, I10 KOMTO PECIIOHACHTUTC, YHaCTBAJIIM B TAXHOTO IIPOYYBAHC,
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pearupaT Ha TAX. ABTOpPUTE JOCTUTaT A0 3aKIKOYEHHUETO, 4Ye ‘“‘peKiiaMUTe, KOUTO
BKJIFOYBAT PUTOPUYHM (DUTYPH C€ IPEACTaBAT MO-A00pe OT Te3U, KOUTO HE BKJIKOUBAT,
KaKTO B OTHOIIEHHE Ha 3amaMmeTrsBaHe, Taka u yoeautenHoct” (Tom u Evans, 1999,
cTp. 42).

McQuarrie u Mick (2009) wm3cienBaT Bpb3KaTa MEXAy yrnoTpebaTa Ha
putopuyHu (GuUIypu U TOBTapseMocTTa Ha pewiamute. Te oTkpuBar, ue
,[IOBTOPEHHETO MOXKE Jla He € HEeoOXOJUMO, KOraTro 3arjaBHsTa Ha peKJIaMuTe
ChIBPKAT PUTOPUYHHU (PUTYpH, JOpU TPU YCIIOBHS, NMPH KOUTO CyOEKTHUTE HE ca
Haco4yeHu aa obpaborBar pekmamure” (McQuarrie u Mick, 2009, ctp. 287). Tosa
HaOJII0ICHNe CUJIHO HaTe)XaBa BE3HUTE B I10J13a Ha yroTpedaTa Ha GUIrypaTUBEH €3UK
B PEKJIAMUTE.

ITpe3 2015 Theodorakis u ap. mpoBexaar JTOOOMUTHO MPOyYBAHE, B KOETO CE
ONMTBAT Ja TPOBEPAT Jald CHUICCTBYBAT W3BECTHH OTPAaHUYCHHS TIpex
MPUIIOKEHUETO U BB3JCHCTBUETO HA PUTOPUYHUTE QUTYpU B peKiIaMuTe. ABTOPUTE
IPOBEXJAT JABE H3CJIEIABaHMS, KOUTO IIOKa3BaT, 4ye ynoTpedara Ha PUTOPUYHU
CpeAcTBa B PE30OHAHTHH pEKJIaMH, € Hee(peKTHBHA KOrato OWBaT MPOMOTHpPAHH
MIPOTHBOPEUYMBH MPOJYKTH, CBbp3aHu ¢ Hacwime mim eporuka (Theodorakis u ap.,

2015).

1.12. Bb3aeiicTBHETO HA BU3YaJIHATA PUTOPHKA B peKJjaMara

IIpe3 2008 Van Enschot m np. aHanm3upaT BB3IEHCTBHETO Ha BepOAIHO-
BU3yasHUTe (GUrypu BbpXy norpeourenure. Te3m ¢Gurypu npencraBisBar
KOMOMHAIIHSI MKy U300paKeHHsI M pUTOPUYHH GUrypu. M3ciieaBanero mokaspa, 4e
peKJIaMuTe, KOMUTO BKIIIOYBAT CJIOBECHO-BU3YaJHU (UTYpH, CE€ pasriexigar B IO-
OnarompusTHa CBETIMHA OT TE3U, KOUTO HE C€ BH3MOI3BAT OT TO3H MOIXO/.

IIpe3 2011 roguna Mzoughi u Abdelhak u3roTBsaT npoyuBane, ¢ KOETO IEJAT
na oueHAT edekTa, KOWTO BepOaJHHTE W BHU3YAIIHUTE PUTOPHUYHU (GUTYpU B
pexiamuTe mocturar. Pesynrartute ot 3anurtanute 512 pecnoHAeHTa IEMOHCTPUPAT,
4Ye pUTOPUYHHUTE (PUTYPH BIUSAT MOJIOKUTEITHO BHPXY Hariacara KpbM Opannga. ChImno
Taka, 4pe3 ymnorpedara Ha BHU3yaJdHH M BepOaJHU (urypu y morpeOuTenure ce
Ch3/aBarT MoBeye U Mo-apku MucioBHU oOpa3u (Mzoughi u Abdelhak, 2011).
Cropen nipoyuBane nipoBezieHo oT Chang u Yen (2013) pexiamuTe, KOUTO BKIIOYBAT

B cebe cu MeTadopH, ca Mmo-ePeKTUBHU OT TE3U, KOUTO HE BKIIFOYBAT.
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IIpe3 2014 roguna Van Mulken u np. mpoBexaaT mamiaOHO H3CIIeIBaHE, C
KOETO IIeNIAT J1a OLEHAT KaK CJIOKHOCTTAa Ha BU3yaJIHUTE MeTadopu BiIHsE BHPXY
HAYMHA, IO KOWTO MOTpeOuTEeNUTe Bh3NpUeMar pekiamara. Pesyiararure mokassar, e
MeTaopuTe ¢ ymMepeHa CIOKHOCT C€ OIEHSIBAT MO-A00pe, KaKTO OT IMO-TPOCTHUTE,
Taka M OT MO-CJIOKHUTE BU3YATHH MeTadOpH.

Coaeiiku 1o Te3u HaOMOIeHUs, MOXe Ja Ob/ie HampaBeH U3BOABT, Y€ KOraTo
CTaBa Jayma 3a ymnorpebaTta Ha pUTOpUYHH (urypu, OamaHCHT € KIIOYOB.
MapkeTosao3ute He TpsiOBa J1a ChCTaBAT TBBPJE CIOXKHU IOCIAHUS, KOUTO Ja ObaaT
MIPEKAJICHO TPYAHH WIIA JJOPU HEBB3MOXKHH 3a JAemu(pupane oT moTpeouTenure.

IIpe3 2017 roguna Ortiz u Ap. U3BBPUIBAT MPOYUBAHE, C KOETO LEJAT Ja
aHaJIM3UpaT KOTHUTUBHUTE MPOIIECH, KOUTO ce€ HaOII0AaBaT y Xxopara, mpu oopadboTka
Ha BuU3yatHH Meradopu. Pesynratute OT e€neKTpo-PU3MOJOTUYHOTO H3CIICIBaHE
Mokas3Batr, 4e MeTadopHuTe H3MCKBAT IMO-TOJsIMA CTENEH Ha ycuiue, 3a jJa Obaar
pa3bpaHu B cpaBHEHHE C M300paKeHHUA, MPHU KOUTO € 3aJ0XKeH OyKBaJieH CMHCHIL.
Busyannute metadopu ChIIO Taka Ch3/aBaT IMO-TOJISIMA CTEIEH HAa €CTETUYECKO
YIIOBOJICTBHE OT BEpOATHUTE.

ITpe3 2020 roguna, Batool u ap., JocTUTAT 10 3aKITFOYEHUETO, Y€ yrnoTpedara
Ha BH3YaJHH MeTaopu MIpaBH MapKaTa MHOTO IO-pa3llo3HaBaeMa OT HEHHHUTE
KOHKYPEHTHU.

ITpe3 2020 Chakroun mpoBexia u3ciieIBaHe, C KOETO CE CTPEMH JIa OIICHH KaK
CIIOKHOCTTA Ha BU3YaJIHUTE MeTaopH BIUsie BBPXY BB3MPHITHETO UM OT CTpaHa HA
norpedburenuTe. ABTOPBT € Ha MHEHHE, Y€ Xopara XapecBaT IIpolieca Ha
pasmmdpoBaHe Ha HECHOTBETCTBUETO, KOETO MeTadopuTe MpeACTaBlisBaT, HO
MIPEKAIICHO CIIO)KHUTE METaQOpH MOrar Jia TH OTOTbCHAT.

[Tpe3 2020 roguna Huang pa3y4aBa 1mo KakbB Ha4MH BU3yaliHaTa XxurepOoia
BB3JICHCTBA BHPXY BBINPUSATHUETO Ha pekiamara. Huang oTkpuBa, 4e peKiiaMuTe,

KOUTO CbABPIKAT BU3YyaJIHA XI/II'Iep6OJ'Ia, OouBar OLICHCHHU KaToO 0-3a0aBHU.

1.13. Bp3aeiicTBHe Ha OT/AeTHUTE PUTOPHYHH (PUTYPH B peKJIaMHuTe

Karo ce nma npenBuj pasiukara B yrnoTpedara Ha pazIMuHUTE PUTOPUYHU
¢urypu B pekiamara, € JIOTUYHO Ja ObJe HAIPaBEHO MPEAINOJIOKEHUETO, Ye
CBILECTBYBA PA3JIMUUE U BbB Bb3JCHCTBUETO, KOETO T€ UMAT BbPXY BB3NPUATUETO HA

noTpeOuTenuTe.
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Urpata Ha nymu TpaBH pEKJIaMUTE I0-3alOMHSIIM, 0€3 Ja Mpeau3BUKBA
o0wbpkBaHe B norpedutenure. (McQuarrie u Mick, 1992).

Toncar u Munch (2001) gocturar m0 u3Boja, Y€ MPUIOKECHUETO HA TPOIH B
peKiIaMuTe, MOXE Ja TMOoAoOpu TsAXHaTa e(QEKTUBHOCT B 3HAYMTENHA CTEICH.

Pexnamure, KOMTO M3MOI3BAT TPONH, CE OTIMYABAT C TO-BHCOKA CTENEH Ha
3anmaMetsiBane. ChII0 Taka, Te OMBAT OLEHEHU KaTO MO-yOeIUTEHH.

IIpes 2002 romuna Lagerwerf oTkpuBa, d4e ymoTpebaTta Ha KanamOyp
JOMIPUHACS 32 TOBA MOTPEOUTENNTE ]a BIKAAT PEKIAMHUTE B 1T0-100pa CBETIINHA.

Ang u Lim (2006) moxa3sat, 4ye MeTaQOpUYHHUTE 3arjaBHsi U H300paKECHUS
OUBAT OIICHEHHU IM0-0JaronpuaTHO OT TE€3H, IPU KOUTO € 3aJI03KEeH OYKBaJIEH CMUCHIL.

Fabrize e Ha MHeHue, ye ynorpebara Ha PUTOPUYHU (UTYPH B PEKIAMUTE
“II03BOJISIBA HA 3PUTEINTE CaMU Jla T€HEpUpaT MHOTOOPONWHHM MO3UTHBHU H3BOIH,

KOETO MpaBu pekiiamuTe mno-npasaononoouu’ (Fabrize, 2010, ctp. 358).
Moxe nga Obae HampaBeHO OOOOIICHHUETO, Y€ MHO3MHCTBOTO aBTOPH
u3pas3sBaT ChIJIacHMe, 4Ye yrorpebara Ha pUTOPUYHH (UTYpH OKa3Ba CHIIHO

BB3/ICHCTBUE BbPXY HAUMHA, 10 KOWTO MOTPEOUTENUTE BB3IIPHEMAT PEKIAMUTE.

Knacudukanuara Ha IpeaxoqHUTE MIPOYyYBAHUS MOXKE J1a ObJe pasrienaHa B

Taomuma 1.1.

Tabauna 1.1. Knacudukarus Ha TpeIX0oTHATE U3CIICIBAHUS

Bunose nmpeaxoaHu

ABTOpH
W3CJIeIBAHNS
Stern (1988); Leigh (1994); McQuarrie and Mick
(1992); McQuarrie u Mick (1993); Scott (1994);
McQuarrie u Mick (1996); Philips u McQuarrie
(2002); Smith (2006); Van Mulken u Kok (2005);
Ynorpeda na Christopher (2009); Kadranmxues (2010), Jalilifar
putopuunute ¢purypu B | (2010); Calzada (2011); A‘zam Gharyan (2013), Cui
peKjIaMuTe u Zhao (2014), Labrador u np. (2014), Michalik u

Michalska-Suchanek (2016) Karpanmxues (2016),
Karpanmkues u np. (2016) Lick (2016), Sopon u
Réka (2018), Pawlak-Hejno (2019), Zhao u Lin
(2019), Vasiloaia (2020)

Bb3aeiicTBueTo Ha Swasy u Munch (1985), McQuarrie and Mick (1992),
PUTOPUYHUTE PUTYPH B Tanaka (1992); Tom u Eves (1999); McQuarrie u
peKJaMuTe Mick (1999); Morgan u Reichert (1999),
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Toncar u Munch (2001);

Lagerwerf (2002); Mothersbaugh u np. (2002);
Ahluwalia u Burnkrant (2004); Van Mulken u np.
(2005),

Ang u Lim (2006); Callister u Stern (2007), Stella u
Adam (2008); Van Enschot u ap. (2008), McQuarrie
u Mick (2009), Gkiouzepas u Hogg (2011), Mzoughi

u Abdelhak (2011), Chang u Yen (2013)

Van Mulken u np. (2014), Enschot u Hoeken (2015),
Mohanty u Ratneshwar (2015), Theodorakis u ap.
(2015), Ortiz u op. (2017), Batool u ap. (2020),
Chakroun (2020)

Hsmounux : Pazpabomka na asmopa

1.14. O6o01eHue OT MbPBA IJIaBa

3HaunTeIHA YacT Ha M3TOTBEHUTE [0 TO3M MOMEHT aHaJIM3h OIMCBAT
pa3IMYHKUTE acleKTH Ha ynorpebaTa Ha PUTOPUYHU (GUTYpH B pekiiamara. B cosra
CBpIICBMHA PEKJIaMaTa IIeJIM He camo J1a HGOPMHpPA, HO U JIa TIOATUKBA KbM MOKYIIKA,
€TO 3aIl0 € OT IIbPBOCTEIICHHO 3HAYCHHWE Ja ObJIe JCTAMIIHO M3CICIBAH €(PEKTHT,
KOWTO (DUTYpUTE HA peduTa UMaT BbPXY yMa Ha OTpeOUTeHTe.

Heo0xoauMo € 1mo-HaTaThIIHO MPOyYBaHE MO BBIIPOCA, OCOOCHO KaTo ce MMa
MPEJIBH]I KOJKO BaXXHO € MapKETHHI CIICLIMATUCTHTE U (GUPMHUTE Ja 3HASAT JAIH U JI0
KakBa CTENEH pPUTOPUYHUTE (UTYpH MOTaT Ja TOBIUSSAT Ha HArJIACUTE KbM
pekamara, MapKaTa u caMusi IPOAYKT WIIH yCITyTa.

B o00o0mienne Moxe J1a ce Kaxke, ue ca Halule MHOTOOpPOMHM MyOIMKaIuH,
MOCBETEHH HA POJIATa HA PUTOPHKATa B pekiamarta. B Bbirapus obaue chiecTByBa
NeUIUT Ha W3CICIBAaHUS Ha TeMa BB3JCHCTBHE HA PUTOPUYHUTE QUTYPH B

pexstamara. HacTosmuaT Tpy € OpUEHTUPAaH MIMEHHO B Ta3W HACOKaA.

BTOPA I'JIABA: METOJAUKA HA U3CJIEABAHETO
BbB BTOpa 171aBa HA AMCEPTALMOHHUS TPYH € MPEeACTaBeHa METO0JIOTHATA Ha
HacToaumus Tpyn. llocouenn ca mapamerpute Ha wu3cieaBaHero. OHaryieneH e
QIrOpuUTbMBT Ha NIpoyuBaHeTo. ONMUCaHM ca NPEUMYLIECTBAaTa HAa aHKETara KaTo
METO/l 32 ChOUpaHe Ha JaHHH.
2.1. IlapameTpu Ha U3cJIeIBAHETO
Morat na 6bJ1aT pa3rpaHMyYEHH CIAEAHUTE TapaMETPH Ha U3CIEABAHETO:

1. OOekt Ha uscnenBanero: Pexinamuu ciaoranu B bbarapus;

20



2. llpenmet Ha uscneaaHeto: OlieHKa HA BB3/ICHCTBUETO HA PUTOPUYHUTE QUTYPH
B PEKJIAMHUTE CJIOTaHU;

LeneBa cbBKyMHOCT: PecionieHTH, *KuUBeeIn Ha TepuTopusita Ha bearapus;
Mopen Ha u3Bankara: Heciyualina n3Bajka, U3BaJika Ha OT30BAJIUTE CE;

Mertopn 3a chOupane Ha ganHu: Online aHKeTa — MHOTOCTPAaHUYEH BBIIPOCHHK;

A

AHkerata e mpoBeneHa B mpenoctaBeHata oT (Google mmardpopma — Google
Forms.
7. O6em Ha m3Baakata: 300 pecrnioHeHTa

8. Cpox na uzcnensanero: 08.10.2022 r. - 11.11.2022 r.

2.2. AITOpUTHM HA U3CJIeIBAHETO

@urypa 2.1 AnropuTbM Ha U3CIIEIBAHETO

Wsrpaxnane Ha 6a3a JaHHU OT
CIIOTaHH

I'pynupane Ha clIOraHuTe 10 MPOAYKTOBH
KaTeropuu

KonTeHT aHanus:
- Cp3aBaHe Ha perucTpaloHHa (hopMa Ha CIIOTaHUTE
- AHajIu3 Ha IBJDKUHATA HA CIOTaHUTE
- CbOTHOIIIEHUE CIIOTAHU Ha OBJITAPCKU U HA YYK]T
€3UK
- Putopuuen anaiau3 Ha ClIOraHUTe

dopmynupaHe Ha XUIIOTE3U
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OreHKa Ha BB3/ICHCTBUETO HA PEKJIAMHUTE
CJIOTaHU:
- PazpaboTBane Ha BBIIPOCHHUK
- Mozen u o6eM Ha U3BagKaTa
- Cp0Oupane Ha JaHHH

- Konupane Ha OTTOBOPHUTE M BHBEIKIAHE B

craructudecku copryep SPSS
- AHanu3 ¥ MHTEpIpETALUs Ha TaHHUTE

3aKJroYeHue u IPCIIOPBKH 3a 6’]3,[[6].].[1/1
HN3CJICABaHUA

Hsmounux: Pazpabomka na asmopa

AJNropuThMBT Ha U3CIIEIBAHETO IPEMUHABA IIPE3 LIECT eTana: U3rpaxkJaHe Ha
0a3a JaHHW OT CJOTaHW, TPYNUpPaHE Ha CIOTAaHUTE IO MIPOAYKTOBU KaTETOpPHH,
W3BBPIIBAHE HAa KOHTEHT aHaiu3, (QOpMyJIHMpaHe Ha XHWIIOTE3W, OLEHKa Ha
Bb3/JICHCTBUETO HAa PEKIAMHUTE CIIOTaHU, U3rOTBSHE Ha 3aKJIOYEHUE U MPENOPbhKU 3a

OBbIeIN U3CIeaBaHuUs.

2.2.1 U3rpasxkaane Ha 0a3a TaHHHU OT CJIOTaHU

[IbpBUAT eTam OT METONOJIOTHSTA BKJIIOYBA CHOMpAHETO HA H3BaAKa OT
pEKJIaMHHU CJIOoTaHU. 3a 1IeJITa Ha U3CJIEBAHETO ca aHauu3upaHu 815 cioraHa.
Crnoranute ca akyMmyJdpaHU OT CIEJHUTE TPAJULIUOHHU M JUTHTATHU MEAUU:
TEJEeBU3Us, BECTHUIIU U CIIUCAHUs, Pano, OUIOOpAOBe U pekiiaMHu NaHa, HTepHer,
COLIMAJIHU MPEXKHU.
2.2.2. I'pynupane Ha cJIOTaHUTE 110 NPOAYKTOBH KATerOpuH

Crnen cwOWpaHeTo Ha CIOTaHWTe Te Ofxa paslpenciiecHH B eIWHAIeceT
pa3iMyHu  OpOAyKTOBM Kareropuw: Xpanu, Hanwutku, Ko3meruka, Mona,
Texnonoruu, ABTomMoOWIHM, Menuuuna u dapmanus, TovproBus, TypussMm u

pecTopanTbOpcTBO PUHAHCOBH yCayTH U [pyru.
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2.2.3. KonTeHT anajau3s
TperusaT eranm Ha METOMOJIOTHATA HA W3CIEABAHETO MPEJCTaBIIsABA JIETalHICH
aHaIM3 Ha ChABpPXKAHWETO Ha cioranuTe. ChCTaBeHAa € perucTpanroHHa ¢opma Ha

PEKJIaMHUTE CJIOTaHU 110 MPOAYKTOBU KaTErOpUH

Ta6auna 2.1.: Peructpanmonna gopma 1o npoaykToBa KaTeropusi

Ne PeknameH cnorad | Komnanusa | PutopuuHa dpurypa | lMpogykroBa Kkateropus

SRSl Ead o P

7.

Hsmounux: Pazpabomxa na asmopa

2.2.3.4 PuropuyeH aHAJM3 HA PeKJIAMHUTE CJIOTaHH

CrnenBamusar eram OT METOJOJOIMATA 3aK/I04aBa JETAlICH PpETOPUYEH
aHaJIM3 Ha PEKJIAMHUTE CIIOTaHU:

- PexnamHuTe CcloraHu ca NpPOBEPEHM 3a HAJIMYUETO WM OTCHCTBHETO Ha
pUTOpUYHH QUTYPU;

- [IpecmeTHAT € IPOLEHTHT HA CIIOTAaHUTE, KOUTO M3I0JI3BAT [IOBEYE OT €IHA

CTHJIUCTUYHA (hUrypa;

2.2.3.5 PuropuyeH npous1 Ha NPOAYKTOBUTE KATErOPUH

Ch3aaneH e puTopudeH Npodui 3a Beska ejHa MPOAYKTOBA KaTeropusi:

- OmpeneneH € MHPOUEHTHT OT PEKIAMHHU CJIOTaHHW, KOMTO M3MO0JI3BaT
(burypaTuBeH e3uK

- [TocoueHu ca Hal-4eCTO W3MOIBBAHUTE PUTOPUIHH (PUTYpU U Ca TIOCOYCHU
IIPUMEpH 32 TSIXHATa yrnoTpeda

- [IpecMeTHAT € ASATBT OT PEKIIAMHHUTE CIIOTAHH, KOUTO ChIbPKAT IOBEYE OT
enHa putopuuyHa ¢urypa. OrOenszaHu ca Ha-4eCTO CpEIIaHUTe KOMOWHAIIMH OT
CpeACTBa Ha peTopuKara

ITo To3u HauMH MoraT Ja ObJAT HallPpaBEHU M3BOJAU OTHOCHO yrnorpebara Ha

(bl/IrypaTI/IBeH C3UK B PA3JIMYHUTC ITPOAYKTOBH KATCTOPUH.

23




2.2.4. ®opmyiupaHe HA XMIIOTE3H
CrnenBamusr eTamn Ha IPOy4YBaHETO ce 00ycliaBsi OT ChbCTABIHETO HA XUIIOTE3H,

KouTo 0s1xa popmynupanu B yBoJa.

2.2.5 OuneHka Ha Bb3/1€fiCTBMETO HA PEKJIAMHUTE CJIOTAHU
2.2.5.1 PazpaboTBaHe Ha BHIIPOCHUK

CrenBamusar eranm Ha M3CIEABAHETO TPEJACTABIsABa pPa3pabOTBaHETO Ha
BBIIPOCHUK, KOWTO HMMa 3a IIeJl Ja TPOBEPH IO KaKbB HAUYWH BB3JICHCTBAT Ha
MOTPEOUTENUTE PEKIAMHHUTE CJIOTaHH, KOUTO ChABPKAT PUTOPUYHH (Urypu, B
CpaBHEHHE C TE€3U, KOUTO HE CE BB3MOJ3BAT OT MHCTPYMEHTUTE Ha (UTYpaTUBHHUS
€3UK.

BBIPOCHUKBT ce ChCTOM OT TPU YacTH: BHBEJCHHWE, OCHOBHA YacT U
nemorpadcku OJIOK.

PecrionnentuTe ca MOMOJIEHU Ja Aa/laT CBOSITA OLIEHKA OTHOCHO JiBa BapHaHTa
Ha €JIHU W CBhIIM PEKJIAMHU CJIOTaHW. B MbpBUS BapHaHT CIIOTAHBT € MPEACTABEH IO
HAaYMHA [0 KOWTO MPUCHCTBA B OpPUTHHAIHATA peKiiamMa, OT KOSATO € B3eT -
ChIbpKallku puTtopuuHa ¢urypa. BbB BTOpHs BapuaHT puTopuyHara ¢Gurypa e
MpeMaxHaTa, a 3HaYeHUETO Ha CIIOTaHa € 3ama3eHo. To3u MoJIXoJ € B3auMCTBaH OT
Mothersbaugh u ap. (2002).

W3mepenusita, Ha 0azaTa Ha KOUTO ca OLIGHEHH CIIOTAHUTE, Ca aalTUPaHU Ha
0a3a Ha peaxoaHM u3ciensanus ot Tuna Ha McQuarrie u Mick (1999), Tom u Eves
(1999), Toncar u Munch (2001), Ang u Lim (2008).

Pecnongenture ca momMoneHu Aa oueHAT cioraHa “Bopa ot chpuero Ha
Pononure” mo cnennute kpurepun : Opurunannoct, KpeatuBHoct, Y0enuTenHoCT,
Pazbupaemoct, XapecBane, 3anomusemMocT, CTerneH, B KOSTO CJIOTaHbT MOATHUKBA
KbM MOKYTIKA.

[IppBUAT croran, KOUTO PECIIOHACHTUTE Ca TIOMOJICHH Ja OICHAT, € ‘Boda om
copyemo Ha Pooonume”. Toit pexnmamupa OBpP30000pOTHA CTOKA, B CIIydas
MuHepaiHa Boga. Mapkara (/leBuH) He e mocoueHa. CbcTaBeHa € BepcHs Ha cloraHa
“Boma ot chpuero Ha Pomomute”, B KoATO ymoTrpebara Ha (UTYpaTUBEH €3WK €
npemaxHata. Taka cioranbT € TpanchopMupas BeB “Boda om Pooonume ™.

CrnenBanusr cioraH NpejIoKeH 3a oleHka € “Kpedum ma muea”, KOWTO
pekiamupa (UHAHCOBU YCIyTH. YUYacTHHUIIMUTE B aHKeTaTa ca MOMOJIEHU Ja AajaT

CBOsITa OLICHKA 3a CJIOraHa 110 BEYC YIIOMCHATUTE KPUTCPUHU. PexnmaMuusaT cioras e
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TpaHcOpMHUpaH Taka 4e Ja He ChAbpka puropuuHu Qurypu. Pecrnonmentute
oreHsBar ciorana ‘“‘Kpeoum eeonaea’.

CnenBamust cjioraH, KOWTO € 4acT OT u3cienBaHeTo € ‘‘Ilepanuama ocusee
no-ovaeo ¢ Kaneon”. Cnen kaTo ydyacTHMIIMTE B aHKETaTa ca MOMOJICHU Ja OICHST
OpUTHHAJIHUS CIIOTAaH, TE JaBaT CBOsATAa OICHKAa W 3a Herorara Bepcus 0e3
dburyparuBeH e3uk - “Ileparuama pabomu no-owvneo ¢ Kanreon”.

CrnenBamuTe BBIIPOCH ca 4acT OT T.Hap ,JdemMorpadcku ONOK™ Ha aHKeTara.

Upes Tax Moxke Jga ObJe W3BJICYCHA pa3iudHa HHPOpPMANHs OTHOCHO
PECTIOHJICHTUTE KAaTO TSIXHATa BB3PacCT, IMOJI, CEMCHHO TOJIOKEHHUE M MaTePUATHO
011aroChCTOSHUE.

HeoOxonumo e na ce mpoBepu Jaiu ce HaONIo/laBa pas3ivKka B OICHKUTE 3a
CIIOTaHH ¢ W 0e3 PUTOPUYHU (UTYPH CIIOPE]l MATEPUATHOTO OJarochCTOSIHHE Ha
Xopara B3eJM y4acTHe B MPOYYBAHETO. br OMIIO MOJIE3HO 32 MApKETOIO3UTE J1a 3HAST
Jlald XopaTa ¢ MO-TOJIEMH WM MO-CKPOMHHU BB3MOXKHOCTH HPEANOYUTAT pPEeKIIaMu,

KOUTO yrnoTpeOsBaT GUrypaTUBEH €3UK.

2.7. “OraenajHo” u3cjeaBaHe ¢ 0ycTepHa U3BajKa

W3BbpuieHo Oelie TOMbIHUTENHO “OryieJaiHO” u3cieaBaHe. B opuruHaiHoTO
W3Cle/IBAaHE PECIOHJCHTUTE OsXa TMOMOJICHH Ja OICHSIT OpPUTHHAIIHU CIIOTaHU C
PUTOPUYHU QUTYpHU C TAXHATA U3MUCIIEHA Bepcus 0e3. B “ornmemannoro” uscneaBaHe
pecroHieHTHTe OsfXa TIOMOJICHH Ja OLEHST JBOHKM CJOTaHHW, B KOHUTO ITBPBHSAT
CIIOTaH € B CBOS OPUTHHAI U HE CHIbpPKA PUTOPUYHU (UTYpPH, a BTOPHUSAT CIOTaH Ce
BB3I0JI3BA OT apceHaja Ha pUTOPHKATa, KaTO CaMOTO 3HAUYEHHUE € 3aMa3eHo.

O6embT Ha HU3BaAKaTa € CTO M €IMH AylId, oT Kouto 48,5 % xenu u 51,5 %
MBKE.

YyacTHULIMTE B aHKETaTa ca MOMOJIEHU J1a OLICHAT TPU ABOMKHU cioranu: “Tu
m3bupam” - “H36opbr ¢ B TBoM pble”, "KomdbopThTr ma Obmem cBoOomeH" -
"CBoOonara obneuena B koMpopt" u “/loOpo kadyecTBO Ha HaW-HUCKU LIEHU -

“J1oOpo kKauecTBO O€3 KOMIIPOMHUC C IIeHaTa” 110 TOPEN30POCHUTE KPUTEPHH.
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2.2.5.2. CrOupaHe Ha JaHHHU

MeronbT 3a chOupaHe Ha JaHHU € OHJIAHH aHKeTa - MHOTOCTPaHWYEH
BBIIPOCHHUK.

AHKeTaTa e MpoBEJICHa ¢ TIOMOIIITa Ha npegocraBeHata ot Google Ge3maTHa
mwiargpopma Google Forms.

To3u mMeTox 3a chOMpaHe Ha TaHHU CE OTJINYABA ChC CICAHNUTE CHIIHU CTPAHH:

- Hucwk puck ot cBpbXxu3siBa

IIpn rpynoBuTe IHMCKyCHM, a CBUIO Taka WM IEPCOHAIHUTE HHTEPBIOTA €
HAJTUIIC CHJICH PUCK OT CBPBXU3SBA.

- Hucku pa3xomu - Thi KaTo HACTOAIIOTO M3CIEABaHE HE € (PMHAHCUPAHO, Ce
Hayara Ja ObJe n30paH pa3xoJHo e()eKTHBEH METO/] 3a ChbOMpaHe Ha JaHHH

- [onmsiMa Obp3uHA HA CHOMpaAHE HA TAHHUTE - B CPAaBHEHUE C JIPYT'H METOJIH 32
C'I)6I/IpaHe Ha JaHHH, €JHA OT CUJIHUTC CTPAaHU Ha OHJIAMH aHKeTaTa € MMEHHO MHOTO
no-rojsiMara Obp3UHA, C KOSITO MOrar ja ObaaT chOpaHu JaHHU

- l'ossim 00eM OT aHHM - OHJIAMH aHKeTaTa MO3BOJIsABA Ja OBAAT ChOpaHU U
00paboTEeHH TOJIIMO KOJIMYECTBO OT JaHHH

- PucksT oT HN3KpPUBABAHC HA JaHHUTC € HUCHK

2.2.5.3 KonupaHe Ha OTroBOpHUTE M BbBEXK/IaHe B cTaTHCTHYeCKU codpryep SPSS
Cren mpoBEXKAAaHETO HA aHKeTaTa, ChOpPaHUTE OTTOBOPH Ca KOJUPAHH B

cratuctudeckus copryep SPSS.

2.2.6 AHAJIM3 M HHTEPIPETANUA HA TaHHUTE

[TpoBeneH € 00CTOSH aHAM3 HA PE3Y/ITATUTE OT aHKETaTa.

3a BcsKa enHAa OT TPHUTE JABOMKM CIIOTaHM ¢ M 0e3 puTopuyHH (urypu e
M3BBPIICHA MPOBEpPKA JaJIM MMa CTaTUCTHMYECKH 3HAYMMa pPa3jIMKa B OIEHKHUTE Ha
peCHoHACHTUTE TI0  cienHutre  kputepuw:  OpuruHamHocT, KpeaTtuBHOCT,
Yo6enurennoct, Pazbupaemoct, XapecBane, 3amomasiemMocT, CTemeH, B KOSTO
CJIOTaHBT MOJTUKBA KbM MOKYIIKA.

CpIio Taka, € MPOBEPEHO Jalld MMa CTAaTHCTHYECKH 3HAYMMa pa3jiMKa 3a
CPEIIHUTE OIICHKH, KOUTO MBKETE M JKCHHTE J1aBaT Ha PEKJIAMHHUTE CJIOTaHU ¢ U 0e3

yrnoTtpebara Ha (GUTYpaTUBEH €3HK.
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M3BbpiieHa e mpoBepka Janyd Bb3pacTTa BIHs€ BbPXY HAuWHA, 110 KOWTO
NOTPEOUTENUTE OLECHABAT PEKIAMHUTE CIIOTAHHW, KOUTO BKJIIOYBAT PUTOPUYHU
burypu.

IIpoBepka, u3BbplIeHa Chc cTaTucTUueckus codryep SPSS, mokassa gamu e
HAJIWIE CTAaTUCTUYECKH 3HAYMMa pas3idka 3a CPEJHHUTE OLEHKH, KOWTO

PECIIOHACHTHUTEC JlaBaT, B 3aBUCUMOCT OT MaTCpUAIITHOTO UM 01aroCHCTOSHUE.

2.2.7. 3akn04eHne U MPenopbKM 32 ObAely U3cjaeBaHus
@OuHATHUAT eTalm OT METOJNOJIOTUSATA Ha MPOBEICHOTO IMpPOy4YBaHE €

CbCTAaBAHCTO HaA 3aKIIOUYCHHUC U IIPCIIOPBKU 34 6’]3,[[6].].[1/1 HU3CJICABAaHUA B obnacrra.

2.4. U3mo/13BaHM CTATHCTHYECKH METO/AH 32 AaHAJIM3 HA IaHHUTeE
2.4.1 IIpoBepka HA CTATUCTUYECKH XUIOTE3H
B nucepranmoHHus TpyA ca M3MOJ3BaHU Pa3IMUHU HEMapaMETPUYHH METOIU
3a IIPOBEpKa Ha CTATHCTMYECKA XUIIOTE3a, ThH KaTO IPU3HALUTE Ca U3MEPEHHM Ha
opauHanHuTe ckanu. Cpen n3Mnon3BaHUTE METO/IU Ca:
- U-xkpurepuii Ha MaH-YutHu - HenapamerpuueH KpuTepui, KOWTO ce Ipuiiara mpu
IIPU KaYECTBEHU IPU3HALIM, [IPU IPOBEPKA Ha JIB€ HE3aBUCUMH U3BAJIKU;
- T-xputepuii Ha YunkokceH - HemapamerpuueHn Kputepuid, KOWUTO ce mpuiara npu
Ka4eCTBEHU MPU3HALM, IIPYU IIPOBEPKA HA JIBE 3aBUCUMH U3BAJKH;
- Kputepuii Ha Kpbckan Yonuc - Henmapamerpuuen kputepuii, KOUTO ce nmpujiara npu
KaueCTBEHU MPU3HALM, [IPU IPOBEPKA HA TPU WJIM [TOBEYE HE3aBUCUMU U3BAJIKU.
Benuky u3uncineHus B qucepTalMoHHMs TpyX ca HampaBeHu ¢ IBM SPSS u

Microsoft Excel.
Tpera raasa : AHAJIN3 HA CbABPKAHUETO HA PEKJIAMHUTE
CJIOT'AHU

3.1 KoHTeHT aHaIU3
3.1.1 AHaau3 Ha TBJUKHHATA HA CJIOTAHUTE

Cnopenl naHHHMTE Ha IPOBEIEHOTO IIPOYYBAaHE, CpeAHAaTa AbJDKMHA Ha
PEKIIaMHUTE CIOTaHU B OBJITapCKOTO PEKIIAMHO MPOCTPaHCTBO € 3,51 mymu. Moxe na

6’[:,[{6 HaIlpaBCH U3BOADBT, Y€ CJIOTaHUTC B ELnrapm{ Ca OTHOCUTCIIHO KPAaTKH.
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Taoauna 3.1. CpeiHa TbKHMHA HA CJIOTAHUTE 10 MPOAYKTOBHU KaTETOPUU

CpegHa gbnkuHa
Ne MpoaykroBa kateropms (6poi aymm)
1. "XpaHu" 3,49
2. "Hanutkun" 3,94
3. "Mopa" 4,03
4. "KosmeTmka" 493
5. "TexHonornun" 4,54
6. "AsTOMOOMNN" 4,06
7. "Meguumsa n hapmaums” 417
8. "Typn3bM 1 pECTOPaHTLOPCTBO" 4,28
9. "®uHaHcoBK ycnyru" 4,52
10. "Tbprosus” 4,54
1. “‘Opyrn” 4

Hsmounux: Pazpabomxa na asmopa

Criopen TaHHWTE HA M3CIENBAHETO, HAW-KBCUTE CIOTaHU Ce HAONI0/IaBaT B
chepure "Xpauu" (3,49 nymu) u "Hanutku" (3,94 aymu). OTHOCHUTENHO KpaTKU ca
pEKJIaMHHTE TIOCTaHus B MPOAYKTOBUTE Kateropuu “Ipyru” (4 nymn), "Moga" (4,03
aymu), "Asromoomnu" (4,06 mymm), "Memuuuna u Qapmanusa” (4,17 nymu) u
"TypusbsM u pecropanTbopcTBO" (4,28 nymu). CpaBHUTEIHO ABJITH CJIOTAaHU MOTaT Jia
ObJaT OTKpPUTH B o0nacTTa Ha (huHaHCOBUTE ycnyru (4,52 nymu) , ThproBusita (4,54
IyMu) U TexHonoruute (4,54 nymn). Haii-ronsima cpeiHa IbJDKUHA UMAT CJIOTaHUTE B
cdepara Ha KO3MeTHKATA - 4,93 TymH.

B nponyxroBure karteropun "Xpanu", "Hanutku", "Moga", "Ko3meruka",
"Texnonorun", "AromoOunn", "Meaununa u dapmanus" u “/pyru” pexiamHUTE

IIOCJIaHus Ca IO-KpAaTKHU OT TC3U Ha 6Lnrapc1<1/1 C3HUK.

3.1.3 ChoTHOLIEHHE CJIOTAHU HA OBJTAPCKH M HA YYiK] €3UK

Taéauna 3.2. CroTHOIIEHHE CTIOTaHU HA OBJITapCKU U Ha YYXJ €3UK 10 MPOIyKTOBU
KaTeropun

No n MpoueHT cnoraun | MpoueHT cnoraxu
0 poayKTOBa KaTeropus
Ha 6brapcKu e3uk Ha YyXA e3UK

1. "XpaHu" 88,47 % 11,53 %

2. "Hanutku" 79,60 % 20,40 %

3. "Mopa" 65,46 % 34,54 %

4. "KosmeTuka" 83,34 % 16,66 %

5. "TexHonoruun" 80,60 % 19,40 %

6. "ABTOMOOMIN" 82,86 % 17,14 %

7. "Mepgwnuuna n dpapmaums” 96,20 % 3.80 %

8. "Typn3bM M PECTOPaHTLOPCTBO" 61,04 % 38,96 %
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9. "®uHaHcosw ycnyru" 96,18 % 3,84 %
10. "Tbprosus” 94,45 % 5,55 %
1. “Opyrn” 88,89 % 1,11 %

Hsmounuk: Pazpabomra na aemopa

Hali-BUCOK TMPOILIEHT peKJIaMHU IOCIAHUS Ha €3WK Pas3lIMdCH OT POIHUS €
otueteH B cepara "TypuszsM u pectopantbopcTBo" (38,96 %). Ta3u 3akoHOMEpHOCT
€ JIOTUYHA, ThH KaTO pPEKJIaMHUTEe B TO3U CEKTOpP Ca HACOYEHH HE CaMO KbM
rpaxaanute Ha PemyOnuka bbarapus, HO U KbM TOCTHTE Ha CTpaHaTa.

Ha Bropo Mmscro mo ymorpeba Ha YyXKIOC3UKOBH CIIOTAHH C€ MOIpPEexKIa
obnacrra Ha Momata (34,54 %), a Ha TPETO CHhC 3HAYUTEITHO MO-HUCHK MPOIECHT -
npoaykroBarta kareropus "Hamutku"” (20,40 %).

PexiiaMHuTE CrieuanucTd HAW-PSIAKO CH CIIyXKaT C 4YYXKIOE3HKOBHU CJIOTaHH,
KOTraTo MMar 3a IIeJl Ja MPOMOTUPAT MPOAYKTH U YCIYTH CBBP3aHU C MEIUIIMHATA W

dapmanusTa. BcHuky 9yk10€3UKOBU CIIOTaHH Ca Ha aHTJIMCKH €3WK.

3.1.4 PuTtopuyeH aHAIN3 HA PEKJIAMHHUTE CJIOTAHU

MHO3MHCTBOTO cioranu - 63,43 % cbabpkar B cebe CH MOHE €/THa PUTOPUYHA
¢byrupa. Moxe na Oblae HampaBeH H3BOABT, Y€ MApPKETOJO3UTE YEeCTO H3IO0JI3BAT
WHCTPYMEHTHTE HA PUTOpPUKATa B OBITapCKOTO PEKIaMHO MPOCTPAHCTBO. Bbmpeku
TOBa TpsiOBa /1a ce OTOEIEkKH, Y€ TO3H MPOIEHT € MO-HUCHK B CPAaBHEHHE C TAHHHUTE OT
npoBeaeHoTo npe3 2016 ronuna npoyuBane ot Karpanpkues u ap.

Karpanmxkues u ap. (2016-a) uzuncnssar, ue 77,9% ot uscienBaHurte oT TiIX
PEKJIaMHH TOCJIaHus yrnoTpeOsBaT puropuyHu Gurypu. CienoBaTeIHO YecToTaTa Ha
¢burypu Ha MUCBHJITA U CIIOBOTO B peKJIaMHTe y Hac € Hamassuia ¢ 14,47 %.

Ta6auna 3.3. OTHOCHUTENHHW [SJIOBE HAa PHUTOPUYHHUTE (UTYpH 1O MPOAYKTOBH
KaTeropuu

MpopykToBa KaTeropus OtHocueneH Asn Ha

puTopuYHUTE hUrypu
1. "XpaHu" 83,88 %
2. "Hanutkn" 83,67 %
3. "Moga" 61,82 %
4. "KoameTumka" 72,22 %
d. "TexHonoruun" 59,70 %
6. "ABTOMOBUN" 71,43 %
7. "Meguumna n dapmaums” 63,80 %
8. "Typu3bM M peCTOPaHTLOPCTBO" 61,03 %
9. "®uHancosu ycnyru" 61,53 %
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10. "Tbprosus” 46,29 %
11. “‘Opyrn” 50,79 %

Hzmounux: Pazpabomxa na asmopa

Cropen MaHHUTE Ha HACTOSIIETO MPOYUYBAHE, PEKIAMHUTE CIEHUATUCTU
OOpaBsAT ¢ WMHCTPyMEHTapUyMa Ha PUTOPUKATa HAW-9€CTO, KOraro IPOMOTHPAT
"Xpanu" (83,88 %) u "Hanutku" (83,88 %). [IpouieHTHT Ha yroTpeda Ha PUTOPUIHU
burypu € MHOTO BUCOK M B mpoaykroBute kateropuu "Kosmeruxa" (72,22 %) u
"Asromoounu" (71,43 %).

[To-aucohK a1 ce HaOMO1aBa B mpoAykToBaTa kateropus “Upyru” (50,79 %).

OOnacTTa Ha THPrOBUATA € CIUHCTBEHATA, B KOSTO MO-MAJIKO OT ITOJOBHHATA
OT pa3riieJaHUTE CIOTaHU ChABPKAT B ceOe CU PUTOPUUHU (DUTYPH.

Moxxe na Oble HampaBeH W3BOABT, Y€ PUTOPUKATA € MPEANOYUTAH
WHCTPYMEHT 3a PEKJIAaMHUTE CIEIUAIUCTH Yy Hac, HE3aBUCHMO OT MPOIyKTOBaTa
KaTeropusi, KbM KOSITO CIaJaT MPOMOTHUPAHUTE OT TAX NPOAYKTH. lIponeHThT Ha

U3MOI3BAaHUTE PUTOPUYHH (hUrypu obaue Bapupa.

Ta6auna 3.4. OTHOCUTETHH J5UTOBE HA Pa3IMUYHUTE PUTOPUIHUTE (PUTYpH

OTHOCMTENEH
Bup putopuyHa curypa nsn
MeTadopa 44,90 %
Anen 21,47 %
Enuter 10,30 %
Ekcknamaums 711 %
Xunepbona 3,92 %
[pagauus 2,57 %
PeTtopnyeH Bbrpoc 2,45 %
AHTUTE3a 2,33 %
AHacopa 1,84 %
OnuueTBOpeHne 1,84 %
MMapanenusbm 1,59 %
CpaBHeHue 1,47 %
Puma 1,10 %
Annukaums 0,98 %
CuHekgoxa 0,49 %
OKCMMOPOH 0,49 %
Kanambyp 0,49 %
Enudopa 0,36 %
Heonormsum 0,36 %

Hsmounuk: Pazpabomra na aemopa
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Haii-yecTo cpeliaHusT HMHCTPYMEHT Ha puTopukara ¢ Metadopara. Tasu
3aKOHOMEPHOCT  3aTBbpI)KIaBa HAlpaBEeHHUTE HAONIOJACHUS B  MPEIXOIHHUTE
U3CJICABAHUS 3@ OCHOBOINoOJIAraimiara pojsi Ha Meradopara B pekiamara
(Kadranmxkues, 2010, Fabrize, 2010).

Ha BTOpO ¥ TpeTo MSCTO MO 3aCTHIICHOCT B PEKIAMHHUTE MOCIAHHS y HAC Ce
kiacupat anensT (21,47 %) u enurerst (10,30 %). JApyru 4ecTo cpeiiaHi pUTOPUIHA
burypu ca ekckiamanusaTa, Xurepoosara u rpajausTa.

B pexinamMHOTO MPOCTPAaHCTBO B Bbirapusi M3KIIOYHUTEIIHO PSIKO MOrar ja
OBbIaT OTKPUTH CHHEKI0Xa, OKCUMOPOH 1 KainamOyp (0,49 %).

Enudopa u nHeonoruzsm npucsersar B esa 0,36 % ot ciaoraHure.

3.1.5. Ynorpe6a Ha puTopu4yHu (GUIrypH 10 NPOAYKTOBU KATErOpUM

[TonpoOHo e aHanu3upaHa ynoTpedaTa Ha pa3TUYHUTE PUTOPUYHH QUTYPH 3a
BCSKa €IHa MPOJYKTOBa KaTteropus. B oOiacTra Ha XpaHWTe, HaMTKUATE, MOJATA,
KO3MEeTHKaTra,  aBTOMOOWiIHMTe,  (UHAHCOBHTE  YCIYyrd W Typu3Ma W
PECTOPAHTHOPCTBOTO Hai-yecTo cpemianu ca Meradopara, aneasT U enuteTsT. [Ipu
TEXHOJIOTUUTE Hail-BHCOK MPOIEHT Ha ynoTpeba ce cpemna npu Meradopara, anena u
eKCKJIaMalusATa, a IpU ThpProBusTa - Mpu Meradopara, amnena v xunepodbonara. B
kareropusita “/lpyru” Hail-yecTo OWBAT W3MOJN3BaHM MeTadopa, CEHUTeT W

CKCKJIamanus.

YETBHPTA TJABA : OIEHKA HA BB3JIEMCTBUETO HA
PUTOPUYHUTE ®UT'YPU B PEKJIAMHUTE CJIOI'AHU

4.1 AHaJau3 Ha eJHOMEPHU pa3npeaeseHus

[Ipu cpaBHsiBaHe Ha oneHKUTE najeHu 3a Pexkiaamen Choran 1.1: "Boaa ot
cbpuero Ha Pononurte" u Pexnamen Caoran 1.2 ,,Boaa or Pogonure*, morat na
ObJIaT HANIPABEHU CIICTHUTE U3BOIH:

Haii-ronsam asim oT 0T30BalIUTE C€ HA aHKeTaTa ca OLeHWIH cliorana "Boxa ot
cbpuero Ha Pomonure" ¢ onenku 6 (32,7 %), 7 (26,3 %) u 5 (25,0 %) no kputepus
“Opurunannoct”. Enea 1,0 % ca nocoumnu kato oueHka 1. Pesynrature ot
oueHsaBaHeTo Ha Pexnamen Crnoran 1.2: "Bona ot Popomnure" cuiiHo ce paznuyaBar.

Haii-uecTo cpemanara oleHka 3a BTOPHS CIIOTaH, KOMTO He ynoTpeOsBa GUrypaTuBex
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e3uK, e 3 (25,7 %), cnensana ot 4 (24,3 %) u 2 (16,7 %). Ensa 2,3 % ouensaBar To3u
CJIOraH Ccbe 7.

Pesynrarure no kpurepuute “KpearuBHoct” u “Yo6enuTenHocT” ca MoJg00HH.
[IspBusaT cnoran "Bona ot chpieto Ha PononuTe" 61Ba olieHEH Hali-Bede C OLEHKH 6,
7 u 5, a sropusar "Boxa or Pogonure" - ¢ onenku 3, 2 u 4.

Moxe npa ObjJe HampaBeHO 3aKIIOYEHUETO, Y€ KOraro mnoTpeduTenure
OlLICHABAT OBP300OOPOTHH CTOKHM, KAaTO MHUHEpallHa BOJa B Ciydas, T€ CUHUTAT
CJIOTaHUTE, ChIbPXKAIA PUTOPUYHU GUTYPH, 3a MO-OPUTHHAIHMU, KPEATUBHH W
yOeIUTEITHH.

ITo mokasarens ‘“PazbupaeMoct” pecrnoHIEHTHUTE OlieHABaT PekiiameH ciorax
1.2 3HAYUTENHO MO-BHCOKO B CpaBHEHUE C JPYIHTE€ KpUTepuu. Bbopeku ToBa
oueHkure 3a Pexnamen cnoran 1.1 ca mo-Buoku. Ta3u 3aKOHOMEPHOCT IOKa3Ba, 4e
JOHSKBJE MPOTHUB OYAKBAHUATA, XOpara BHXKAAT PEKIAMHUTE CIIOTaHH, KOUTO
U3MOJI3BAaT HMHCTPYMEHTUTE HA pPUTOpHUKATa, KaTro To-pa3dbupaeMu. MapkeTuHT
CHEIHATMCTUTE, KOUTO 3ajlaraT Ha yrmorpebata Ha putopuyHu (urypu, He OuBa na
M3MUTBAT MPUTECHEHHUE, Y€ MOTpeOuTennuTe HiMa Ja pa3depaT CMUCHIA HA TIXHOTO
MOCJIaHKE, TIOHE IO CE€ OTHACS 10 OBP3000OPOTHUTE CTOKH.

[lo xpurepuute “Ilpusren” u “3anomusn] ce”’ PECHOHIACHTUTE OLICHSIBAT
Pexnamen cnoran 1.1 Haii-yecTo ¢ Hail-BHCOKaTa Bb3MOXKHA OLIEHKA 7, CleBaHa OT
oueHku 5 u 6. [To cemumTe nokazarenu Pexiamen croran 1.2 OuBa omeHeH Hai-4ecTo
c oreHka 3, ciuensana ot 2 u 4. Ha Ga3ara Ha Te3W JaHHHU, MOXKE Ja CE KaxKe, ue
MOTPEeOUTENUTE BIDKIAT pEKJIAMHUTE CJIOraHH, KOUTO ymorpebsBar Qurypu Ha
MUCBJITA ¥ CIIOBOTO, KATO MO-MIPUATHH U MO-3aIIOMHSIIIH Ce.

32,0 % 3anuranute ca nanu oueHka 6 Ha Crnoran 1.1 mo xpurepus
“IlopTuxBam kbM mokymnka”, a 24,1 % u 22,3 % - ouenku 7 u 5. Cnoran 1.2 Oua
OllIeHEH Haii-uecTo ¢ oueHka 2 (24,7%), 3 (23,0 %) u 1 (15,7%). [loTpeburenute ca
MO-CKJIOHHM Ja 3aKyIsT MPOJIYKT, B UYHWETO PEKJIAMHO IIOCIIaHUE C€ ChIbpiKAT
PUTOPUYHHU DUTYPH.

[Ipu cpaBusaBaHe Ha oneHkute naneHu 3a Pexsamen Coioran 2.1: "Kpeaur
Ha mura" u Pexinamen Cioran 2.2 ,,KpeauTt Begnara“, morat ga Ob1aT HallpaBeHH
CJIETHUTE U3BOJIU:

ITo mbpBUTE TpU Kputepus - “Opurunanen”, “Kpearusen” u “Yoenurenen” -
PECIIOHACHTHUTE OLICHSBAT MIBPBHS CIIOTaH HAM-4€CTO C OLEHKUTEe 5, 6 u 7. Btopusar

CJIOTaH, KOWTO HE ChIbPKa B ceOe cu pUTOPUYHH (PUTYpHU, Hali-uecTO OMBa OLICHSBAH
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¢ 3 mo te3u kpurepun. CleoBaTeIHO, MOXKE Ja ce KaKke, ue CHopes JaHHUTE Ha
MPOYYBAHETO, XOpaTa BMKAAT PEKIaMHHUTE MOCIaHUs, Kacaely (UHAHCOBH YCIYTH,
KOUTO OOpaBAT C (QUIrypaTUBEH €3UK, KAaTO IMO-OPUTMHAIHH, MO-KPEaTUBHU U IO-
yOeIUTEITHH.

ITo xputepus pazdbupaemoct, pecrionaeHTuTe ouenanar Cioras 1.1 Haii-uecto
c omenka 5 (25,3 %), cnensana ot 7 u 6. 3a Cnoran 1.2 yyacTHUIINTE B aHKeTaTa
naBaT oneHka 7 B 39,7 % ot cimyuaute, cienana or 6. Moxe na Objae HampaBeH
M3BOJBT, Y€ B Ciiy4yas Ha (PMHAHCOBHTE YCIIYTH, MOTPEOUTENNTE pa3OoupaT peKIaMHH
cioraHu 0e3 MHCTPYMEHTH Ha PHUTOpPHUKATa Mo-100pe. MapKeTHHI CHeIUaIiCTUTE
TpsOBa a ObJAaT BHUMATEITHHU, KOraTo ChCTaBAT PEKJIaMHH MOCIIaHus, POMOTUPAIIU
TO3U THII MPOJIYKTH U YCIIYTH, 32 J]a He ObJIaT Xopara “U3ry0eHu B mpeBoja’.

Ilo otHomeHnue Ha kpurepus “llpusren”, aHKeTUpaHUTE HE ca Al BUCOKU
oreHku. Kakto Om MOrio ja ce o4akBa, TETJICHETO Ha KPEIUTHUTE 3aTPYAHSBA, a HE
noaoOpsBa xxuota. Cioran 2.1 e oneHeH ¢ 5, 6 u 4, nokaro Cioran 2.2 - ¢ 5, 3 u 4.
NmnepatuBuara ¢opma “BemHara” CTpsiCKa aHKETUPAHUTE, JOKATO JieKaTa 3aKadka
CBbp3aHa ¢ “Ha MHUra” € Mo-npusTHa.

3a mocnemHuTe ABa Kputepus ‘3anomuaw ce” w “lloomuxeaws xvm
nokynka” oTHOBO Cnoran 2.1 e mo-xapecBaH ChOTBETHO C OLEHKH 5 (26,7 %) u
(29 %), B cpaBHenue c oueHku 4 (23,3 %) u 3 (20,3 %) nocouenu 3a Cioran 2.2.

CpaBuenuero mexnay Cnoran 2.1 u Crnoran 2.2 nokasBa, ye ynoTpebaTta Ha
puTOpUYHUA (UTYPH MOATHKBA KBM CIIEJIKA, IOPU U HEMPHUSATHA KATO TETJICHETO Ha
KpPEAUTH.

[Ipu cpaBHaBaHe Ha oueHkuTe gaaeHu 3a Pexkaamen Caoram 3.1:
"Ilepanusara xkusBee mo-1bjaro ¢ Kaaron" u Pexkaamen Cioran 3.2 ,Ilepannsara
padoTu mo-AwJro ¢ Kaaron* , morar na ObaaT HapaBeHU CJIEIHUTE U3BOAM:

W3non3Banero Ha wMeradopara ‘““kuBee”’, MNpPU IMOKyNKaTa Ha MPOAYKT
W3MOJI3BaH B €XKETHEBUETO OKa3Ba OJaronpusTHO BIUSHUE BbPXY MOTPEOUTENIUTE.

[To xputepuute “Opurnnanen”, “Kpeatusen” u “Yoeaurenen” ce HaOmo1aBa
CepHO3Ha pa3jivKa B OIEHsBAHETO Ha JBarta cioraHa. Cimoran 3.1 € oreHeH ¢ oreHka 7
cborBeTHO B 41,7 %, 35,0 % u 33,3 % oT ciaydautre 1o Te3W TPU KpUTEpUs
PecrionneHTuTe MMaT TMO3UTUBHO OTHOIIEHHE KbM PEKIAMHOTO IIOCTIaHHE
,llepanasaTa xuBee mo-maeiaro ¢ Kamron". He Taka crosAT Hemiara obade, KOTaTo

putopuyHara urypa OuBa mpeMaxHaTa OT CJIOraHa U 3aMEHEHa C AyMa B OyKBaJTHUS
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cu cmuchia. Ensa 2,3 %, 2,0% u 4,3 % OT aHKETHpaHUTE MMOCOYBAT HaW-BHUCOKaTa
BB3MOXHA OIIEHKA 10 TOPECIIOMEHATUTE XapaKTepucTuku 3a Cnoran 3.2.

Pasnukure B onieHkuTe Mo kputepus “Pa3zdbupaem’ ca mo-maiku, HO OTHOBO ce
HaOJro1aBa mo-q00pa Haryiaca KbM IBPBHS CJIOTaH, KOWTO OOpaBu ¢ (UTYpaTHBEH
e3uk. Moxke 1a Objie HalpaBeH W3BOIBT, Y€ MPHIOKCHUETO HA PUTOPUIHH (QUTYPH
BIIUSIC Hal-MaJKO BBPXY CTEMEHTa Ha pa3dupaHe Ha pekinamara. BaxhHo e na ce
oTOeNeXu, 4e KoraTo cTaBa JyMa 3a ypead OT OWTa U eXKEeIHEBUETO, B Cllydas
npenapar 3a nepayins, yrnorpedara Ha GUTYpH Ha MUCHJITA U CIIOBOTO HE € Ipeuka
npeA  pa3KoJUpaHETO Ha CJoraHa, a HalpoTHB, JOPU OKa3Ba TOJOXKHUTEIHO
BB3IENCTBHE.

Haii-ronam gsn ot 3anuranute ca ouenunu Croran 3.1 mo kputepus
“ITpusiten” ¢ ouenka 7 - 32,7 %. be3crnopHo pekIaMHOTO MOCIaHUE CE XapecBa Ha
ayIUTOpHsTA, 3a pa3jiMKa OT CBOA ekBuBaJeHT Croran 3.2, KOWTO HE Mpujara
cpencTBaTa Ha puTopukara. Ensa 3,3 % ot aHkeTHpaHUTE ca MOCOYMINA HAal-BUCOKAaTa
BB3MOXHA OIIEHKA M0 TO3U KPUTEPUH 3a BTOPUS CIIOTaH.

OT BCHMYKH BB3MOXXHH KPUTEPUU PECIIOHJECHTUTE OIICHSIBAT Hail-BUCOKO
kputepus “3anomusi ce” 3a Cnoran 3.1. 43,0 % ot Tax ca u3zbpanu oneHka 7.
Pexnamuusit cnoran “IlepannsTa xuBee no-apiaro ¢ Kairon™ ce crpaBs yCHneuiHo c
HeJlekaTa 3ajjaya Jla ce 3armeudarta B yma Ha xopata. Cioran 3.2, KOHTO HE ChIbpikKa
putopuyHHn (GUrypu, OMBa OlEHEH OCHOBHO C omeHku 2 (23,7 %) u 3 (25,7 %).
Wsrnexna, e moTpeOUTEINTe MHOTO TMO-JIECHO MOTaT Ja 3a0paBsT €QHO PEKIaMHO
MoCJIaHue, KOraTo To OMBa JIMIIEHO OT MHCTPYMEHTHUTE Ha PUTOPUKATA.

[locnennusat kpurepuit “IloaTukBan] KbM MOKyNKa  PECHOHIEHTHUTE ca
orleHWIM choTBeTHO ¢ 37,7 % ouenka 6 3a Cnoran 3.1, u 24,00 % onenka 3 npu
cioras 3.2. Moxe 51a ce Kaxe, 4e ynorpedara Ha GUTypH Ha MUCHJITA M CIIOBOTO Kapa
MOTEHIIUATHUTE KIIMEHTH J1a ObJIaT MO-CKIOHHU /1a 3aKYIAT MPOIYKTa.

Ot HampaBeHUs aHAJINU3 € BUJIHO, Y€ TPU OIICHSIBAHETO Ha MPEIMET, U3MOI3BaH
B ©XCIHEBUETO, (PUTYpPATHUBHUAT €3UK MPUBJIMYA BHUMAHHMETO HA MOTPEOUTENUTE U

rnomara pexijiaMara Ja OCTaHC B Cb3HAHUCTO UM.

4.2 CpaBHeHue Mexkay aemorpadceku rpynu
B Ta3m yact Ha AUCCPTAIUOHHUA TPyA Ca pasrjicaaHyd pasiindHKu CPaBHCHUSA
MEXTy OTACIHU JeMOTpad)CKU TPYIH 33 BCEKH CIIOTAH IMOOTISITHO M CBHP3aHUTE ChC

CJIoraHa KpuTCpuHu.
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Cnen mpoBepka cbc SPSS e ycTaHOBEHO, Y€ € HaJIUUE CTATUCTHYECKHU
3HaYMMa pa3JIMKa B HAUYMHA, 110 KOWTO MBXKETE M )KCHUTE OLICHABAT pekiameH CioraH
1.1 “Boma ot chpuero Ha Pomomure” mo kputepuute ,,Pazdupaem*, , Ilpusten,
»3anomusmy ce” u ,JlloarukBam kbM mokymnka® . XKenute onenssar Ciorad 1.1 mo
TE3W KPUTCPUU IO-BHCOKO OT MBXKeTe. MapKeTosio3uTe TpsOBa Ja B3eMar IPEIBUIT
Ta3u 3aKOHOMEPHOCT, KOTAaTO CBHCTaBAT PEKJIAMHH ITOCIAHHSA, KOUTO IPOMOTHPAT
OBbpP3000OPOTHHU CTOKH M TAPTETUPAT SIUHUS OT JBaTa MoJa.

3a Cnoran 1.2 “Boga ot Pojonure” e Hanuie € pasziuka IO IOKa3aTeINUTe
“ITpusiten”, “3anomusiy ce” u “llogTukBam kpM mokynka”. JKeHuTe oueHsBaT Io-
Brcoko CioraH 1.2 B Te€3H KaTErOpuu, KOETO 03HAYaBa, Y€ MAPKETUHT CIEIIUATUCTUTE
B IIO-TOJIsIMa CTENEH MOTaT Jia pa3uuTaT Ha CIOTaHu 0e3 PUTOPUYHU (PUTYpU, KOTATO
PEKJIAaMUPAHUAT MPOAYKT € HACOUECH KbM KEHCKATa ayAUTOPHSI.

3a Cnoran 2.1 “Kpenut Ha Mura” HiMa CBIIECTBEHHU pPA3JIUKU B OTTOBOPUTE
Ha JiBaTa Ioja M0 HHUTO €IWH KpuTepuil. Peknamara, KOATO ChIbpika PUTOPUIHHU
burypu, ce 3aTBbpK/JIaBa KaTo OPUEHTHUPAHA, KAKTO KbM MBKETE, Taka U KbM KEHUTE.

3a Cnorad 2.2 eIMHCTBEHUAT KPUTEPUN, IO KOUTO € HAJINLE CTaTUCTUYECKU
3HauuMa pasiivka, ¢ “3anoMusiy ce”. JKeHure oleHsBaT pexjameH ciorad “Kpeaut
BEJIHara” KaTo M0-3allOMHSIII] CE B CPABHEHHUE C MBIKETE.

Cratuctuueckuar aHaiu3 Ha ciorad 3.1 “IlepannsAra >kuBee MO-ABITO C
Kayiron” mokasBa CTaTUCTUYECKH 3HAYUMHU PaA3JIMKH B OTTOBOPUTE JMAJCHU OT JBaTa
T0JIa TI0 MIeCT OT 00110 cepeM kpurepus: “Opurunanen”, “Kpearusen”, “Pazbupaem”,
“ITpusiten”, “3anomusiiy ce” u “TloaTukBany kpM nokynka”. Ilo mect ot cenemre
KpUTEPHS KEHUTE JIaBaT IO - BUCOKH OIICHKH, KOETO € OOSICHMMO C poJIsiTa Ha )KeHaTa
B IOMakMHCTBOTO.  [IpaBM BmeuarieHue, 4e Hal-royisiMa pas3jiika B OTTOBOPHUTE
uMa 1o kputepus “IloaTrukBail KbM MOKYIKa”, KOETO € IMOKA3aTEIHO 32 ayIUTOPUsAITA,
KBbM KOSITO € HacOoueHa pekamMara. MapkeTono3uTe TpsOBa ja B3eMar npeasu (hakra,
4e )KEHHUTE OLICHSABAT MO-BUCOKO PEKJIIAMHHU CIIOTaHU, KOUTO yIOTPEOsSBAT PUTOPUIUHH
¢burypu B cpaBHEHHE C MBXKETE.

3a Cnoran 3.2 “Ilepamnsta paboTu mo-abiro ¢ Kairon” mo kpurepuute
“KpeatuBen”, “YoOemutenen, “3anomusmy ce”’, “[Ipusaren” wu “IloarmkBam KbM
MOKYTKA™ € HaJIHIIe CTATUCTHUECKU 3HAYUMa pasiiuKa.

N3BoabT, KOMTO MOXE J1a Ob/Ie HAPaBEH, €, Y€ )KCHUTE ca M0-0JIarONPHUSITHO
HACTPOCHH CIPSMO PEKJIIAMUTE, KOUTO HE YIOTPEOSBAT MHCTPYMEHTH Ha PUTOPHKATA.

BaxxHo e ma ce orbenexxu obaue, ye Te OlEHsABAT IO-BHCOKO M Criorad 3.1, KOHTO
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ChIbpka B cebe cu putopudHa urypa. Msrnexnaa, ye xKeHHUTe ca Mo-0JaroCKJIOHHU
KaTo IUI0 B OLEHKUTE CH 3a pPEKJIaMHHU CIIOTaHHU, KOUTO MPOMOTUPAT CTOKU OT
€XKETHEBUETO.

3a Cnoran 1.1 “Boma ot cwpuero Ha Pomonure” cTaTUCTHYECKH 3HAYMMa
pasiiuka MeXAy OTTOBOPUTE NAJCHU OT PA3TMUYHUTE BBH3PACTOBU I'PYIHU CHIIECTBYBA
110 OTHOIIICHUE Ha moka3arenute ‘“‘Pazoupaem” u “Ilpusiten”.

Crnoran 1.1 6uBa OLIEHEH MO-BHUCOKO OT MO-MJIQJIUTE YYAaCTHUIM B aHKETaTa,
OTKOJIKOTO OT IMO-Bb3pacTHUTE. Moke na ObJie HampaBeH HW3BOIBT, Y€ MIIAIHUTE
pa3bupar MoCIaHUATa, B KOUTO Ca 3aKOJUPAHU PUTOPUYHU (DUTYPH, TIO-JICCHO U TH
HAMUpaT 3a MO-MPUSATHU. Mapkerono3ure TpsOBa Ja B3eMaT MPEABHA Ta3u
uH(poOpMalKs, KOTaTO CHhCTABAT CIOTaHU 3a MPOAYKTH M YCIYyTd HACOYEHH KbM
CHEeM(PUIHA Bb3PACTOBH TPYIIH.

noraH 1. na oT Pomonure” cTaTUCTHYECKH 3HAYUMHU PA3TUKUA MEXKT

3a Crnoran 1.2 “Boga ot Pogonure” craTucTHYECKH 3HA a3 91 0%
OTTOBOPUTE JAJCHH OT Pa3IUYHUTE BB3PACTOBH HMa MPU XAPAKTEPUCTUKUTE
“KpeatuBen”, “YoOemurenen”, “Ilpusaren”, ‘“3amomusmy ce” u “Tloaruksami KbM
NOKymnka”. MilaguTe y4yaCcTHUIIM B aHKETaTa Hal-BUCOKO cCa OLICHWIM PEKIAMHOTO
nocjaHue no kpurepuure ‘“‘Pazdupaem” u “3anoMHsL] ce” JT0KATO Bb3PACTHUTE IO
kputepus “Pazdoupaem”.

W3BoabT, KOWTO MOXe Aa ObJe HampaBeH MPU H3CIEIBAHETO Ha CIIOTaHU
“Bonma ot cbpuero Ha Pogonure” m “Boma or Pomonute” €, ye M3MON3BAaHETO Ha
puTOpUYHHA (UTYPH IOTPHUHACS 33 PCATM3HPAHETO HA TIOJOKUTEICH pe3yiaTaT OT
pekiamara.

3a Cnoran 2.1 “Kpeaut Ha mura” CTaTUCTUYECKH 3HAYUMU PA3JIHKU MEKIY
OTTOBOPUTE JaJ€HU OT Pa3JTUYHUTE BB3PACTOBM HMA TMPU XaAPAKTEPUCTUKHUTE
“Pazbupaem” u “IlonTukBant kbM nokynka’”. Haii-Brucoka orieHKa MianuTe ca Jajiu 3a
xapaktepuctukute ‘‘Pazbupaem” wu “[loaTukBam KbM MOKYIKa”, JIOKaTO
PECTIOHJICHTHUTE OT 3psjia Bb3pacT - “Yoeaurenen” u “KpeaTusen”.

3a Cnoran 2.2 “Kpeaut BeaHara” CTaTUCTHUUECKHU 3HAYUMH Pa3IUKUd MEXKIY
OTTOBOPUTE JaJ€HU OT Pa3TUYHUTE BB3PACTOBM HMA TMPU XaAPAKTEPUCTUKHUTE
“Opurunasien” u “KpeatuBen”. Xopara Haja 55 TOIMHM OLIEHSBAT Ha-BUCOKO
pexsiamuus cinorald “Kpenut Begnara” no kpurtepus “Opurunanes’. I[1o-Bb3pacTHOTO
MOKOJICHUE y Hac € IM0-0JIArOCKJIOHHO I10-OTHOIICHHWE Ha OPUTMHAIHOCTTA Ha
MOCJIAaHUATA, KOUTO HE yHnoTpeOsiBaT (PUTYpaTHBEH €3UMK B MPOJYKTOBATA KATETOPHSI

“@UHAHCOBU yCIyTH .
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VYyacTHunuTe Ha Bb3pacT 18-24 B mpoydyBaHETO /1aBaT HAl-HUCKU OLICHKU Ha
Cnoran 2.2 mno kpurepus “OpuruHanen”. Hali-mnaaure pecnoHJEHTH ca Haul-
KPUTHUYHH, KOTaTO C€ Kacae OPUTMHAIHOCTTAa HA CJIOTaHHUTE, KOUTO HE ChIbpPKAT
PUTOPUYHHU DUTYDPH.

ExBuBaneHTHO € OTHOUIEHUETO Ha MO-MJIAAUTE U MO-Bb3PACTHUTE XOpa y HAC
Y 110 OTHOIIeHUE Ha kputepus “Kpeatupen”.

Ananusupaiiku aBara cioraHa 2.1 u 2.2, ce Jngoctura A0 HU3BOAA, Y€
ynoTtpebaTta Ha PUTOPUYHU (PUTYPU IONpPHUHACS 3a M3MBIHCHHUETO Ha poJiATa Ha
peKiaMarta, He3aBUCUMO OT Bb3PAacTTa Ha MOTPEOUTEIUTE.

3a Cnoran 3.1 “IlepannsTta ’xuBee No-abiaro ¢ Kainron” cTaTUCTUYECKH
3HAYUMU Pa3IUKUd MEXAy OTTOBOPUTE NaJICHU OT Pa3jMuHUTE BH3PACTOBH UMa IMpPH
kputepuure “Yoenurtenen”’, “Pazoupaem”, “Ilpusaren”, ‘3anomusm ce”’ W
“IToaTUKBaI KBM MOKYIIKA”. YUYaCTHULIUTE OT Bbh3pacToBuTe rpynu 18-24 u 25-34 r.
KaTo ISJI0 OLEHSBAT MO-BUCOKO PEKJIAMHHs CIIOTaH, B CPaBHEHHE C PECIOHJICHTHUTE
oT mo-3psuta Bb3pact. [lo kputepuute “Pazbupaem”, “Ilpusiten”, “3anomusi ce” u
“IloaTUKBaI KbM MOKYIIKA” T€ ca M0-0J1aroCKJIOHHU B CBOUTE OIIEHKH, B CPABHEHHE C
M0-BBH3PACTHUTE PECTIOHICHTH.

3a Cnoran 3.2 “Ilepannsta pabotu mo-apiro ¢ Kaiaron” craTucTuuecku
3HAYUMU Pa3IUKUd MEXAy OTTOBOPUTE NAaJICHU OT Pa3jIMuHUTE BH3PACTOBH UMa MpPH
BCHUYKH KpUTEpHH OcBeH ‘“‘Pa3bmupaem”. CpaBHsBailki BB3PACTOBU Tpynu oT 18-24 r.
U OT Hax 55 r. € BUAHO, Y€ MJIQJAUTE XOpa OLEHSBAT HaW-BUCOKO KPUTEPHS
“PazbupaeM”, 3a pazjiMKa OT 55 TOIUIIHUTE, KOUTO CUMTAT peKjiaMara Hal-Bede 3a
OpUTHHAJTIHA U 3aIlIOMHSIIA Ce.

Haii-Bucoka onenka 3a Cioran 3.2 ,,Ilepannsita pabotu no-awiro ¢ Kamron",
HE3aBHUCHMO OT BB3pacTTa, Ca IMOCOYMJIA YYaCTHUIIUTE MO KPUTEpHsS pazOupaem,
KOETO JIOKa3Ba, Y€ CIOTaHuTe 0e3 pUTOPUYHU (PUTYPU Ca TIOHATHU 32 OTPEOUTEITUTE.

3a Cnoran 1.1: "Boma ot chpuero Ha Popomute” crnopen maTepuagIHOTO
CbCTOSIHUE Ha AaHKETUPAHUTE CTAaTHUCTHUYECKHM 3HAYMMa pasjiiKa TMPUCHCTBA 3a
xapaktepuctukute “Pazoupaem”, “Ilpusten”, “3anomusm ce” u “IloaTuxsamny KbMm
MOKynKa”. 3a MbpPBUTE TPU KPUTEpHs Hali-BUCOKaTa OLEHKAa € JaJeHa OT Te3H
PECIIOHACHTH, KOUTO OIICHSIBAaT CBOETO OJlarochbcTosiHMEe Kato  “J[oOpo”.
AHKeTHpaHUTE, KOUTO CUUTAT 32 3a/I0BOJIUTEIIHO MAaTEPUATTHOTO CH ChCTOSTHUE, JaBaT

Hal-BUCOKa OlleHKa 1o Kputepus “IloaTukBail KbM MOKYyIKa”.
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Moxe na ObAe HampaBeH H3BOABT, Y€ Karo IJI0 Xopara ¢ MO-A00pu
BB3MOXHOCTH OLIEHSIBAT MO-BUCOKO CJIOTaHUTE, B KOUTO C€ OTKPUBAT PUTOPUYHH
burypu.

C ornen Ha Ta3u WHPOPMAIHS, PEKIAMHHUTE CIICIIUAIMCTA MOTAaT J1a 3aJI0KaT
Ha MUHCTPYMEHTUTE HAa PUTOPUKATA, KOTaTO TAPTETHPAT MOTPEOUTENIM C TMO-BHCOKHU
JOXOJTH.

3a Cnoran 1.2: "Bonma ot Pogonute” crnopen mMaTepuaiHOTO ChCTOSIHUE Ha
AHKETHPAHUTE CTATUCTHYECKH 3HAUMMA Pa3jIMKa MPUCHCTBA 32 KPpUTEpUs “3arOMHSIII
ce”. PecrioHeHTUTE, KOUTO ONPEIENAT CBOETO MaTepUalHO OJarochCTOSIHHE KaTo
100pOo U 33J0BOJIMUTEITHO, olieHaBat CroraH 1.2 kaTo Hal-3alOMHSIIIL C€.

3a Cnoran 2.1: "Kpenutr Ha mura” cnopel MaTepUaTHOTO CHCTOSHHE Ha
AHKETHPAHUTE CTATUCTUYECKH 3HAUYMMA Pa3JIMKa MPUCHCTBA €IMHCTBEHO 33 KPUTEPUS
“PazbupaeM”. YYacTHHUIIUTE, ONPEACTIIIA CBOETO OJarochCTOSHHE KaTo I0OpO |
3aJI0BOJIUTENIHO, Hai-mobpe pazOupar Croran 2.1, KOHWTO ce BB3MOI3BA OT
WHCTPYMEHTHTE HA PUTOPUKATA.

3a Cnoran 2.2: "Kpenur BeaHara” cropell MaTepUaJHOTO CbCTOSHUE Ha
AHKETHPAHUTE CTATUCTUYECKH 3HAUYMMA PA3JIMKa MPUCHCTBA €IMHCTBEHO 33 KPUTEPUS
“Pazbupaem”. Moxe na Oble HampaBeH M3BOJIBT, Y€ CTENEHTa Ha pa3dupaHe Ha
ClloraHa € OOpaTHOMPOMOPIIMOHATHA Ha OJaroChbCTOSHUETO HAa MOTPEOUTENUTE -
KOJKOTO IIO-CKPOMHHM Ca TEXHUTE BB3MOXKHOCTH, TOJKOBa TMO-m00pe pazoupar
CJIOTaHa.

CpaBHsBaliku pe3ynrature oT ciorad 2.1. u cioran 2.2., cboTBeTHO “Kpeaut
Ha wmura’ u “Kpeaut BemHara”, MoXXe Ja C€ CTUTHE [0 3aKJIIOYEHUETO, ue
(hMHAHCOBOTO TOJIOKEHUE HA XOpaTa HEe OKa3Ba CHINECTBEHO BIMSHHUC BHPXY TEXHUTE
BB3MPUATHS 33 PEKIaMaTa, He3aBUCHMO JAJIU TS yIIOTPeOsBa pUTOPUIHH (PUTYPU HUITH
HE.

3a Crnoran 3.1: "llepamusara xuBee mno-apiaro c¢ Kanaron” cnopen
MaTepUATHOTO CHhCTOSHHE HAa aHKETHPAHWTE CTATUCTUYECKM 3HAYMMa pa3jiuka HeE €
HaJuIle 3a HUTO €IWH OT ceaeMTe Kputepus. Hamara ce u3BOABT, 4e KOraro
pekiamara Kacae HMpOAYKTH 3a €KETHEBUETO M Outa, (PMHAHCOBOTO CHCTOSHUE HA
XOopaTa He OKa3Ba BIUSHUE BbPXY HAUMHA, IO KOWTO T€ 5 BH3IPHEMAT.

3a Cnoran 3.2: "llepamusita pabotu mno-geiaro c¢ Kamron™ cnopen
MaTepUATHOTO CHCTOSSHUE Ha AaHKETUPAHUTE CTAaTUCTUYECKHM 3HAUYMMa pasiuKa

MPUCHCTBA E€AUHCTBEHO 3a Kkputepuute “3anomusm ce” u “TloaTuksamy KbM
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nokynka”. Karo Hai-3alioMHsII ce MOCOoYBaT CJIOraHa XxopaTa, KOMUTO ca OIpeaeauian
cBOETO (PMHAHCOBO IMOJIOKEHUE KaTo ,,MHOTO 100po" U ,,100p0*, a HAali-HUCKHU OLIEHKH
naBaT OBJIrapuTe ¢ MO-CKPOMHU BH3MOKHOCTH.

Karo naii-moaTukBami kbM Nokymnka ouenssar Crorad 3.2 xopara, KOUTO ca
OTIPEICIIMIIA CBOCTO (PMHAHCOBO TOJIOKEHHUE Karto ,,00po‘. KakTo pecrnoHIeHTHUTe,
KOUTO CYMTAT MATEPUATHOTO CHU OJarochCTOSIHHE 3a “MHOTO J00po”, Taka U Te3H,
KOUTO IO XapaKTepu3HpaT KaTo ‘‘3aJ0BOJIUTEIHO”, OLEHSBAT CJIOraHa ChC CpeaHa
oueHka 3.3. Haii-nucku ouenku mno kpurepus “IlogrukBamn KbM IHOKyIKa” aaBat
OBATapuTe ¢ MO-HE3HAYUTEITHN Bb3MOKHOCTH.

CpaBHsiBalikM pe3yiTaTuTe MmoiydeHu 3a cioraH 3.1 u 3.2, moxe na Obue
HaIMpaBeH U3BOABT, Y€ MPU MOKyIKaTa Ha HEOOXOAUMH 32 €XKETHEBUETO MPOAYKTH 32
OuTa, MaTepHaIHOTO CHCTOSHUE HA AHKETHUPAHUTE KAaTO LSJI0 HE OKa3Ba BIIMSHUE
BbpXYy €(eKTa OT pEeKJIaMHHUTE CJIOTaHU, HE3aBHCHUMO OT TOBa Jalld peKiamara ce

BB3II0JI3Ba OT CPCACTBATA HA PUTOPHUKATA UJIN HEC.

4.2 CpaBHeHHe Ha CpPe/IHH OLEHKHU 32 CJIOTAaHM C PUTOPUYHA GUIYpPa M CJIOTaAHH
0e3 putopu4Ha purypa
HACTOAIATa TOYKA Ca W3BBPIICHU MPEKU CPABHEHUS MEXIY CpEIHHUTE

B
OLICHKH I10 OTJEJIHUTE KPUTEPUU Ha BCSKA JABOWKA CIOTaHH.

B Tabnuma 4.22 e npeacraBeHa ChIIOCTaBKA Ype3 CTATUCTUYECKA ITPOBEPKA Ha
XUIOTE3U MEXAY CPEJIHUTE OLEHKU 3a oTaenHuTe kpurepuu 3a Cioran 1.1 u Crnoran
1.2.

B xoHKpeTHHs cilydaid, P KOWTO CE CPaBHSIBAT OIL[CHKUTE HA YUYACTHUIIUTE B
ankerara 3a Cmoran 1.1 “Boama ot cwpuero Ha Pomonure” u Cnoran 1.2 “Boma ot
Pononure”, HyneBara xumnortesa (Ho) u AunrtepnaruBHara xunoreza (Hi) ca
(dbopMynpaHH KaKTO CJe/iBa:

Ho: Hama cratuctudecky 3HaunMa pa3inKa MEX/y OLUEHKUTE HA YYaCTHHUIIUTE
B anketata 3a Cnoran 1.1 “Bona ot cepuero Ha Pogonure” u Crnoran 1.2 “Boaa ot
Poponure” no xpurepus “OpuruHaiies”.

Hi: Nma cTatuctuyecku 3Ha4MMa pas3iiika MEX]y OICHKUTE Ha YYaCTHHIIUTE
B aHkerara 3a Cnoran 1.1 “Boga ot cbpuero Ha Pogonure” u Cnoran 1.2 “Boga ot

Poponure” no xpurepus “OpuruHaiies”.
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TectbT Ha VYUIKOKCHH € H30paH, 3alIOTO TOM € MPENOpPbUYUTENICH MpHU
CpaBHSIBAHM Ka4eCTBEHM MPU3HALM, U3MEPEHU Ha OpJAMHAIHA CKala, U ChIIO Taka
OuBa U3BBPIICHA MPOBEPKA HA JBE 3aBUCUMU M3BAKH.

B koHkpeTHusi ciydaii paBHHIIETO Ha 3HauyuMocT (Significance) e 0,000,
KOETO He HaaBuIIaBa o = 0,05 wiau ¢ apyru ayMu oTxBbpist ce Ho u ce mpuema Hi:
Nma craTucTUyecku 3Ha4nMa pa3iiuka MEeXy OICHKUTE HA YYaCTHULIMUTE B aHKETaTa
3a Crnoran 1.1 “Bona ot cwpuero Ha Pononure” u Cnoran 1.2 “Bona ot Pononure”
1o kpurepust “OpuruHaies’.

[lo ananmornueH Ha4YWH € W3CJIE/IBAHA 3HAYMMOCTTA HA PA3IUKUTE MEXKIY
BCHUUKM OCTaHaJIW JIBOMKM CJOraHd W 1o Bcuuku Kputepun (“KpearuBen”,
“Pazompaem”, “Ilpusren”, “3amomusimy ce”, “IloarmkBam KbM

“YoenureieH”,

MOKYTKaA”).

Tabdauua 4.1. CpaBHeHHe MexaAy cpelHHTe OLeHKM 3a ciaoranm 1.1: "Boaa ot
cbpuero Ha Poronute u 1.2: "Boaa ot Pogonure'

CnoraH 1.1 Cpenra CnoraH 1.2 Cpenra Pasnuka | 3HauumocTt HuBo Ha MU3Bop
oLieHKa oLieHKa 3HaYUuMocCT
PeknameH
] PeknameH
CnoraH 1.1: ]
"Boma o CnoraH 1.2: 0.000 <
A 5,56 "Bopa ot 3,27 2,29 3Hauuma a Mpuema ce Hs
CbpLEeTO Ha " a=0,05
" Poponute" -
Poponure" -
OpuruHaneH
OpurnHaneH
PeknameH
PeknameH
CnoraH 1.1:
"Bona oT CnoraH 1.2: 0.000 <
A 5,48 "Boga ot 2,97 2,51 3Hauuma a Mpuema ce H;
CbpLETO Ha " a =0,05
" Poponute" -
Pogonute" -
KpeatuseH
KpeatuBeH
PeknameH
] PeknameH
CnoraH 1.1: ]
"Boma o CnoraH 1.2: 0.000 <
A 5,61 "Bopa ot 3,35 2,26 3Hayuma a Mpuema ce Hy
CbpLEeTO Ha " a=0,05
" Poponute" -
Pogonure” - Y6eauTeneH
Y6epnurteneH A
PeknameH
PeknameH
CnoraH 1.1: .
"Bona oT CnoraH 1.2: 0.001 <
A 5,68 "Bopa ot 5,32 0,36 3Hayuma a Mpuema ce Hy
CbpLEeTO Ha " a=0,05
" Poponute" -
Poponure" -
Pa3bupaem
Pa36upaem
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PeknameH
PeknameH
CnoraH 1.1:
"Bona oT CnoraH 1.2 0.000 <
A 5,87 "Boga ot 3,32 2,55 3Hauuma T Mpuema ce H;
CbpLETOo Ha " a =0,05
" Poponute" -
Pogonute" -
MpusTeH
MpuateH
PeknameH
) PeknameH
CnoraH 1.1:
"Boga oT CnoraH 1.2:
" 0,000 <
CbpLETO Ha 5,69 Boaa OT. 3,42 2,27 3Hauuma a Mpuema ce H;
" Pogonute" - a=0,05
Poponure" -
3anomHsw
3anomHsAL,
ce
ce
PeknameH
] PeknameH
CnoraH 1.1: ]
"Bopa ot CnoraH 1.2:
" 0,000 <
CbpLETO Ha 5,49 Boaa OT. 3,10 2,39 3Hauuma a Mpuema ce H;
" Poponure" - a=0,05
Poponure" -
MoaTukBawy
MoaTtnkeawy
KbM NOKynka
KbM NOKynka

HMzmounux: Paszpabomka na asmopa

Tabnuna 4.22 nokasBa pazIUMKUTE B CPEJHUTE OLIEHKM Ha cioraHute 1.1:
"Boaa ot cwpuero Ha Pogonute” u 1.2: "Bona or Pomonure". Hali-rossima pasnuka
ce HaOmonaBa 3a kpurepus “Ilpusten”, a Hail-maJKa - 3a okasarens “Pa3oupaem™.

IIpy BcHYKM KpUTEpUHM pa3iuKaTa € B I0J3a Ha I'bPBUS CJIOraH, KOWTO
ChIbpKa B ceOe (PUTypaTHBEH €3UK.

W3BbpiieHa e mpoBepka 3a 3HAYMMOCT Ha pa3iukaTta € IMOMOINTa Ha
cratuctuyeckusi copryep SPSS. IIpoBepkara moka3Ba, 4e BCHYKH pPa3iIHKd ca
CTaTUCTUYECKU 3HauuMu. Pasnukure mexny oueHkure Ha Croran 1.1 m 1.2 ca
JOCTaThUHO T'OJIEMH, 3a Jia ce TBbpH, ye CioraH 1.1 e onjeHeH KaTo Mo-OpuUruHaJeH,
Mo-KpeaTuBeH, yOenuTeneH, pa3oupaeM, MpUsSTEH, 3alOMHSI] C€ U MOATUKBAI KbM
MOKYTIKA.

C rapanuuoHHa BeposATHOCT 95 % ce NOTBBPK1aBaT U CEAEMTE XUIIOTE3H.

Ha 6a3ara Ha Te3u naHHHM, MOXXe Ja ObJe KazaHO, Y€ € MPErMOpBUNUTEIHO 32
MapKEeTUHT CHEIHAMCTUTE Jla Ce BH3MON3BAT OT apceHalla Ha PUTOpPUKATA, KOTaTo

CbCTAaBAT PCKIIAMHH CJIOI'aHU 3a 6’Lp30060pOTHI/I CTOKH KaTO HaIlpuMCp MHHCpAJIHA

BOJA.
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B tabnuua 4.23 e u3BbpIIeHO cpaBHEHUE Ype3 CTATUCTHUECKA MPOBEPKA HA XUIIOTE3H

MEXy CPEAHUTE OLICHKH 3a oTAenHuTe Kputepuu 3a Croran 2.1 u Cnoran 2.2.

Tabauua 4.2. CpaBHeHHe MexAy CpeIHUTE OlleHKHU 3a cjoranu 2.1: "Kpeaur Ha
mura” u 2.2: "Kpeaur Begnara'

CnoraH 2.1 CpenHa CnoraH 2.2 CpegHa | Pasnuka | 3HauumocT Hugo Ha M3Bop
3Ha4YUMocCT
PeknameH PeknameH
CnoraH 2.1: CnoraH 2.2:
<
"KpeauT Ha 4,99 "Kpeaut 3,80 1,19 3Hayuma 0’200 Mpuema ce
(1] (1] a= 0905 H]
mura" - BegHara" -
OpuruHaneH OpvruHaneH
PeknameH PeknameH
CnoraH 2.1: CnoraH 2.2:
<
"Kpeaur Ha 4,85 "Kpegut 3,57 1,28 3Haunma 0’900 Mpuema ce
" " a= 0905 H]
mura" - BegHara" -
KpeatuseH KpeatuseH
PeknameH PeknameH
CnoraH 2.1: CnoraH 2.2:
<
"Kpeaut Ha 5,03 "Kpeaut 4,03 1,00 3Hauuma 0’900 Mpuema ce
(1] (1] a= 0905 H]
mura" - BegHara" -
Y6eauteneH Y6eauteneH
PeknameH PeknameH
CnoraH 2.1: CnoraH 2.2:
<
"KpeauTt Ha 5,08 "Kpeaut 5,49 0,41 3Hayuma 0’200 Mpuema ce
" " a= 0905 Hl
mura" - BegHara" -
Pa3bupaem Pa3bupaem
PeknameH PeknameH
CnoraH 2.1: CnoraH 2.2:
<
"Kpeaut Ha 4,65 "Kpegut 3,85 0,80 3Hauuma 0’200 Mpuema ce
(1] (1] a= 0905 H]
mura" - BegHara" -
MpusTeH MpusiteH
PeknameH PeknameH
CnoraH 2.1: CnoraH 2.2:
n 1] <
Kpeautha | 4 o Kpeaur | 395 090 | 3nawma | O000< | Mpuemace
mura" - BegHara" - a =005 H,
3anomHsLy, 3anomHsLy
ce ce
PeknameH PeknameH
CnoraH 2.1: CnoraH 2.2:
KpeauTHa | 4 cg Kpeaut | 384 084 | 3nawma | 000< | Mpuemace
mura" - BegHara" - a =005 H;
MoaTnkeawy MoaTukBawy

KbM MOKynKa

KbM MOKynKa

Hsmounux.: Pazpabomka na asmopa

Tabmuma 4.23 npencraBs pas3MKUTE B CPEIHUTE OILICHKH Ha CIIOTAaHUTE

2.1:"Kpenut Ha mura" u 2.2: "Kpenut Beanara". Hali-romsiMa pasznuka ce HaOJIrogaBa

3a kputepus “‘KpearuBen”, a Hali-mayika - 3a mokasarens ‘“‘Pazoupaem”. C orien Ha

Ta3W 3aKOHOMEPHOCT, MOXE Ja C€ TBbPJAU, Y€ MPUCHCTBUETO PUTOPHYHH (PUTYpPH
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OKa3Ba Hal-U3pa3eHO BIHUSHUE BBPXY YCEIIAHETO 3a KPEaTHMBHOCT, a Hal-MaJIKo
BIIUSIC BbPXY CTENEHTA Ha pa3bupaHe OT MOTpeOUTENUTE.

Crnen mpoBepka cbe cratuctuuecku codpryep SPSS e ycraHoBeHo, ue Bcuuku
pPa3JIMKK ca CTaTUCTUYECKU 3HauyuMU. Paznukure mexnay onenkure 3a Ciorad 2.1 u
2.2 ca IOCTaTBYHO TOJIEMH, 32 J1a MOXE Ja ObJIe HAlpaBeH WU3BOIBT, Y€ CIOTAHUTE,
KOUTO yMoTpeOsBaT (UTypaTUBEH €3UK, OMBAT BB3MPUEMaHU KaTO MO-OPUTHHAIIHH,
MO-KpEaTUBHU, MO-yOeIUTENHHU, MO-IPUITHU, MO-3aMOMHSIIN C€ U MO-TOATHKBAIIH
KBM TIOKYTIKA.

[Tpu BCUYKYU KPUTEPUN C M3KITIOYCHHE HA pa30MPaeMOCT pa3jiKara € B 1oJi3a
HAa TBPBUA CJIOTaH, KOWTO ChIbpka B cebe QurypatuBeH e3uk. M3rmexna, e
MIPUJIOKEHUETO Ha PUTOPUYHU (PUTYpH MMa CBOSITA IIeHA, KOraTo OMBaT peKJIaMUpaHu
(MHAHCOBH YCIIyTH - TO TIPABH PEKJIaMara Mo-Majko pa3dupaema 3a xopara.

C rapannuonsa BeposTHOCT 95 % ce moTBbpkaaBatr Xunoresu 1,2,3,5,6 u 7.

Baxxno e¢ ma ce orOenexu, 4e C rapaHilmoHHa BeposTHOCT 95 % He ce
MMOTBBPIK/IaBa ClieHATA XUITOTEe3a:

Xunore3a 4: “PexiiaMHHUTE CIOraHu, KOMUTO BKJIIOYBAT B c€0€ CH PUTOPUYHHU
¢burypmu, ca Bb3NpUEMaHn KaTo mo-pa3oupaemu’.

B 3akmodenne, KaTo IUIO € TPEHOPBYMTEIIHO 3a MAapKETOJO3UTe Ja
M3MO0JI3BaT CpEJICTBaTa HAa pUTOpHKATa. B chIOIoTO Bpeme obOade, Te TpsAOBa 1a
BHHMAaBaT, KOTaTO ChCTaBAT PEKJIAMHU CJIIOTaHH C PUTOPUYHU (PUTYpHU H Ja TIPOBEPST
JI0 KOJIKO pa30upaeM € M3MHUCICHHST OT TSIX CJIOraH. B MpoTuBeH ciydyail pucKyBaT
noTpeduTenuTe Aa He pa3depar TAXHOTO MOCIaHKUe, KOraTo CTaBa Jyma 3a pekjiamara

Ha (bHHaHCOBI/I YCIYyIru, KOUTO C€ XapaKTEpusupar € 1o-rojrsimMa CJIO0KHOCT.

B tabnuua 4.24 e u3BbpIeHO CpaBHEHUE Ype3 CTATUCTHUECKA MPOBEPKA HA XUIIOTE3H

MEXy CpPEIHUTE OLICHKH 3a oTAenHuTe Kpurepuu 3a Crnoran 3.1 u Cnoran 3.2.

Tabauua 4.3. CpaBHeHne MexAy CpeHUTE OLeHKH 3a cjaoranm 3.1: "llepaansta
:kuBee no-AbJaro ¢ Kaaron” u 3.2: "llepanusita padoru no-abiro ¢ Kaaron"

Cnoran 3.1 | CpegHa | CnoraH3.2 | CpegHa | Pasnuka | 3HaymmocT HuBo Ha U3Bog
3HaYMmocT
PeknameH PeknameH
CnoraH 3.1 CnoraH 3.2
"MepanuaTa HfepanuaTa
XuBee no- 5,91 paboTtu no- 3,54 2,37 3Hayuma g,go(g 0<5 I'Ipmle-In:la ce
ABbNro c ABbNro c
Kanron" - KanroH" -
OpvruHaneH OpvruHaneH
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PeknameH PeknameH
CnoraH 3.1 Cnoran 3.2
"MepanHaTa HfepanHsTa
XuBee no- 5,76 paboTtu no- 3,34 2,42 3Hayuma g,gog 0<5 I'Ipmla_ln:la ce
ABbNro ¢ AbNro ¢
Kanron" - Kanron" -
KpeatuseH KpeatuseH
PeknameH PeknameH
CnoraH 3.1 CnoraH 3.2
"MepanHaTa »fepanusTa
XuBee no- 5,70 paboTtu no- 3,66 2,04 3Hayuma g,go(g 0<5 I'Ipmle-In:la ce
ABbNro ¢ AbNro ¢
Kanron" - Kanron" -
Y6eauTeneH Y6eauTeneH
PeknameH PeknameH
CnoraH 3.1 Cnoran 3.2
"MepanHaTa HfepanHsTa
XuBee no- 5,74 pabotu no- 5,26 0,48 3Haunma g’go(? 0<5 I'Ipmla_ln:la ce
ObAro ¢ ObAro ¢ ’
Kanron" - Kanron" -
Pa3bupaem Pa3bupaem
PeknameH PeknameH
CnoraH 3.1 CnoraH 3.2
"MepanHaTa »fepanusTa
XuBee no- 5,72 pabotu no- 3,41 2,31 3Haunma g,gog 0<5 I'Ipmla-lnfa ce
ABbNro ¢ AbNro ¢
Kanron" - Kanron" -
MpusaTeH MpusTeH
PeknameH PeknameH
CnoraH 3.1 Cnoran 3.2
"MepanHaTa HfepanusTa
XuBee no- 5,90 pa6oTu no- 3,38 252 3Haunma 0,200 < Mpuema ce
OBbNro ¢ ObNro ¢ a=0,05 Hy
Kanron" - Kanron" -
3anomHsLy 3anomHsLy
ce ce
PeknameH PeknameH
CnoraH 3.1 CnoraH 3.2
"MepanHaTa »fepanusTa
XuBee no- 577 pabotu no- 3,28 249 3HauMMa 0,(100 < Mpuema ce
ObNro ¢ ObNro ¢ a=0,05 Hy
Kanron" - Kanron" -
MoaTtnkeawy MoaTukBawy
KbM NOKynka KbM NOKynka

HM3mounux: Paszpabomka na asmopa

Tabnuna 4.24 nokasBa paznukute B oueHkure 3a Cmoran 3.1 "llepanusrta

x)uBee 1mo-auiaro ¢ Kanron" u Cioran 3.2 , Ilepannsrta pabotu no-abiaro ¢ Kanron".

Haii-ronsiMa pasnuka B OIEHSBAHETO ce HAOJIOJaBa MO KpUTepus “3amoMHsmI ce”, a

Hal-Malika 1Mo KpuTepus 3a pazbupaemocT. Moxe aa ObjJe HalpaBeH H3BOABT, Y€
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yrnoTpedara Ha PUTOPUYHHM (DUTYpHU BIMsIC HaW-CUIHO BBPXY 3allaMETsSBaHETO Ha
PEKJIAaMHOTO IMOCTIaHKe, a Hali-MaJIKO - BbPXY HEroBaTa pa3oupaeMocr.

IIpoBenena mnpoBepka cbc SPSS ycraHOBsiBa, 4Ye BCHYKM pAa3JIUKH ca
CTAaTHCTUYCCKH 3HAYMMH W Ca B [0J3a Ha IBPBUS CIIOTaH, KOWTO OOpaBW C
¢durypatuBeH e3uk. Moxe na ce TBBPAHM, Y€ C IOMOIITa HAa WHCTPYMEHTHTE Ha
pUTOpUKATa pPEKJIAMHUTE C€ TPEBPBIIAT B MO-OPUTMHAIHHU, IO-KPEaTUBHU, TIO-
yOeIMTENHN, TO-NIPUATHYU, TO-3aIOMHSIIM C€ M HE Ha TOCIETHO MSCTO TIO-
MOJATHKBAIIA KbM TOKyIKa. VHTEpecHO € na ce OTOenekH, 4e yJaCTHUIUTE B
ankerara ca ouenunu Cnoran 3.1 karo mo-pazOupaem. M3riexna, ye Korato craBa
IyMa 3a peKjaMaTta Ha CTOKH OT OHWTa, (UIrypaTHMBHHUAT €3UK HE BIUSC HETaTUBHO
BBPXY CIIOCOOHOCTTA Ha XOpaTa Jia pa30oupar CJIOTaHUTE, a HallPOTHB.

CHITHO TPENOpPBHYMUTETHO € 3a PEKIAMHUTE CIEHUAIMCTH Ja IPHIOXKAT
cpeacTBaTa Ha pPUTOpUKaTa, 3a Ja IPUBJICKAT BHUMAHUETO Ha IMOTCHLHAIHUTE
NOTPEOUTENTN Ha TIPOIYKTH OT €XKETHEBHETO.

C rapaHiioOHHa BEPOATHOCT 95 % ce MMOTBBPKAABAT U CCACMTC XUIIOTC3U.

Pe3yaraTu ot “oryienajHo” uscjieaqBaHe ¢ 0ycrepHa U3BajaKa

B tabnuna 4.25 e npencraBeHa chIoCTaBKa ype3 CTaTUCTUYECKA MPOBEPKaA Ha
XMUIIOTE3M MEX1y CPEAHUTE OLIEHKHU 3a OTAeaHuTe KpuTtepuu 3a Cioran 4.1 u Cnoran
4.2. TpsiOBa ma ce oObpHE BHMMaHHWe, 4e B ciydas opuruHaiaauar Cnoran 4.1 He
ChIbpKa PUTOPUYHH (UTYpH, JTOKATO HeroBara M3MmucieHa Bepcus Croran 4.2 ce

BB3I0JI3BA OT CIIOCOOMTE Ha pUTOpHUKATA.

Tadauuna 4.4. CpaBHeHue MexaAy cpeaHuTe oueHku 3a ciaoranu 4.1: "Tu
u3zoupam’ u 4.2: "U300pbT € B TBOU pblle"

CnoraH 4.1 Cpenra CnoraH 4.2 Cpenra Pasnuka | 3HauumocTt HuBo Ha MU3Bop
oLieHKa oLieHKa 3HaYMMocCT
PeknameH Pexname
CnoraH 4.2:
CnoraH 4.1: "W360DBT € 0,000 <
"Tn 2,74 P 5,35 2,60 3Haumma a Mpuema ce Hy
n B TBOU a=0,05
n3bupaw" - "
pbue” -
OpurnHaneH
OpuruHaneH
PeknameH Peknamen
] CnoraH 4.2:
CnoraH 4.1: "U3BoDBLT e 0,000 <
"Tn 2,41 P 5,37 2,96 3Haumma a Mpuema ce Hy
" B TBOU a= 0,05
n3bupaw" - "
pbue” -
KpeatuseH
KpeatuseH
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PeknameH Pexname
) CnoraH 4.2:
CnoraH 4.1: "U360DBT € 0,000 <
"Tn 2,70 P 5,60 2,90 3Haumma a 0.05 Mpuema ce Hy
n3bupaw" - B TBOW =%
pbue” -
Y6enutenen Y6eauTeneH
PeknameH Penamex
] CnoraH 4.2:
CnoraH 4.1: "M3BoDBLT € 0,001 <
"Th 3,80 P 5,97 217 3Hauuma o0s | Mpuema ce Hy
n3bupaw" - B TBOU “=s
pbue” -
Paz6upaem Pa36upaem
PeknameH Pexname
) CnoraH 4.2:
CnoraH 4.1: "W360DBT € 0,000 <
"Tn 2,85 P 5,85 3,00 3Hayuma a 0.05 Mpuema ce Hy
n3bumpatwe” - B TBOW @=n
p.bue" -
MpusTeH
MpusateH
PeknameH Penamex
] CnoraH 4.2:
CnoraH 4.1: "
ay MU36opbT e 0.000 <
" 3,10 B TBOM 5,78 2,68 3Hauuma a Mpuema ce H;
n3bupaw" - Ble" - a=0,05
3anomHsy PbL
ce 3anomMHsL,
ce
PeknameH PenameH
] CnoraH 4.2:
CnoraH 4.1: "
ay MU36opbT e 0.000 <
" 2,58 B TBOM 5,66 3,08 3Hauuma a Mpuema ce H;
u3bumpaw" - ble” - a =005
MoaTnkeawy n el
oATUKBALL
KbM MOKynkKa
KbM NOKynka

Hsmounux.: Pazpabomka na asmopa

Tabnumna 4.22 nokas3Ba pa3IMKUTE B CPEIHUTE OLEHKH Ha cioranute 4.1: "Tu
n3bupam’” u 4.2: "U360pbT € B TBoM pblle". Haii-roisima pasnuka ce Habmo1aBa 3a
kputepus “TlogTukBani KbM MOKYINKa”, a Hail-Majika - 3a mokazarens “Pasbupaem”.
Koraro craBa gyma 3a JIGKapCTBEHU NPOIYKTH, MPWIOKCHHETO Ha (QUTYpPH Ha
MUCBHATA U CJIOBOTO OKa3Ba HAW-TOJISMO BIMSHHE BBPXY CKIOHHOCTTa Ha
MOTpeOUTENUTE J1a 3aKyIAT JaJeH npoaykT. Haif-ciabo BB3aeiicTBUe ce HaOmoaaBa
no kputepus ‘“‘Pazdoupaem”. Heo6xoaumo e aa ce nmogueprae, 4e GUrypaTUBHUAT €3UK
HE TIpaBU pEKJIaMHHS CJIOTaH TMO-MaJIKo pa3dupaeMm, a JOpH HANpPOTUB -
MOTCHIIMATHUTE KyITyBauu To pa3oupar mo-maoope.

[Ipu BcuukM KpuTepus pazjivKaTa € B I0JI3a Ha BTOpPHUS CIOTaH, KOWTO
ynoTpe0siBa pUTOPUUHU QUTYPH.

W3BbpuieHa € mpoBepka 3a 3HAUMMOCT Ha pasjukaTta € I[OMOINTa Ha

craructuueckust codryep SPSS. IIpoBepkata moka3Ba, Y€ BCHYKH DPAa3JIUKH Ca
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CTAaTUCTUYECKU 3HauuMu. Paznukure mexnay ouenkute Ha Croran 4.1 u 4.2 ca
JOCTaThYHO T'OJIEMH, 3a Ja ce TBBbp U, ye Croran 4.2 € OlleHEeH KaTo MO-OpUTHHAJIEH,
Mo-KpeaTuBeH, yOenuTeneH, pa3oupaeM, MpUsATEH, 3alOMHSI] C€ U MOATUKBAIL KbM
MOKYIIKA.
C rapanuuoHHa BeposATHOCT 95 % ce NOTBbPK1aBaT U CEAEMTE XUIIOTE3H.
Moske na Objie HalpPaBEHO 3aKIFOYCHUETO, Y€ € CHIIHO MPEMOPBUYHUTEITHO 3a
pPEKJIaMHHUTE CHEIHATUCTH Ja BKJIIOYAT PUTOPUYHH (UTYpPH, KOrato H3TOTBAT

peKIIamMH 3a JIEKAPCTBEHU MPOJTYKTH.

B tabmuma 4.26 e npencraBeHa chIOCTaBKa Ype3 CTaTUCTUYECKA MPOBEpPKa Ha
XMUIIOTE3M MEX1y CPEAHUTE OLIEHKHU 3a OTAeaHuTe KpuTtepuu 3a Cioran 5.1 u Cnoran
5.2. TpsGBa na ce oObpHE BHHUMaHHE, Y€ B ciydas opuruHanHusar Cioran 5.1 He
ChIIbpKa PUTOPUYHH (QUIypH, JOKATO Herorara u3MuciaeHa Bepcusi Cioran 5.2

U3I0J13Ba (PUTYPATHBEH €3UK.

Tadauna 4.5. CpaBHeHMe MeXKIAy CpeIHHTEe OLEHKH 3a ciaoranu 5S.1:

"

"Kom@popTsT 1a 0baem1 cBo0oaen” u 5.2: ""CBobogaTa o0j1e4eHa KaTo kom¢opt
CnoraH 5.1 CpepgHa CnoraH 5.2 CpepgHa | Pasnuka | 3HaummocT 3I:IaMHBM°M:iT M3Bopg
PeknameH CP;‘;("R;M; ;

cl:(g:\)ll:;:[fT:le "CBobopara 0,000< | Mpvema ce
3,07 obneyeHa 5,37 2,30 3Hauuma a
Ja 0bael KaTo a =005 H,
cBobopeH" - KoMdpopT” -
OpuruHaneH OpurvHaneH
p PeknameH
eknamen CnoraH 5.2:
"(I:(g;)n?):psrlT "CBobopara 0,000 < Mpuema ce
2,95 obneyeHa 5,49 2,53 3HaumMma a
Ja 0bael KaTo a =005 H,
cBobopeH" - KoMdpopT” -
Kpeatuen KpeatuseH
p PeknameH
eknamen CnoraH 5.2:
“(I:(g:\)n?):psTlT "CBobopara 0,000 < Mpuema ce
2,98 obneyeHa 5,40 2,42 3Hayuma o
Ja 0bael KaTo a =005 H;
cBobopeH" - KoMdpopT” -
Y6enutenex Y6epauteneH
PeknameH PeknameH
CnoraH 5.1: CnoraH 5.2:
n n <
KomdopTsT 3.30 Ceobopgarta 5,24 1.94 3HaunMa 0,(100 Mpuema ce
Ja 6bpel obneyeHa a =005 H,
cBobopeH" - KaTo
Pa3bupaem Komdpopt" -
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Pazbupaem
PeknameH Pexnamenl
. CnoraH 5.2:
Grorat 5.1: "CBo6opara
n <
KomepoptsT | 45, oBneyeHa 5,64 2,45 3Haunma 0,000 Mpuema ce
Ja 0bael KaTo a =005 H,
csobogeH" - "
Mpustex komcpopt” -
MpusaTteH
PeknameH PeKnameH.
] CnoraH 5.2:
CnoraH 5.1: "CBOG
"KomdpopTbT Cgo opara 0000 <
pabboew | 3,06 | oM | g5 246 | 3nauma 000< | Mpuewa ce
cBoBopeH" - Karo a=0, H,
3anomHsL '(3°Mq’°pT -
co anomHsLLY
ce
PeknameH Pexname
. CnoraH 5.2:
CnoraH 5.1: h
"KomchopTbT CgoGo.qa'ra 0o00< |
na Gbaew 2,89 obneyena 543 253 3Haunma no< puema ce
cBo6oaeH" - Kato a=0, H,
MoaTukBaLy I'fIOMq’opT -
OATUKBALY
KbM NoKynKa
KbM MOKyMKa

Hsmounux.: Pazpabomka na asmopa

Tabnuua 4.26 npencraBs pa3auKUTE B CPEAHHUTE OIEHKH Ha cioraHute 5.1:
"KomdoptsT na 6paem ceoboaen” u 5.2: "CBobonata obneueHa karo kompopt".

Paznukara no kpurepuute “KpeatuBen” u “IloaTukBan] KbM IMOKyIKa™ €
€lIHAaKBa M TS € Hail-rogsiMa OT BCHYKH KpUTepuu. YmoTpebara Ha Qurypu Ha
MHUCBJITA M CIOBOTO BIIMA€ HAW-CHIIHO BBPXY YCEIIAHETO 3a KPEaTHUBHOCT H
HaKJIOHHOCTTa KbM MOKyNKa. GUTYpaTUBHUST €3UK CE€ OKa3Ba KJIIFOYOB KOMITIOHEHT 32
HAMEPEHHUETO Ha MOTCHIUAIHUTE MOTPEOUTENH J1a 3aKyIAT YCIyTra OT MPOIyKTOBaTa
kateropus ‘“TexHosioruu”.

Haii-manka pasnuka ce HaOmogaBa nmo kpurepus “‘Pazoupaem”. TpsoOpa na ce
OTOEJIeKH, Y PUTOPHYHUTE PUTYPH HE TIPABAT CIOTaHa MO-MaJIKO pa3OupaeM, a JopH
HaIPOTHB.

Crnen mpoBepka cbe cratuctuuecku codpryep SPSS e ycranoBeHo, ue Bcuuku
pa3iMKU ca CTAaTUCTUYECKU 3HauyuMu. Pazmukurte mexay ouenkute 3a Croran 5.1 u
5.2 ca #10OCTaThyHO rojieMH, 3a JJa MOKE€ Ja ObJie HAalpaBeH U3BOJIBT, Y€ CIOTaHUTE,

KOUTO yNoTpeOsBaT (UTrypaTUBEH €3WK, OMBAT BB3NPHEMaHU KAaTO MO-OPUTHMHAIHH,
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IIO-KpCaTHBHU, HO—y6e,I[I/ITCJ'IHI/I, MMO-TIIPHUATHH, I10-3aIIOMHAIIMU CC K IIO-IIOATHKBAIIH

KbM IIOKYIIKA.

C rapaHiioOHHa BEPOATHOCT 95 % ce MMOTBBPXKAABAT U CCACMTC XUIIOTC3H.

HpenoquHTenHa € 3a MAapKCETUHI CICHUAIMCTHTC Ja CC BB3IOJ3BAT OT

apCCHaJIa Ha PUTOPHKATA, KOIaTO CHCTABAT PCKIIAMHHA CJIOTaHW 3a IPOMOTUPAHCTO HA

MPOJYKTH U yCIyru OT Kateropusra “Texnonorun”. Heo6xoaumo e aa ce otOenexu,

4e 3a pa3iuKa oT (PMHAHCOBUTE YCIYTH, yoTpedaTa Ha pUTOPUYHU (DUTYPHU HE OKa3Ba

HETaTUBHO BJIMAHHEC BbPXY CTCIICHTA Ha pa36HpaHe Ha CJIoTraHa.

B tabnuua 4.27 e u3BbpILEeHO CpaBHEHUE Ype3 CTATUCTHUECKA MPOBEPKA HA XUIIOTE3H

MEXJly CPEIHUTE OLIEHKH 3a OoTJenHuTe KpuTepuu 3a Cioran 6.1 u Cnoran 6.2.

Tadauna 4.6. CpaBHeHHe MeAy CpeJHUTe OLEHKH 3a ciaoranu 6.1: ""/loOpo
Ka4yecTBO Ha Haili-Hucku uneHu"” m 6.2: "/loOpo kavecTBO 0€3 KOMIPOMHC C

nmenara"
CnoraH 6.1 CpepgHa | Cnoran6.2 | CpepgHa | Pasnuka | 3HauMmocT HuBo Ha M3Bop
3HaYUuMocCT
PeKnameH PeknameH
CnoraH 6.2
CnoraH 6.1
"Mlo6po »106po
Ka4yecTBo 0,000 < Mpuema ce
KayecTBO Ha 2,75 5,46 2,70 3Haunma 005
Hal-HUCKM bes “=5 Hi
eHn" - KOMNpOMUC
. C LieHaTa" -
OpuruHaneH
OpuruHaneH
Peknamen PeknameH
Cnoran 6.2
CnoraH 6.1
un°6p° !!n°6p°
KayecTBO 0,000 < Mpuema ce
KayecTBO Ha 2,61 5,50 2,88 3Hauuma —0.05
Hal-HUCKY Ges a=0, H
eHn” - KOMNpOMUC
N C LieHaTa" -
KpeatuseH
KpeatuseH
Peknamen PeknameH
Cnoran 6.2
CnoraH 6.1
un°6p° !!n°6p°
KayecTBo 0,000 < Mpuema ce
KayecTBO Ha 2,98 6 5,84 2,86 3Hauuma —0.05
Hail-HUCKM €3 =5 Hi
eHn" - KOMNpPOMUC
V6Lt‘a UTeneH C UeHaTa” -
A Y6eauTeneH
PeknameH PeknameH
CnoraH 6.1 Cnoran 6.2
"[lobpo »[06po <
Ka4yecTBO Ha 3,63 Ka4yecTBO 5,79 2,16 3Haunma g,go(? 05 I'Ipmla-lma ce
Hal-HUCKU Ge3 ’ !
LueHun" - KOMMpPOMUC
Pa3bupaem C LieHaTa" -
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Paz6upaem
PeKknameH PeknameH
CnoraH 6.2
CnoraH 6.1
"Mo6po »106po
P KayecTBo 0,000 < Mpuema ce
Ka4yecTBO Ha 3,11 5,74 2,63 3Haunma _
y oe3 a =0,05 Hi
HaW-HUCKK
" KOMNpOMUC
LleHM - [1]
C LUeHaTa" -
MpuateH
MpusateH
PeKnameH PeknameH
CnoraH 6.2
CnoraH 6.1
" »H00po
Ho6po
KayecTBO Ha KaecTBo 0,000 < Mpuema ce
- 3,13 6e3 5,71 2,58 3Hauuma a P
HaW-HUCKM o =0,05 H4
" KOMNpPOMUC
LleHM - [1]
C LeHaTa" -
3anomMHsL,
3anomMHsLw
ce
ce
Peknamen PeknameH
CnoraH 6.2
CnoraH 6.1
" mu°6p0
No6po
KayecTBO Ha KatecTBo 0,000 < Mpuema ce
e 2,99 Ges 5,82 2,83 3Haunma o P
HaW-HUCKK a=0,05 Hi
" KOMNpPOMUC
LleHM - [1]
C LeHaTa" -
MoaTtnkeawy
MoaTukBawy
KbM MOKynKa
KbM NOKynka

HMzmounux: Paspabomka na asmopa

Tabmuua 4.27 moka3Ba pasznukute B orenkure 3a Crnoran 6.1 "JloGpo
KadyecTBO Ha Hai-Hucku 1eHu" u Croran 6.2 ,,JIoOpo kadecTBO 0€3 KOMIIPOMHC C
nenata". Haii-ronsima pasnuka NpU  OLGHKHTE ce€ Ha0loJaBa IO  KpUTEPUS
“KpeatuBen”, a Hail-manka - npu kpurtepus “Pasbupaem™. Ilpunoxenuero Ha
PUTOPUYHU (UIYpU B PEKIAMHUTE CJIOTAaHU BIUS€ Hall-CUJIHO BHPXY YCELIAaHETO 3a
KpeatuBHoOCT. Hali-manka ponst “Urpast’ MHCTPYMEHTUTE Ha pEeTOpUKaTa BbpXY TOBa
710 KOJIKO AaJieH ciioran 6uBa pazboupaeM. TpsiOBa na ce oTOenexu 4e, BKIIOUBAHETO
Ha (QUTypd HA MHUCBHJITAa M CIOBOTO HE MpPaBST CJOraHa IO-MalKo pa3bupaeM, a
HaIpOTUB.

[IpoBenena mnpoepka cbc SPSS ycTaHOBsiBa, 4Ye BCHYKM pA3JIUKH ca
CTaTHUCTUYECKM 3HAYMMH M ca B I[I0JI3a HAa BTOpUS CJOraH, KOWTo OopaBu c

¢durypatuBer e3uk. Moxe 1a ce TBBPIAM, Y€ C IOMOIITa HAa WHCTPYMEHTHTE Ha
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pUTOpPHKATa pEKJIaMHUTE C€ MPEeBPbhLIAT B IO-OPUTHHAIIHU, [O-KPEaTUBHHU, IIO-
yOeIUTEeNHN, TMO-TPUATHU, MO-3aIOMHSIIM C€ M HE Ha MOCIEAHO MSCTO IIO-
MOATHKBAILM KbM MOKYIIKA.

CunHO TpPEenoppUYUTENIHO € 32 MAapKETOJIO3UTE Jla CE€ BB3MOI3BAaT OT
WHCTpYMEHTapuyMa Ha peTopuKaTa, KOraTo MMaT 3a 3aj7ada Ja U3TOTBAT PEKIAMHHU
CJIOraHU 32 MpoJyKToBara kareropus “I'sprobus’.

C rapaHiinoOHHa BEPOATHOCT 95 % ce MMOTBBPKAABAT U CCACMTC XUIIOTC3U.

4.4. U3Boa oT XMHoTe3un
B tabnuna 4.25 ca npeactaBeHd W3BOJMTE OT XUIIOTE3WTE IO OTHOIIECHUE Ha
yrnoTtpebara Ha pUTOPUIHU QUTYPHU B PEKIAMHHUTE CIOTaHU.

Tab6aunna 4.25 IloTBbpiKAeHNE HA XUIIOTE3H

Xunotesa MoTBBLPXKAEHHNE

PeknamHuTe CroraHu, KOUTO BKMKOYBAT B
cebe cy pUTOPUYHN rrypu, ca BbanpueMaHi

0T NoTPeOUTENIUTE KaTO NO-OPUTMHATHM fla
PeknamHu1TE CroraHu, KOUTO BKIoYBaT B
cebe cu PUTOPUYHN Urypu, ca BbanpueMaHi fla
0T NoTpedUTeNUTE KaTo No-KPeaTUBHH
PeknamHuUTE CroraHu, KOMTO BKIoYBaT B
cebe cu PUTOPUYHN Urypu, ca BbanpueMaHi fla

0T NoTpebuTenuTe Kato no-ybeanTenHu.

PeknamHuTe CrnoraHu, KOMTO BKMOYBAT B
cebe C1 puTOpUYHM urypu, ca Bb3npuemMaHm
KaTo no-pasbupaemu.

[a, oceeH koraTto 6uBaT peknammpanm
(prHaHCOBM yCnyrun

PeknamHuTe CroraHu, KOUTO BKMOYBAT B
cebe cu puTopu4HK churypu, ca
Bb3NpyeMaHm Kato Mo-NpUsTHU.

[a

PeknamHuTe CroraHu, KOUTO BKMKOYBAT B
cebe cy pUTOPUYHN Urypu, ca BbanpueMaHi
KaTO MO-3aMOMHSILLK Ce.

[a

PeknamHuTe crioraHu, KOUTO BKIOYBAT B
cebe cu puTopuyHK cpurypu, bueat
Bb3NpUEMaHN KaTo No-NoATUKBALLM KbM [a

noKynka

Hsmounuk: Pazpabomra na aemopa

B 3axmouenune Moxe J1a ce Kaxe, 4e pUTOPUYHUTE (DUTYPHU MPABST CIOTaHUTE
M0-OPUTUHAIIHY, TO-KPEATHBHH, MO-yOSAMTEIHH, MO-pa3OupaemMu, MO-NPHUITHHU, TO-
3allOMHSAIIM CE€ M IMO-NOATHKBAIM KBbM IIOKYIIKa, HE3aBHCHUMO JalM CTaBa JyMa 3a

pPCKiIaMara Ha 6’Lp30060pOTHI/I CTOKH, (bl/IHaHCOBI/I YCIIyIru UJid CTOKHU OT oura.
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Moxe na Obae oTmpaBeHa INpernopbkara KbM MapKETOJIO3MTE y Hac Ja ce
BB3MOJI3BAT OT MHCTPYMEHTapHyMa, KOWTO Ipelyiara Haykara 3a KpacHOPEYHETo,
KOTaTO Ch3aBaT PEKJIAMHH TTOCIIaHHUS.

EnuncTBeHO, KOrato 00eKT Ha pekyiama ca MPOAYKTH U yCIyTu OT cdepara Ha
(buHaHCUTE, PEKIIAMHHUTE CHEIHAINCTH TPsAOBa J1a MMAT NpEABH], Y€ yrnorpebata Ha

Cp€acTBaTa Ha pUTOpPUKATA IIPABAT CJIOraHa I10-MaJIKO pa36HpaeM.

3AK/IIOYEHUE U HACOKU 3A BBJIEIIIN U3CJIE/IBAHUSA

VYnorpebara Ha 00pa3eH e3UK U e(PEeKThT, KOUTO TOW OKa3Ba BbPXY YOBEILKATA
NICUXUKa, TPEICTABIABAT WHTEPEC 3a XopaTa OT BekoBe. ONMHUTHTE Ja ce M3CIeaBa
Bpb3KaTa MEXIy pHUTOpHYHHTE (GUTYpH W YOEIUTEIHOCTTa MOTaT jaa ObaaT
npocieaeHn a0 JpesHa I'spums U HAKOM OT Hail-OsecTsmUTe yMOBE Ha
4yoBeuecTBOTO Karo IlmatoH m Apucroren. Makap B oONpeaeieHH INEpUOAU OT
UCTOpHATA PUTOPHUKATA J]a TyOH YacT OT CBOSITA TEXKECT U MOMYJISIPHOCT CPeJ YUCHUTE,
TS BUHATH ¢ OmIa crioco0 3a Bb3/IeiicTBHE B OOIIYBaHETO.

IIpe3 BTOpaTa mojoBUHA HA JIBA/IECETH BEK, KOraTo peKjlaMHaTa UHIYCTpHUs ce
pa3pacTBa €KCHOHEHIMAJIHO, CHEeNHAIUCTUTE 0 MAapKETUHI 3aloyBaT Ja HU3cie/BaT
poJiAiTa Ha pUTOPUKATA B MAPKETHHTA U MMO-KOHKPETHO B pekiamata. Ot 90-Te rogunu
Ha MUHAJIHA BeK (QUTYpUTE HA pedTa ca HEMPEKbCHAT 0OEKT Ha MHTEpPEC 32 YUCHUTE
IO LEJINSA CBAT U € BEPOATHO B ObJeIIE J1a MPOIbJIKAT Aa Obaar.

IIpenxonnuTe aHanu3u B objacTTa Morar Aa ObJaT KiIacu(UIMpPaHU B JBE
OOIIMPHHU TPYIIH.

[TppBaTa Tpymna M3cienBaHUs aHAIM3HMpa Ha-00IIO Ka3aHO yroTpedara Ha
pUTOpHKATa B peKiIaMaTa.

B ycnoBusita Ha rinoGanuzanus, MHO3MHA YYEHHU €€ CTPEeMSAT Ja aHaJu3upar
MEXIYKYJITYpHUS acleKT Ha pUTOpHKara B pekiamara. Hamume ca penuna
NPEIXOJHU Pa3pabOTKH, KOUTO c€ 3aeMaT C aMOMIIMO3HATa 3a/javya Ja HampaBsT
CBIIOCTaBKAa MEXAy PUTOpUKATa B peKiaMaTa Ha Pa3JIMYHU CTPAHU U J1a OHAIJICAST
OPUIMKUTE U pasiukure. KbM MOMEHTa Ha HalKMCBAaHETO Ha TO3U HaydeH TPYA
110/100HO pOy4YBaHE HEe € MpoBexkaaHo B bwirapud. [Ipu enHo Obaemo uscnenBaHe
Ha Ta3W TeMaTHKa MOXXe /Ja ObJe CpaBHEHa PHUTOpUKaTa B ObIrapckara pekjama C
Ta3u B ChCEJIHU IbPXKABH, APYr'H cTpaHu oT EBponeiickus cbio3, A3us win CeBepHa

Amepuka u 1p. 3a menra Morat Aa ObJIaT ChIIOCTAaBEHU OIPEACIICH Opoil OBJITapCcKu 1
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YyXIH PEKJIaMH, MPEJCTaBEHU B PA3IUYHU MEAHMH - TENEBU3HS, PaTUO M COLIUATHU
MPEXHU.

Jlpyra Hacoka 3a ObJemuy myOaruKauy € U3MEpBaHeTo Ha Opos peKiIaMu y Hac,
KOUTO Ca Ha aHIVIMMCKH €3UK, a ChLIO TaKa U CPABHEHHUETO MEX]Ly POIAHUS IIPEBOJ Ha
YyXJECTpaHHU PEKIaMM W TEXHUS OpUruHajieH TekcT. Heobxoaum e oTroBop Ha
BBIIPOCa KaKBU TpaHCHOpPMAIMU MPETHPIIABAT WHCTPYMEHTHUTE Ha PUTOPUKATA MPHU
MpeBOJ Ha OBJrapcku - Jald 4acT OT (UTYpHUTE Ha CIOBOTO OMBAT “M3ryOeHU B
npeBoja” U nanu Te OuBaT TpaHC(HOPMUPAHU B TAKUBA, KOUTO MO-TOYHO J1a OTPa3siBaT
cnenr(urKaTa Ha pojJHaTa KyJITypa.

Hanuue ca mpenxonHu u3cieABaHHs, KOUTO C€ CTPEMST Ja aHaJIu3upar
BPEMEBOTO H3MEpPEHHE Ha PUTOpPUKATa B peKilaMara U Ja TOKakKaT Kak TS ce €
IIPOMEHUIa C roJuHUTe. PUTOpHKaTa HE caMO OTpa3siBa NPOMEHUTE B HAayMHA Ha
MUCIICHE Ha €HO OOIIECTBO, HO B HAKOMW CIIy4ad TS MOXKE J1a ObJie U KaTaau3aTop 3a
ax. KbM MOMeHTa mofo6HO mpoyuBaHe He € U3BbpIIeHO B bbarapus. Enna BaxkHa
Hacoka 3a OBJeIlM aHaIu3U € MPOCIEASBAHETO Ha EBOJIOLMATA HA PUTOPUKATA B
OBarapckara pexiaMa.

BaxxHo e cpII0 Taka U Ja ce Jaje OTrOBOP Ha BBIIpOCa Kak 3allovyHajaTa B
kpas Ha 2019 nmanaemusa ot KoBun - 19 nmpomens cBeta Ha pekiiamute. ToaopoBa
(2021) wu3cnenaBa ponsTa, KOATO MeTahoOpUTe CBBbp3aHM C BOWHA 3aemMaT B
opunmannus 6paTapcku qUcKypce mo Bpeme Ha Kosun kpuszata. [TomoGHO mpoyuBane,
KOETO Ja aHaJu3hpa MO KakbB HAYMH PUTOPUKATAa B PEKIAMHUTE CE€ H3MEHS B
CIIeICTBUE Ha oOXBaHalaTa CBETa MaHIAEMUs, OM MOKa3aJ0 Kak U 10 KakBa CTEMeH
PUTOpPHUKATA OTIOBaps HA HACTHIMINTE KPU3U U ChbTPECEHUS B CBETA.

Bropara ocHOBHa rpyna wu3cieIBaHHMA MMaT 3a Led  Ja U3MEpAT
e(pEeKTUBHOCTTA HA PUTOPUIHHUTE PUTYPH B PEKITAMUTE.

Morat ga 6baaT pa3rpaHHuYEHU JBa TUIA W3CIEABAHHS - MBPBUTE, KOUTO CE
aHanusupat edekra Ha putopuyHute Qurypu karo 1o (Tom u Eves, 1999;
McQuarrie u Mick, 2009) u Te3u, KOMTO H3ydaBaT CHEHU(PUUYHH EIEMEHTH Ha
puropukara (Swasy u Munch, 1985; McQuarrie and Mick, 1992).

KbM MOMEHTa Ha HaNMMCBAHETO HA TO3U JUCEPTALMOHEH TPy, MyOIHKaIUUTE,
MIOCBETEHHU Ha ynmoTpedara Ha pUTOPUYHH (UTYPH, ca MO-33AbIO0OYCHH U MPELU3HU
OT U3CJIEABAHETO Ha TAXHOTO BB3JCIHCTBHE, KOETO MOXE Ja c€ OTAajge Ha
OTHOCHTEJIHATA CJI0’KHOCT Ha MaTepHsTa - IPEIU3BUKATEIHA 3a/1a4a € J1a C€ OLIEHU JI0

KOJIKO BIHUATCIICH € (1)I/IpraTI/IBHI/IHT C3UK B pCKJIaMHaTa c@epa.
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OcHoBHaTa 1€ Ha pekjamara € Ja MOATHKHE MoTpeduTresns KbM IOKYIKa,
ype3 cBoATa edexkTuBHOCT. ETO 3amo e BaxHO (upMuUTe M MapKETHUHTOBHUTE
CHEIHMATMCTH Ja 3HasAT Al U J0 KaKBa CTENEH CpPe/ICcTBaTa Ha pUTOPUKATa MOraT Jia
HANpaBAT PEKJIAMHUTE CJIOTaHH MO-UHTEPECHHU, 3aTIOMHSIIN Ce U YOSAUTEIHH, a ChIIO
TaKa U MMO-IOATHUKBAIIX KbM IOKYIIKAa UJIX ITPECIIOPHKaA.

Putopukara B Obirapckara pekiiamMmaTa OCTaBa €AHAa JO TOJiIMa CTENeH
HeuscienBaHa cdepa. Y Hac 10 MOMEHTa HE ChHIIECTBYBAa MPEIXOJHO MPOYYBAHE,
KOETO J1a OlleHH e(ekTa Ha (PUTYpUTE Ha MUCHITA U CJIOBOTO B pOJHATA PeKama.

Hamune e Hy)kaata oT mpoBeXJaHe HA HOBU €MIIMPUYHU pa3pabOTKH, KOUTO
Ja OTTOBOPAT HA BBIPOCAa KaK M JO KaKBa CTENEH PUTOPUYHUTE (PUTYpU BIHSAT
BbpPXy moTpeOutenure. M3cnenBanusta MoraT Ja ce€ pasKIOHSAT B Pa3uyHU
HarpaBiIeHUs, Ha 0a3ara HA KOWTO Ja ObJe ONMHMCaHAa PeaKUusATa Ha MOTCHIUAIHUTE
KIIMEHTH CTIPSAMO (DUTYpATHBHHS €3UK B peKJiamMara.

B nameto 3a0bp3aHo exeIHeBHE MoTy4aBaMe oBeue HHGopMaIus oT Korato
U J1a OWJIO TIpeAM U €IHA ToJisiMa YacT OT Hesl OMBa UTHOpHpaHa UM OTXBbpJICHA OT
Hac. OT IBPBOCTETNICHHA BAXXHOCT € (UPMHTE Ja pa3nojiarar ¢ TaKhBa pPEKIaMH,
KOUTO Jla W3MbKBaT Ha (OHAa Ha KOHKYpEHIMsTa, 3a Ja MOraT Ja CIeYessT
BHUMAaHHETO Ha MOTPEOUTEIUTE U Ja OCTaHAT B Ch3HAHHMETO UM 3a BH3MOXKHO Haid-
IOBIBT IEpUOJ OT BpeMe. [IbpBUsT BBIIpOC, KOWTO TPsiOBa Aa ObJe MATEIHO MPOYyUEH,
€ JOKOJIKO PUTOPUYHHTEC (1)I/II‘ypI/I ca e(i)eKTI/IBHI/I B NPUBJIMYAHCTO HAa BHUMAHUCTO Ha
KIIMCHTUTCE.

Bropust acnekt, koiito TpsiOBa na ObJe aHANIM3UpPaH, € OO KakBa CTENEH
¢burypute Ha MUCHJITa U CIOBOTO MOTAT Jia HAMpaBAT €AHa peKjiama Mo-3allOMHsIIIa
ce. Karo ce mma mpenBuj HENpPECTaHHUST MOTOK OT PEKJIAMH, Ha KOWTO CTaBame
CBHJIETENIM JIHEC, OT 3HAUCHHE € He caMO €JHa peKiiama Jia IMPUKOBE MHTEpeca Ha
MOTPEOUTENUTE, HO U J]a CE 3areyaTa B TEXHUTE YMOBE.

HeoOxonumu ca u3cneaBaHusi, KOUTO CHIO Taka Ja MOKaXaT Al U JTOKOJIKO
MPUIIOKCHUCTO Ha XYHOKCCTBCH €3MK B PCKIAMHUTEC MOKC Ja I'M HalpaBu I10-
yoenutenau. J[pyr acmekT, KOWTo TpsiOBa na ObJe pasrieaH OT MapKETOJIO3HTE €
Bpb3KaTa MEX]ly pUTOpUKATa B peKJiaMaTa U Harjiacara KbM OpaHja.

Penuna npeauinHu aHanu3u u3cienBar edekra Ha crneuuGUuyHd PUTOPUYHU
cpeacTBa kaTo Meradopara, kanaMmOypa (urpara Ha AyMu), pUTOPUYHHUS BBIIPOC U JIp.,
HO MaJllMHAa aBTOPU CC CTPEMAT Ja OUCHAT LATOCTHUA e(i)eKT Ha q)HpraTI/IBHI/IFI €3UK

B pCKJIaMarta. Tei Kato PCKIAMHUTE CIICOUAIMCTU Ca I10-CKJIOHHHM Ja H3II0JI3BaT
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MHCTPYMEHTHTE Ha pUTOpPHUKaTa Karo ILUI0, BMECTO Ja ce (OoKycupar BBpPXY
KOHKPETHHU TPOIU WIH (UTYpH, € KEJATeIHO J1a Ce MPOBeaaT MPOyYBaHUs, KOUTO Jia
u3MepBar e(peKTUBHOCTTA Ha XYIO’KECTBEHHs €3MK B HEroBara IsUIOCT, a HE caMO Ha
KOHKPETHHU 00pa3Hu CPECTBA.

Hpyra o6sact, KOSITO c€ HyXAae OT JONBJIHUTEIHO NPOYYBAaHE € Bpb3Kara
MEXAy pa3IUYHUTE MPOAYKTOBH KAaTerOPHHM M YHOTpedara Ha PHUTOPHKA B THX.
[TpeaxoaauTe MyOIMKAIMK TOKA3BAT, Ye MPHIOKESHUETO HA PUTOPHYHUTE CPEJCTBA €
HEpaBHOMEPHO B pasnuuHuTe cdepu. Heobxomumo e ma ce ompenenu Jaiu
CHeM(pUIHA TPOTYKTOBH KATETOPUU Ca TO-TOAXOISANIM 32 MPHIOKEHUETO Ha
oOpa3eH e3WK OT APYIH, KakTO M Jald ONpeAeIeHH PUTOPUYHH (urypu ca mo-
MIOJIXO/ISIIIH 38 KOHKPETHH MTPOJAYKTOBH KaTETOPHH.

B o0000menne, Moxxe na ce Kaxke, 4ye ymorpebaTa Ha pUTOpPHKATa B
peKiiaMHaTa W HEHHOTO BB3ACHCTBHE BBPXY IMOTPEOHUTENNUTE TOCTABIT peauia
HEH3SICHEHW BBIIPOCH, YHHTO OTIOBOP OM IMOMOTHAJ HA PEKJIAMHUTE CICLUAINCTH B
n300pa UM Jaji ¥ 10 KaKbB HA4YMH J1a CE BH3IOJI3BAT OT CPEACTBaTa Ha (UrypaTHBHU
e3HK.

HacToAmmaT AOKTOPCKH TPYA HM3cjelBa MOAPOOHO Bb3AeiiCTBHETO HA
puTOopHYHHUTEe (GUIypH B PpPeKJIAMHHTEe CJOTaHH y Hac. Putopmkara mpasmu
PeKJIaMHHUTE MOCTAAHUSA 1A M3IJIEKIAT MO-KPeaTHBHU B OYHTE HA KYyNMyBaduTe.
Cobo Taka, ¢ HeliHATA MOMOIL PEKJIAMHUTE CJIOTaHH OMBAT BH3NPUHEMAHH KATO
M0-OpUTrHHAJHU. PUTYypUTEe HA MUCHJITA U CJIOBOTO NMpeodpa3yBaT pekjaMuTe B
no-yoenureanu. JJoHAKBAEe MapagoKCaJIHO, MPUIOKEHNETO HA MHCTPYMEHTHTE
HA PHUTOPMKATAa TMNpeBPbIIAa peKJAMHHTE MNOCJIAaHUA B MO-pa3dupaeMu.
M3k1104eHne NPABAT pekj1aMuTe B cdepaTa Ha (PUHAHCOBUTE YCJIYIH, €TO 3210
MapKeToJ1031Te TPAOBa /1a 0BbAaT BHUMATEIHHU, KOraTo ce CTPeMST 1a ChbCTaBAT
cioranu B Tadu obaact. Haykara 3a KpacHopeunmeTro TpaHcdopmupa
pPeKJIaMHHUTE MOCJaHHs B No-npuaTHU. Hemo moBeuye, KOrato pexkjIaMHHUTE
CHeUHATUCTH PAa3YUTAT HA Hesl, Te Ch3/1aBaT pPeKJaMHU, KOUTO ce 3ame4yaTBaT B
Cb3HAHHETO Mo-100pe. 3a ¢pupMHUTe, HE3ABHCHMO OT TAXHATA HACOYEHOCT, € OT
KJI0Y0BO 3HAUYeHHe /1a pa3depar, Ye KOraTo peKJaMHUTE CJIOTaHH BKJIOYBAT B
cede cu (purypm Ha MHUCBHJITA H CJIOBOTO B cefe CH, KyMyBayuTe ca MO-CKJIOHHH
KbM NOKYIKA.

BB Bce mo-guHaMu4HaTa, 3a0bp3aHa M NPOTHBOPEYHMBA Cpela, B KOSTO

JKHNBCCM, Ha KOMIIAaHHMHUTC IIC CC€ Hajlara Jaa cC€ 60p$IT 3a BHHMMAHHMCTO Ha
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MOTPEOUTENTUTE U Jia C€ BB3IOJI3BAaT OT BCEKHM E€AMH croco0 3a ch3JaBaHe Ha
KOHKYPEHTHO MPEIUMCTBO. V3KIIFOUUTEITHOTO pa3HOOOpa3ue OT CTOKU M IIo0aiHaTa
KOHKYPCHIIMS TPaBAT 3ajadaTa Mpel PEKIAMHHUTE CICIHUAIMCTH TO-TPyAHA OT
Bcsikora a0 cera. Kakro mokaza kpuzata KoBua-19 u mocneaBanara ycinokHEHa
WKOHOMHYECKa 00CTaHOBKA, MAPKETOJIO3UTE € HEOOXOUMO J1a ObJaT I'PBKABH U Ja CE
ajanTupaT OBpP30 KbM HACTBIBAlIUTE NPOMEHH B cBera. EJMH HauyuH TOBa
MPEIU3BUKATEIICTBO Jia ObJIe MPEOOISHO € Ype3 MpaBuiiHaTa yrnoTpeda Ha apceHasna
OT CpeJICTBA, KOUTO Ipe/yiara pUTOpUKaTa.

Puropukara BuHaru e Ouiia BepeH CITbTHUK Ha YOBEKA B CTpEMeka My Ja ObJie
Mo-yOe/IUTeNIeH W KPAaCHOPEYMB B CBOUTE IOCIAaHUS. MapKETHHT CHEIHAIHCTUTE
TpsiOBa J1a MPOy4YaT MBJIHUS W MOTCHIUAN U Jla U3I0J3BaT MHCTPYMEHTHTE i, 3a Ja
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[. GENERAL CHARACTERISTICS OF THE DISSERTATION
Relevance and significance

On a daily basis, people are confronted with such a huge volume of
information that they often fail to make sense of it. For this reason, they may reject or
ignore it. Marketers warn that people are increasingly ignoring advertisements (Potter,
2009; Sentance, 2018). Companies compete not only at the product level, but also at
the communication policy level. Today, more than ever before, advertisements are
needed that can easily and expeditiously capture the minds of consumers and leave an
impression on them for the longest possible period of time. A relatively quick, easy
and cost-effective way to achieve the goal is the application of the tools of rhetoric in
advertising slogans. The topic of the application of rhetorical figures in advertising
slogans and their impact is particularly relevant.

The significance of the dissertation work is expressed in the fact that it shows
how much the use of rhetorical figures in advertising slogans in Bulgaria affects

consumers.

Degree of problem elaboration
There is a large body of analysis that studies the use of rhetorical figures in
advertising. The number of publications that seek to answer the question of the effect
of rhetorical figures in advertising is considerably smaller.
In Bulgaria, there is a lack of research on the impact of rhetorical figures in
advertising. An analysis of previous studies in the field found no publications devoted

to the effect of rhetorical figures in advertising slogans on consumers.

Object and subject of the study

The object of the research is the rhetorical figures advertising slogans in
Bulgaria.

The subject of the study is the assessment of the impact of rhetorical figures

in advertising slogans on consumers.
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Aim and objectives of the thesis

The aim of the present work is to investigate the impact of rhetorical figures
in advertising slogans in Bulgaria.
In the course of the dissertation research, the following tasks were completed:
. Review of previous literature on the matter;
. Building a database of advertising slogans;
. Content analysis of slogans;
. Formulation of hypotheses;
. Development of a questionnaire;
. Broadcasting of a sample;
. Data collection;

. Coding the answers and entering them into statistical software SPSS;
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. Analysis and interpretation of data;

Research hypotheses

The following hypotheses can be distinguished:

Hypothesis 1: Advertising slogans that include rhetorical figures are perceived
by consumers as more original.

Hypothesis 2: Advertising slogans that include rhetorical figures are perceived
by consumers as more creative.

Hypothesis 3: Advertising slogans that include rhetorical figures are perceived
by consumers as more persuasive.

Hypothesis 4: Advertising slogans that include rhetorical figures are perceived
as more comprehensible.

Hypothesis 5: Advertising slogans that include rhetorical figures are perceived
as more pleasant.

Hypothesis 6: Advertising slogans that include rhetorical figures are perceived
as more memorable.

Hypothesis 7: Advertising slogans that include rhetorical figures are perceived

as more persuasive to purchase.

6. Research approach

The research methodology that was used for the needs of
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the present work covers two phases:

The first phase includes building a database of advertising slogans and
analyzing them in detail - for average length, linguistic features and the presence or
absence of rhetorical figures. The slogans were divided into eleven product categories:
"Food", "Beverages", "Fashion", "Cosmetics", "Technology", "Automobiles", "Trade",
"Tourism and restaurants", “Medicine and Pharmacy” and "Other".

The second phase involves conducting a proprietary survey that aims to test
the impact of rhetorical figures in advertising slogans compared to slogans without

figures of thought and speech.

Research methods

The primary data collection method for qualitative research is a personal
online survey. The online survey was conducted through the Google Forms platform.

After the survey was conducted, the responses collected were coded in SPSS

statistical software. Figures and graphs were drawn using Excel.

Limitations of the study

It is necessary to indicate the limitations of the conducted research.

- The sample size is relatively small - 300 people.

Due to the relatively small number of respondents, no general conclusions can
be drawn regarding attitudes towards the use of figurative language in advertising
slogans.

Given the lack of study funding and the absence of a user database, this more
modest sample size had to be adopted.

- The broadcast sample is non-random - a sample of respondents.

Although this type of sampling is common, it has its drawbacks. "The main
shortcoming of this sample is rooted in the fact that respondents differ significantly
from non-respondents. For this reason, it produces a very distorted picture of the

studied phenomena.” (Zhelev, 2008, p.276).
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II. STRUCTURE AND CONTENT OF THE DISSERTATION

Structure

The dissertation has a volume of 165 standard pages of main text and consists
of an introduction, four chapters, a conclusion, references and appendices. 78 tables,

27 figures and 4 appendices are used in the dissertation. There are 125 literary sources.
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1.4. Rhetorical analysis of advertising slogans
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FIGURES IN ADVERTISING SLOGANS

1. Univariate distributions

2. Comparison between demographic groups

3. Comparison of means between slogans

4. Results of a "mirror" study with a booster sample

5. Conclusion from hypotheses

CONCLUSION AND DIRECTIONS FOR FUTURE RESEARCH
BIBLIOGRAPHY
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rhetorical figures in advertising slogans and the other about their impact on consumers.
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1.1 History and classification of figures of speech

The first step to studying figurative language in advertising and beyond is to
develop an accurate and reliable description and classification of figures of speech. In
the absence of such a conceptual framework, theoretical predictions about the effect
of figures of speech would be practically impossible (Mothersbaugh et al., 2002).

The ideas of rhetoric developed and flourished for nearly a millennium, but
like many other scientific disciplines, lost some of their scholarly weight after the fall
of the Roman Empire.

Centuries later, classical rhetoric "resurrected" during the Renaissance and
established itself as a field that excited a number of brilliant minds.

In the 17th century, rhetoric again fell out of favor in the eyes of most scholars,
and disappeared almost entirely as a scientific discipline by the early twentieth
century. (McQuarrie and Mick, 1993).

In the second half of the last century, humanity witnessed the revival of
rhetoric. This phenomenon is largely due to the new means of mass communication -
radio and television, thanks to which millions of people can be touched by a given
message of politicians, artists or different companies.

According to Niehans (1995), advertisers unwittingly "revive" many of the
elements of classical rhetoric.

Tevi and Koslow (2018) are of the opinion that classical rhetoric has a key
role in successful advertising.

In modern times, the classifications of rhetorical figures prepared by Burke
(1950) and Jakobson (1956) are considered fundamental. Dubois (1970) and Durand
(1976) who build on previous taxonomies of figurative language and produce their
own complex and detailed taxonomies.

At the end of the twentieth century, the connection between advertising and
rhetoric was strengthened. Some authors even argue that advertising is essentially
rhetoric in the service of selling products and services (Pracejus et al., 2000).
Advertising professionals are among the most adept followers of the foundations of
rhetoric handed down from the times of Plato and Aristotle. However, even today, the
tools of rhetoric are rarely the subject of in-depth analysis in marketing circles.

According to McQuarrie and Mick, “rhetorical analysis per se has not yet found its
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place in the toolbox of marketers who study consumer behavior” (McQuarrie and
Mick, 1993, p. 309).

In 1996, McQuarrie and Mick compiled an extensive taxonomy of figures of
speech. It largely corresponds to that of the past, with the main division being
between tropes and schemes.

In 2008, Boteva defined rhetorical figures in his book "Dictionary of Rhetoric
- 150 Arguments of the Orator". The present work follows the classification of
rhetorical figures compiled by Prof. Boteva.

Licheva and Dacheva (2012) also offer definitions for the various rhetorical
figures in their work "A Brief Dictionary of Literary and Linguistic Terms".

Georgieva (2013) considers rhetoric as a key tool for successful PR.

1.2. Meaning and function of figures of speech

There are various definitions of what constitutes rhetoric.

Aristotle defines rhetoric as follows: "Let rhetoric be the ability to discover in
each case what can persuade. This is not the task of any other art....rhetoric, it seems,
can discover the persuasive argument about any given, therefore we say that it, as an
art, does not refer to any proper and definite class of objects.” (Aristotle, 1993, p. 45).

According to Corbett, rhetoric is "the practical art that teaches us how to
manipulate all available means to persuade a large, heterogeneous and possibly
uneducated audience" (Corbett, 1990, p. 38).

According to Gibbson, rhetoric is "all the ways in which a speaker or writer
tries to persuade listeners or readers by drawing on their arguments, emotions,
imagination, and their trust in the speaker or writer." (Gibson, 1992, p. . 170).

Elements of rhetoric are rhetorical figures. The most common definition of
figures of speech is that they are clever deviations from the standard form of language
that enhance communication between people (Corbett, 1990; McQuarrie and Mick,
1996).

According to Corbett, figures of speech are "a form of speech which artfully
departs from its usual usage" (Corbett, 1971, p. 460).

According to Boteva, '"rhetorical figures have a strong emotional-
psychological and figurative impact, through which conviction, suggestion,

identification, empathy are achieved." (Boteva, 2003, p.6).
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Examples of figures of speech include hyperbole, metonymy, allegory,
oxymoron, synecdoche, and others. Irony, sarcasm, allusion belong to figures of
thought. It is on the basis of the distinction between different types of rhetorical
figures that observations can be made about their use in advertising and predictions

about their effect.

1.3. Meaning and function of slogans

The word slogan is derived from the Celtic word "slaugh", the meaning of
which can be interpreted as "battle cry".

Slogans have been used in politics and religion for centuries, but today they
are mainly applied in business and commerce (Somayeh and Abdollah, 2003).

There are many different definitions of a slogan. Here are some of them:

Kaftandjiev defines the slogan as "a short sentence that expresses the essence
and philosophy of the company and its overall policy in various areas" (Kaftandjiev,
2003, p.230).

According to Doganov, a slogan is "a short, clear and easy-to-pronounce
expression that contains as the main logical element the product, trademark, service or
place of sale" (Doganov, 1983, p.68).

Ivanova defines the slogan as a "constantly used original company motto"
(Ivanova, 2009, p. 151).

"Slogans are used to establish brand identity, raise awareness of a product,
stimulate interest, and create a desired image." (Michalik and Michalska-Suchanek, p.
47,2016).

"Slogans should state the main benefit of the product or meet the basic needs
of consumers or offer more benefits to future consumers" (Abdia and Irandoust, 2013,
p. 62).

Slogans that appeal to consumers can be used for years. As such a popular
slogan, the well-known Red Bull slogan "Red Bull gives wings" or the memorable
McDonald's slogan "I'm lovin' it" can be mentioned.

To be able to fulfill its function, the slogan must be short and simple. Given
the ever-shrinking attention spans, especially among young people, if the slogan is too

long, then the company risks it being ignored or forgotten.
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1.4. Specific rhetorical figures in advertisements

The use of figures of speech varies greatly according to their type. Some of
these are significantly more common in advertising than others. The most frequently
analyzed figure of thought is metaphor.

According to Hitchon (1991) and Ward and Gaidis (1990), the best-known
rhetorical figure is metaphor, and it is the only one that has been comprehensively
studied in relation to consumer behavior.

In an analysis published in 1994, Leigh ranked rhetorical figures according to
the frequency with which they occur in American print advertisements. Assonance
ranks first, followed by alliteration and word play.

Leigh (1994) concludes that the use of figures of speech in advertising is
uneven - some are frequently used by advertising professionals, while others, such as
polysyndeton, rarely find a place in advertising language.

Leigh (1994) also found that different rhetorical tools were used in different
magazines and for different product categories. Advertisements for durable products
and services are 20% more likely to contain the rhetorical figure of speech (pun) than
for nondurables (Leigh, 1994).

Leigh (1994) concluded that the choice of a particular rhetorical figure is at
least somewhat related to where and how the product is advertised, as well as who
prepares the advertising message.

According to Enschot and Hoeken (2015), rhetorical figures and especially
metaphor and pun can be found everywhere in the advertising space.

Katranjiev and others. (2016a) conducted a study in which they analyzed 605
advertising slogans for the presence of different rhetorical figures. The authors
conclude that metaphor is the most frequently used figure of thought. It is part of 31%
of the examined slogans and is followed by the appeal. The third place in terms of
frequency of use of the figures of thought is the antithesis, which is present in 8.07%

of the slogans.

1.5. Frequency of figures of speech in different product categories
Katranjiev and others (2016a) came to the conclusion that the use of rhetorical
devices in Bulgarian advertising is uneven. Most often they are used in the field of

food products. 94% of ads in this category contain at least one figure of speech.
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Slogans that promote drinks are ranked next. Advertising specialists least often resort
to figurative language when promoting banks and insurance companies.
It can be concluded that the use of figures of speech varies according to the

product category in which the advertisements fall.

1.6. Development of rhetoric in advertising over time

Over the centuries, rhetoric has been established as an invariable companion
and helper of mankind. It, like all other sciences, undergoes its development and
metamorphoses and reflects the changes in the way of thinking and behavior of
people in different eras.

In 2002, Phillips and McQuarrie conducted a curious study that aimed to track
how the use of rhetorical figures changes over time. Their work shows that rhetorical
tools have been a constant in American advertising since the second half of the
twentieth century. However, the way in which they are applied has undergone a major
change. In the earlier decades included in the study, figures of speech were used
independently. By the 1990s, the majority of advertisements now contained more than
one figure of speech. Phillips and McQuarrie call this phenomenon "layering".

The authors also found another major difference that formed over time. In the
1950s and 1960s, the process of so-called "anchoring" took place - advertising
specialists used rhetorical figures in the titles of articles in magazines, and in the copy
(the main text) of the advertisement they are explained using non-figurative language.
As the years progressed, this practice began to occur less and less, and in the 90s it
almost completely disappeared.

At the time of writing this paper, a similar study, which examines the path of

rhetoric in advertisements in Bulgaria, has not been carried out.

1.7. The cultural aspect of rhetoric in advertising

A growing number of analyzes are devoted to the cross-cultural aspect of
rhetoric in advertising. Jalilifar concluded that rhetorical figures such as hyperbole,
rhyme and imperative are more common in English advertisements than in Persian.
Iranian marketers, on the other hand, rely more often on jargon and metonymy
(Jalilifar, 2010).

The conclusions reached by Jalilifar coincide with Khodabandeh's observation

that each language favors certain figures of speech at the expense of others and that
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this phenomenon can be explained by the cultural differences we observe to this day,
despite the processes of globalization (Khodabandeh , 2007).

Translating ads, especially those that contain figurative language, can be an
extremely difficult task.

Advertisers must consider the cultural context in which an advertisement will
be viewed, especially when choosing to use figurative language in their message.
They must be well aware of cultural differences to avoid mistakes and unintended

consequences for the companies they represent.

1.8. Visual Rhetoric in Advertising

The term "rhetoric" most often evokes associations of skillful handling of
language, but advertisements often abound not only with verbal rhetorical figures, but
also visual ones.

Prof. Kaftandjiev is one of the first scholars to study rhetoric in Bulgarian
advertising (1998; 2008; 2012).

The author is of the opinion that "the iconic (visual) metaphor allows us to
preserve part of the appearance of the product, thus presenting it fully" (Kaftandzhiev,
2010, p. 20). He identifies the application of visual metaphors as the most effective
strategy in advertising.

In 2016, Lick investigated the differences in visual rhetoric in advertisements
placed in English- and French-language Canadian magazines. According to survey
data, magazines aimed at French-speaking Canadians use the tools of visual rhetoric
to a significantly higher degree than those aimed at English-speaking Canadians (Lick,
2016).

1.9. Classification of the studies devoted to the use of rhetoric in
advertisements

Research on the use of rhetoric in advertising can be divided into several main
subgroups.

The first subgroup consists of scholarly works that attempt to construct a
classification of rhetorical figures in advertisements, measure their frequency, and
describe their application by marketers.

The second subset traces the path of rhetoric in advertising over time and

reflects the changes that have occurred in it.
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The third sub-group compares the rhetorical figures used in advertisements
from different countries and points out the similarities and differences in the way
advertising specialists handle rhetorical devices. At the time of writing this work, no

examples from Bulgaria of this type of research can be given.

1.10. Previous research that analyzes the impact of rhetorical figures on
consumers

It is a well-known fact that "the purpose of advertising is not only to inform
but also to persuade" (Tom and Evans, 1999, p. 39). Therefore, it is crucial not only to
analyze the use of rhetorical figures in advertising slogans, but also to examine its
impact on people. Marketers and the companies they represent need to know how the

use of rhetorical figures in advertising affects potential consumers.

1.11. The impact of verbal figures of speech in advertisements

According to Berlyne (1971), advertisements that use the tools of rhetoric
elicit greater attention.

Scott (1990) is of the opinion that messages that contain figurative language
communicate differently with consumers and are more expressive.

In 1999, Tom and Eves compared the effectiveness of advertisements with and
without figures of speech. They matched one hundred and twenty pairs of ads and
analyzed how respondents in their study responded to them. The authors concluded
that "advertisements that include figures of speech perform better than those that do
not, both in terms of recall and persuasiveness" (Tom and Evans, 1999, p. 42).

McQuarrie and Mick (2009) examined the relationship between the use of
figures of speech and ad repetition. They found that “repetition may not be necessary
when ad headlines contain figures of speech, even under conditions in which subjects
are not directed to process the ads” (McQuarrie and Mick, 2009, p. 287). This
observation weighs heavily in favor of the use of figurative language in
advertisements.

In 2015, Theodorakis et al. conduct an interesting study in which they attempt
to verify whether there are known limitations to the application and impact of
rhetorical figures in advertisements. The authors conducted two studies that showed

that the use of rhetorical devices in resonant advertisements was ineffective when
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promoting controversial products related to violence or eroticism (Theodorakis et al.,

2015).

1.12. The impact of visual rhetoric in advertising

In 2008 Van Enschot et al. analyze the impact of verbal-visual figures on users.
These figures represent a combination between images and rhetorical figures. The
research shows that advertisements that include verbal-visual figures are viewed in a
more favorable light than those that do not take advantage of this approach.

In 2011, Mzoughi and Abdelhak produced a study that aimed to evaluate the
effect that verbal and visual rhetorical figures in advertisements achieve. The answers
of the 512 respondents asked demonstrate that rhetorical figures positively influence
brand attitudes. Also, through the use of visual and verbal imagery, more and more
vivid mental images are created in users (Mzoughi and Abdelhak, 2011).

According to a study conducted by Chang and Yen (2013), advertisements that
include metaphors are more effective than those that do not.

In 2014, Van Mulken et al. conducted a large-scale study to assess how the
complexity of visual metaphors affects how consumers perceive advertising. The
results show that metaphors of moderate complexity are rated better than both simpler
and more complex visual metaphors.

Judging by these observations, it can be concluded that when it comes to the
use of rhetorical figures, balance is key. Marketers should not craft messages that are
too difficult or even impossible for consumers to decipher.

In 2017, Ortiz et al. conducted a study that aims to analyze the cognitive
processes observed in humans when processing visual metaphors. The results of the
electrophysiological study show that metaphors require a greater degree of effort to be
understood than images that have a literal meaning. Visual metaphors also create a
greater degree of aesthetic pleasure than verbal ones.

In 2020, Batool et al. concluded that the use of visual metaphors makes a
brand much more recognizable than its competitors.

In 2020, Chakroun conducted research that sought to assess how the
complexity of visual metaphors affects their perception by users. The author is of the
opinion that people enjoy the process of deciphering the incongruity that metaphors

represent, but overly complex metaphors can turn them off.
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In 2020, Huang explored how visual hyperbole affects the perception of
advertising. Huang found that ads that contained visual hyperbole were rated as

funnier.

1.13. Impact of individual rhetorical figures in advertisements

Given the difference in the use of different rhetorical figures in advertising, it
is logical to assume that there is also a difference in the impact they have on consumer
perception.

Wordplay makes ads more memorable without confusing consumers.
(McQuarrie and Mick, 1992).

Toncar and Munch (2001) concluded that the application of tropes in
advertisements can significantly improve their effectiveness.

Ads that use tropes have a higher retention rate. Also, they are rated as more
persuasive.

In 2002, Lagerwerf discovered that the use of puns helped consumers see
advertisements in a better light.

Ang and Lim (2006) show that metaphorical titles and images are evaluated
more favorably than those with a literal meaning.

Fabrize believes that the use of rhetorical figures in advertisements “allows
viewers to generate multiple positive inferences for themselves, making the
advertisements more believable” (Fabrize, 2010, p. 358).

The conclusion can be made that the majority of authors agree that the use of
rhetorical figures has a strong impact on the way consumers perceive advertisements.

The classification of previous studies can be seen in Table 1.1.

Table 1.1. Classification of previous studies

Types of previous Authors
researcch
Stern (1988); Leigh (1994); McQuarrie and Mick
(1992); McQuarrie u Mick (1993); Scott (1994);
McQuarrie u Mick (1996); Philips u McQuarrie
(2002); Smith (2006); Van Mulken u Kok (2005);
Christopher (2009); Kadbranmxues (2010), Jalilifar
(2010); Calzada (2011); A‘zam Gharyan (2013), Cui
u Zhao (2014), Labrador u ap. (2014), Michalik u
Michalska-Suchanek (2016) Karpanmxues (2016),

Karpanmxkues u ap. (2016) Lick (2016), Sopon u

Usage of rhetorical
figures in advertising
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Réka (2018), Pawlak-Hejno (2019), Zhao u Lin
(2019), Vasiloaia (2020)

The effect of rhetorical
figures in advertising

Swasy u Munch (1985), McQuarrie and Mick (1992),
Tanaka (1992); Tom u Eves (1999); McQuarrie u
Mick (1999); Morgan u Reichert (1999),
Toncar u Munch (2001);

Lagerwerf (2002); Mothersbaugh u np. (2002);
Ahluwalia u Burnkrant (2004); Van Mulken u np.
(2005),

Ang u Lim (2006); Callister u Stern (2007), Stella u
Adam (2008); Van Enschot u ap. (2008), McQuarrie
u Mick (2009), Gkiouzepas u Hogg (2011), Mzoughi

u Abdelhak (2011), Chang u Yen (2013)

Van Mulken u np. (2014), Enschot u Hoeken (2015),
Mohanty u Ratneshwar (2015), Theodorakis u ap.
(2015), Ortiz u op. (2017), Batool u ap. (2020),
Chakroun (2020)

Source: Developed by the author

Summary of the first chapter

A significant part of the analyzes prepared up to this point describe the various

aspects of the use of rhetorical figures in advertising. At its core, advertising aims not

only to inform, but also to induce a purchase, which is why it is of prime importance

to study in detail the effect that figures of speech have on the minds of consumers.

Further research is needed on this issue, especially given how important it is for

marketers and firms to know whether and to what extent rhetorical figures can

influence attitudes toward the ad, the brand, and the product or service itself. In

summary, there are numerous publications devoted to the role of rhetoric in

advertising. In Bulgaria, however, there is a lack of research on the impact of

rhetorical figures in advertising. This dissertation is oriented precisely in this direction.

SECOND CHAPTER: RESEARCH METHODOLOGY

In the second chapter of the dissertation, the methodology is presented. The

parameters of the study are indicated. The research algorithm is presented. The

advantages of the survey as a data collection method are described.

2.1. Study parameters

The following research parameters can be distinguished:

1. Object of the study: Advertising slogans in Bulgaria;
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2. Subject of the study: Assessment of the impact of rhetorical figures in advertising
slogans;

3. Target population: Respondents living on the territory of Bulgaria; 4. Sampling
model: Non-random sampling, respondent sampling;

5. Data collection method: Online survey - multi-page questionnaire;

2.2. Research algorithm
Figure 2.1 Research algorithm

Building a database of slogans

|

Grouping of slogans by product categories

|

Content Analysis:
- Creating a slogan registration form
- Slogans length analysis
- Ratio of slogans in Bulgarian and in a foreign
language
- Rhetorical analysis of slogans
- Rhetorical profile of product categories

Formulation of hypothesis

Evaluation of the impact of advertising slogans:
- Developing a questionnaire
- Sample model and size
- Data collection
- Coding the responses and entering them into
statistical software SPSS
- Data analysis and interpretation
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Conclusion and recommendations for future
research

Source: Developed by the author

The research algorithm goes through six stages: building a database of slogans,
grouping slogans by product categories, performing content analysis, formulating
hypotheses, evaluating the impact of advertising slogans, drawing up a conclusion and

recommendations for future research.

2.2.1 Building a database of slogans

The first stage of the methodology involves the collection of a sample of advertising
slogans. For the purpose of the study, 815 slogans were analyzed. Slogans are
accumulated from the following traditional and digital media: television, newspapers

and magazines, radio, billboards and advertising panels, Internet, social networks.

2.2.2. Grouping of slogans by product categories
After collecting the slogans, they were divided into ten different product categories:
Food, Beverages, Cosmetics, Fashion, Technology, Automotive, Medicine and

Pharmacy, Commerce, Financial Services and Others.

2.2.3. Content analysis
The third stage of the research methodology is a detailed analysis of the content of the

slogans. A registration form for advertising slogans by product category has been

drawn up

Tabauna 2.3.: Registration form by product category

Ne Advertising Company Rhetorical Figure Product Category

Slogan
8.

9

10.

11.

12.

13.

14.

Hsmounuk: Pazpabomxa na aemopa
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2.2.3.4 Rhetorical analysis of advertising slogans

The next stage of the methodology concludes a detailed rhetorical analysis of
advertising slogans:

- Advertising slogans are checked for the presence or absence of rhetorical figures;

- The percentage of slogans that use more than one stylistic figure was calculated;

- The percentage of slogans that use more than one stylistic figure was calculated;

2.2.3.5 Rhetorical Profile of Product Categories

A rhetorical profile has been created for each product category:

- The percentage of advertising slogans that use figurative language is determined

- The most frequently used figures of speech are indicated and examples of their use
are indicated

- The share of advertising slogans containing more than one rhetorical figure was
calculated. The most common combinations of rhetorical devices are noted

In this way, inferences can be made about the use of figurative language in the

different product categories.

2.2.4. Formulation of hypotheses
The next stage of the study is determined by the formulation of hypotheses.

2.2.5 Evaluation of the impact of advertising slogans
2.2.5.1 Development of a questionnaire

The next stage of the research is the development of a questionnaire that aims
to check how advertising slogans that contain figures of speech affect consumers
compared to those that do not use the tools of figurative language.

The questionnaire consists of three parts: introduction, main part and demographic
block.

Respondents are asked to rate two versions of the same advertising slogan. In
the first variant, the slogan is presented as it appears in the original advertisement
from which it was taken - containing a rhetorical figure. In the second version, the
rhetorical figure is removed, and the meaning of the slogan is preserved. This

approach was borrowed from Mothersbaugh et al. (2002).
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The dimensions on which the slogans were rated were adapted from previous studies
such as McQuarrie and Mick (1999), Tom and Eves (1999), Toncar and Munch
(2001), Ang and Lim (2008).

Respondents are asked to evaluate the slogan “Boma ot chbprero Ha
Ponomure” - "Water from the heart of the Rhodopes" according to the following
criteria:  Originality, Creativity, Persuasiveness, Comprehensibility, Liking,
Memorability, Degree to which the slogan prompts a purchase.

The first slogan that respondents are asked to rate is "Water from the heart of
the Rhodopes". It advertises a fast-moving commodity, in this case mineral water.
Brand (Devin) not listed. A version of the slogan "Water from the heart of the
Rhodopes" was created, in which the use of figurative language was removed. Thus,
the slogan was transformed into “Bona ot Pogorure” - "Water from the Rhodopes".

The next slogan proposed for evaluation is "Credit on the spot", which
advertises financial services. The survey participants are asked to rate the slogan
according to the criteria already mentioned. The advertising slogan has been
transformed so that it does not contain figures of speech. Respondents appreciate the
slogan "Credit immediately".

The next slogan that is part of the research is "The washing machine lives
longer with Calgon". After the survey participants are asked to evaluate the original
slogan, they also give their evaluation for its version without figurative language -
"The washing machine works longer with Calgon".

The following questions are part of the so-called "demographic block" of the
survey. Through them, various information about the respondents can be extracted,
such as their age, gender, marital status and financial well-being.

It is necessary to check whether there is a difference in the evaluations of
slogans with and without rhetorical figures according to the material well-being of the
people who took part in the study. It would be useful for marketers to know whether

people of higher or lower income prefer ads that use figurative language.

2.7. “Mirror” study with a booster sample

An additional "mirror" study was performed. In the original study, respondents
were asked to rate original slogans with rhetorical figures versus their version without.

In the "mirror" study, respondents were asked to rate pairs of slogans in which the

79



first slogan was in its original form and contained no rhetorical figures, and the
second slogan made use of the arsenal of rhetoric, while the meaning itself was
preserved.

The sample size is one hundred and one people, of which 48.5% are women

and 51.5% are men.
Survey participants are asked to rate three pairs of slogans: “Tu n3bupam” -
"You choose" - “U36opwsT € B TBou pbue” - "The choice is in your hands",
“KomdoptsT na 0baem cBobonen” - "The comfort of being free" - “Crobomara
obieuena B komdopt” - "Freedom dressed in comfort" and “Jlo6po kadecTBo Ha
Haii-Hucku neHu” - "Good quality at the lowest prices" - “Jlo6po kauecTBO 0e3
KoMIpoMuc ¢ reHata” - "Good quality without compromising on price” according

to the above criteria.

2.2.5.2. Data collection

The data collection method is an online survey - a multi-page questionnaire.

The survey was conducted using the free Google Forms platform provided
by Google.

This method of data collection has the following strengths:

- Low risk of overexpression

In group discussions, as well as personal interviews, there is a strong risk of
overstatement.

- Low costs - as the research is not funded, a cost-effective method of data
collection had to be chosen

- Great speed of data collection - compared to other methods of data
collection, one of the strengths of an online survey is the much greater speed with
which data can be collected

- Large volume of data - the online survey allows a large amount of data to
be collected and processed

- The risk of data distortion is low
2.2.5.3 Coding of responses and input into statistical software SPSS

After the survey was conducted, the responses collected were coded in

SPSS statistical software.
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2.2.6 Analysis and interpretation of data

A thorough analysis of the survey results was conducted.

For each of the three pairs of slogans with and without rhetorical figures, it
was checked whether there was a statistically significant difference in the ratings of
the respondents according to the following criteria: Originality, Creativity,
Persuasiveness, Degree of understanding, Liking, Memorability, Degree to which
the slogan incites to purchase.

It was checked whether there is a statistically significant difference for the
mean ratings that men and women gave to advertising slogans with and without the
use of figurative language.

It was examined whether age affects the way consumers evaluate

advertising slogans that include rhetorical figures.

An examination carried out with the statistical software SPSS shows
whether there is a statistically significant difference for the mean scores given by

the respondents depending on their material well-being.

2.2.7. Conclusion and recommendations for future research
The final stage of the methodology of the conducted research is the drawing

up of a conclusion and recommendations for future research in the field.

2.3. Statistical methods used for data analysis

2.3.1 Statistical hypothesis testing
Various non-parametric statistical hypothesis testing methods were used in

the dissertation, as the signs were measured on ordinal scales. Among the methods
used are:

- Mann-Whitney's U-test - Non-parametric test that is applied to qualitative
signs, when checking two independent samples;

- Wilcoxon's T-test - A non-parametric test that is applied to qualitative
signs, when checking two dependent samples;

- Kruskal-Wallis criterion - A non-parametric criterion that is applied to

qualitative signs, when testing three or more independent samples.
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All calculations in the dissertation were done with IBM SPSS and

Microsoft Excel.

Third chapter: ANALYSIS OF THE CONTENT OF ADVERTISING
SLOGANS

3.1 Content Analysis

3.1.1 Slogan length analysis

According to the data of the conducted survey, the average length of
advertising slogans in the Bulgarian advertising space is 3.51 words. It can be
concluded that slogans in Bulgaria are relatively short.

Table 3.1. Average tagline length by product category

No Product Category Average length (word
count)

12. "Food" 3,49
13. "Beverages" 3,94
14. "Fashion" 4,03
15. "Cosmetics" 4,93
16. "Technology" 4,54
17. "Automobiles” 4,06
18. "Medicine and Pharmacy" 417
19. "Tourism and Restaurants" 4,28
20. "Financial Services" 4,52
21. "Trade" 4,54
22. “Other” 4

W3mounux: Pazpabomka na asmopa

According to the research data, the shortest slogans are observed in the
spheres "Food" (3.49 words) and "Beverages" (3.94 words). Ads in the product
categories "Other" (4 words), "Fashion" (4.03 words), "Automotive" (4.06 words),
"Medicine and Pharmacy" (4.17 words) and "Tourism and restaurants" are
relatively short. (4.28 words). Relatively long slogans can be found in the sphere of
financial services (4.52 words), trade (4.54 words) and technology (4.54 words).
Slogans in the field of cosmetics have the longest average length - 4.93 words.

In the product categories "Food", "Beverages", "Fashion", "Cosmetics",
"Technologies", "Automobiles", "Medicine and Pharmacy" and "Other", the

advertising messages are shorter than those in Bulgarian.
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3.1.3 Ratio of slogans in Bulgarian and in a foreign language

Table 3.2. Ratio of slogans in Bulgarian and in a foreign language by

product category
Percentage of Percentage of
Ne Product Category slogans in slogans in a
Bulgarian foreign language
1. "Food" 88,47 % 11,53 %
2. "Beverages" 79,60 % 20,40 %
3. "Fashion" 65,46 % 34,54 %
4, "Cosmetics" 83,34 % 16,66 %
5. "Technology" 80,60 % 19,40 %
6. "Automobiles” 82,86 % 17,14 %
7. "Medicine and Pharmacy" 96,20 % 3.80 %
8. "Tourism and Restaurants” 61,04 % 38,96 %
9. "Financial Services" 96,18 % 3,84 %
10. "Trade" 94,45 % 5,55 %
1. “Other” 88,89 % 11,11 %

Source: Developed by the author

The highest percentage of advertising messages in a language other than the
native one was reported in the field of "Tourism and restaurants" (38.96%). This is
logical, since the advertisements in this sector are aimed not only at the citizens of
the Republic of Bulgaria, but also at the guests of the country.

In second place in terms of the use of foreign language slogans is the field
of fashion (34.54%), and in third place with a significantly lower percentage is the
product category "Beverages" (20.40%).

Advertising specialists rarely use foreign language slogans when they
promote products and services related to medicine and pharmacy. All foreign

language slogans are in English.
3.1.4 Rhetorical analysis of advertising slogans

The majority of slogans - 63.43% contain at least one rhetorical figure. It

can be concluded that marketers often use the tools of rhetoric in the Bulgarian
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advertising space. However, it should be noted that this percentage is lower
compared to the data from the 2016 study by Katranjiev et al.

Katranjiev and et al. (2016a) estimated that 77.9% of the advertising
messages they studied used figures of speech. Therefore, the frequency of figures
of speech and figures of speech in advertisements in our country has decreased by
14.47%.

Table 3.3. Relative shares of rhetorical figures of speech by product

category

Relative share of

Product Category rhetorical figures
1. "Food" 83,88 %
2. "Beverages" 83,67 %
3. "Fashion" 61,82 %
4, "Cosmetics" 72,22 %
5. "Technology" 59,70 %
6. "Automobiles" 71,43 %
7. "Medicine and Pharmacy" 63,80 %
8. "Tourism and Restaurants" 61,03 %
9. "Financial Services" 61,53 %
10. "Trade" 46,29 %
11. “Other” 50,79 %

Source: Developed by the author

According to the data of the present study, advertising specialists use the
toolkit of rhetoric most often when promoting "Food" (83.88%) and "Beverages"
(83.88%). The percentage of use of figures of speech is also very high in the
product categories "Cosmetics" (72.22%) and "Automobiles" (71.43%).

A lower share is observed in the "Other" product category (50.79%).

The field of trade is the only one in which less than half of the examined
slogans contain rhetorical figures.

It can be concluded that rhetoric is a preferred tool for advertising
specialists in our country, regardless of the product category to which their
promoted products belong. However, the percentage of figures of speech used
varies.

Table 3.4. Relative shares of the figures of speech

. . Relative
Rhetorical Figure Share
Metaphor 44,90 %
Appeal 21,47 %
Epithet 10,30 %
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Exclamation 711 %
Hyperbole 3,92 %
Gradation 2,57 %

Rhetorical Question 2,45 %
Antithesis 2,33 %
Anaphora 1,84 %

Personification 1,84 %
Parallelism 1,59 %
Comparison 1,47 %
Rhyme 1,10 %

Application 0,98 %

Synecdoche 0,49 %
Oxymoron 0,49 %

Pun 0,49 %
Epistrophe 0,36 %
Neologism 0,36 %

Hsmounuk: Pazpabomra na aemopa

The most common tool of rhetoric is metaphor. This regularity confirms the
observations made in previous studies about the fundamental role of metaphor in
advertising (Kaftandjiev, 2010, Fabrize, 2010).

The appeal (21.47%) and the epithet (10.30%) rank second and third in
terms of representation in advertising messages in our country. Other common
rhetorical figures are exclamation, hyperbole, and gradation.

Synecdoche, oxymoron and pun can be found extremely rarely in the
advertising space in Bulgaria (0.49%).

Epistrophe and neologism are present in only 0.36% of slogans.

Use of figures of speech by product category

The use of different figures of speech for each product category is analyzed
in detail. In the food, beverage, fashion, cosmetics, automotive, financial services
and tourism and restaurant industries, metaphor, appeal, and epithet are most
common. In technology, the highest percentage of use is found in metaphor, appeal,
and exclamation, and in trade - metaphor, appeal, and hyperbole. In the "Other"

category, metaphor, epithet and exclamation are most often used.
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CHAPTER FOUR: ASSESSMENT OF THE IMPACT OF
RHETORICAL FIGURES IN ADVERTISING SLOGANS

4.1 Analysis of univariate distributions

When comparing the ratings given for Advertising Slogan 1.1: "Water from
the heart of the Rhodopes" and Advertising Slogan 1.2 "Water from the Rhodopes",
the following conclusions can be drawn:

The largest share of survey respondents rated the slogan "Water from the
heart of the Rhodopes" with scores of 6 (32.7%), 7 (26.3%) and 5 (25.0%)
according to the "Originality" criterion. Only 1.0% indicated as rating 1. The
results of the rating of Advertising Slogan 1.2: "Water from the Rhodopes" differ
greatly. The most common rating for the second slogan that does not use figurative
language is 3 (25.7%), followed by 4 (24.3%) and 2 (16.7%). Only 2.3% rate this
slogan with a 7.

The results for the criteria "Creativity" and "Persuasiveness" are similar.
The first slogan "Water from the heart of the Rhodopes" is mostly evaluated with
grades 6, 7 and 5, and the second "Water from the Rhodope" - with grades 3, 2 and
4.

It can be concluded that when consumers evaluate fast-moving consumer
goods, such as mineral water in this case, they consider slogans containing
rhetorical figures to be more original, creative and persuasive.

According to the "Comprehensibility" indicator, the respondents rate
Advertising Slogan 1.2 significantly higher compared to the other criteria. However,
Slogan 1.1 ratings are higher. This pattern shows that, somewhat contrary to
expectations, people see advertising slogans that use the tools of rhetoric as more
comprehensible. Marketers who rely on the use of rhetorical figures need not worry
that consumers will not understand the meaning of their message, at least as far as
fast moving consumer goods are concerned.

According to the "Pleasant" and "Memorable" criteria, respondents rate
Advertising Slogan 1.1 most often with the highest possible rating of 7, followed
by ratings of 5 and 6. According to the same indicators, Advertising Slogan 1.2 is
rated most often with a rating of 3, followed by 2 and 4. Based on these data, it can
be said that consumers see advertising slogans that use figures of thought and

speech as more pleasant and memorable.
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32.0% of the respondents rated Slogan 1.1 as a 6 according to the criterion
"Inciting to purchase", and 24.1% and 22.3% - ratings of 7 and 5. Slogan 1.2 is
most often rated with a rating of 2 (24.7 %), 3 (23.0%) and 1 (15.7%). Consumers
are more likely to buy a product whose advertising message contains figures of
speech.

When comparing the ratings given for Advertising Slogan 2.1: "Credit on
the spot" and Advertising Slogan 2.2 "Credit immediately", the following
conclusions can be drawn:

According to the first three criteria - "Original", "Creative" and
"Persuasive" - the respondents evaluated the first slogan most often with
grades 5, 6 and 7. The second slogan, which does not contain rhetorical figures, is
most often evaluated with 3 on these criteria. Therefore, it can be said that
according to the survey data, people see financial service advertisements that use
figurative language as more original, more creative and more persuasive.

According to the comprehensibility criterion, respondents rated Slogan 1.1
most often with a score of 5 (25.3%), followed by 7 and 6. For Slogan 1.2, survey
participants gave a score of 7 in 39.7% of the cases, followed by 6. It can be
concluded that in the case of financial services, consumers understand advertising
slogans without rhetorical tools better. Marketers must be careful when crafting
advertising messages promoting these types of products and services so that people
are not "lost in translation."

Regarding the "Pleasant" criterion, the respondents did not give high marks.
As one might expect, taking out the loans makes life more difficult, not better.
Slogan 2.1 was rated with 5, 6 and 4, while Slogan 2.2 - with 5, 3 and 4. The
imperative form "immediately" startles the respondents, while the light teasing
associated with "in an instant" is more pleasant.

For the last two criteria "Memorable" and "Inciting to purchase" again
Slogan 2.1 is more liked with scores of 5 (26.7 %) and (29 %) respectively,
compared to scores of 4 (23.3 %) and 3 (20.3%) specified for Slogan 2.2.

A comparison between Slogan 2.1 and Slogan 2.2 shows that the use of
rhetorical figures encourages a transaction, even an unpleasant one such as taking
out loans.

When comparing the ratings given for Advertising Slogan 3.1: "The

washing machine lives longer with Calgon" and Advertising Slogan 3.2 "The
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washing machine works longer with Calgon", the following conclusions can be
drawn:

The use of the metaphor "lives" when purchasing a product used in
everyday life has a favorable effect on consumers.

According to the criteria "Original", "Creative" and "Persuasive", a serious
difference is observed in the evaluation of the two slogans. Slogan 3.1 was
evaluated with a score of 7 in 41.7%, 35.0% and 33.3% of the cases according to
these three indexes, respectively. Respondents have a positive attitude to the
advertising message "The washing machine lives longer with Calgon". However,
this is not the case when the rhetorical figure is removed from the slogan and
replaced by a word in its literal sense. Only 2.3%, 2.0% and 4.3% of the
respondents indicated the highest possible rating for the aforementioned
characteristics for Slogan 3.2.

The differences in the evaluations according to the "Comprehensible"
criterion are smaller, but again a better attitude is observed towards the first slogan,
which uses figurative language. It can be concluded that the application of
rhetorical figures has the least influence on the degree of comprehension of the
advertisement. It is important to note that when it comes to household and everyday
appliances, in this case washing detergent, the use of figures of thought and speech
is not an obstacle to decoding the slogan, on the contrary, it even has a positive
effect.

The largest share of respondents rated Slogan 3.1 under the "Pleasant”
criterion with a rating of 7 - 32.7%. Admittedly, the advertising message appeals to
the audience, unlike its equivalent Slogan 3.2, which does not apply the means of
rhetoric. Only 3.3% of the respondents indicated the highest possible score
according to this criterion for the second slogan.

Out of all possible criteria, the respondents rated the "Memorable" criterion
the highest for Slogan 3.1. 43.0% of them chose a rating of 7. The advertising
slogan "The washing machine lives longer with Calgon" successfully copes with
the difficult task of imprinting itself on people's minds. Slogan 3.2, which does not
contain rhetorical figures, is mainly rated 2 (23.7%) and 3 (25.7%). It seems that
consumers can much more easily forget an advertising message when it is deprived

of the tools of rhetoric.
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The last criterion "Inciting to purchase" the respondents rated respectively
with 37.7% grade 6 for Slogan 3.1, and 24.00% grade 3 for slogan 3.2. It can be
said that the use of figures of thought and speech makes potential customers more
likely to purchase the product.

From the analysis, it is clear that when evaluating an object used in
everyday life, figurative language attracts the attention of consumers and helps the

advertisement to remain in their minds.

4.2 Comparison between demographic groups

This part of the thesis examines various comparisons between individual
demographic groups for each slogan separately and the criteria associated with the
slogan.

After checking with SPSS, it was found that there is a statistically
significant difference in the way men and women evaluate advertising Slogan 1.1
"Water from the heart of the Rhodopes" according to the criteria "Comprehensible",
"Pleasant", "Memorable" and "Encouraging purchase'. Women rate Slogan 1.1 on
these criteria higher than men. Marketers should take this pattern into account when
crafting advertising messages that promote fast moving goods and target either
gender.

For Slogan 1.2 "Water from the Rhodopes" there is a difference in terms of
"Pleasant", "Memorable" and "Inciting to purchase". Women rate Slogan 1.2 higher
in these categories, meaning that marketers can rely more on slogans without
rhetorical figures when the advertised product is aimed at a female audience.

For Slogan 2.1 "Instant Credit" there are no significant differences in the
responses of both sexes according to any criterion. The advertisement, which
contains figures of speech, is asserted to be oriented towards both men and women.

For Slogan 2.2, the only criterion for which there is a statistically
significant difference is "Memorable". Women rate the advertising slogan "Credit
immediately" as more memorable than men.

The statistical analysis of the slogan 3.1 "The washing machine lives longer
with Calgon" shows statistically significant differences in the answers given by
both sexes according to six out of a total of seven criteria: "Original", "Creative",

2

"Comprehensible", "Pleasant", "Memorable" and “Inciting to purchase”.

According to six of the seven criteria, women give higher marks, which can be
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explained by the role of the woman in the household. It is noteworthy that the
biggest difference in the answers is for the criterion "Prompting to purchase",
which is indicative of the audience to which the advertisement is directed.
Marketers should take into account the fact that women rate advertising slogans
that use figures of speech more highly than men.

For Slogan 3.2 "The washing machine works longer with Calgon"
according to the criteria "Creative", "Persuasive", "Memorable", "Pleasant” and
"Inciting to purchase" there is a statistically significant difference.

The conclusion that can be drawn is that women are more favorably
disposed toward advertisements that do not use rhetorical devices. It is important to
note, however, that they also rate Slogan 3.1 higher, which contains a rhetorical
figure. Women appear to be more favorable overall in their evaluations of
advertising slogans that promote everyday goods.

For Slogan 1.1 "Water from the heart of the Rhodopes" a statistically
significant difference between the answers given by the different age groups exists
regarding the indicators "Comprehensible" and "Pleasant".

Slogan 1.1 is rated higher by younger respondents than by older
respondents. It can be concluded that young people understand messages in which
rhetorical figures are encoded more easily and find them more pleasant. Marketers
should consider this information when crafting slogans for products and services
aimed at specific age groups.

For Slogan 1.2 "Water from the Rhodopes" there are statistically significant
differences between the answers given by the different age groups for the
characteristics "Creative", "Persuasive", "Pleasant", "Memorable" and "Inciting to
purchase". The young participants in the survey rated the advertising message the
highest according to the criteria "Comprehensible" and "Memorable", while the
older respondents rated it according to the "Comprehensible" index.

The conclusion that can be made in the study of slogans "Water from the
heart of the Rhodopes" and "Water from the Rhodopes" is that the use of rhetorical
figures contributes to the realization of a positive result of the advertisement.

For Slogan 2.1 "Credit on the spot" there are statistically significant
differences between the answers given by the different age groups for the

characteristics "Comprehensible" and "Inciting to purchase". Young people rated
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the characteristics "Comprehensible" and "Inciting to purhase" the highest, while
respondents of mature age - "Persuasive" and "Creative".

For Slogan 2.2 "Credit immediately" there are statistically significant
differences between the answers given by the different age groups for the
"Original" and "Creative" characteristics. People over 55 rate the advertising slogan
"Credit immediately" the highest according to the "Original" criterion. The older
generation in our country is more favorable towards the originality of messages that
do not use figurative language in the "Financial Services" product category.

Participants aged 18-24 in the survey gave Slogan 2.2 the lowest marks on
the "Original" criterion. The youngest respondents are the most critical when it
comes to the originality of slogans that do not contain rhetorical figures.

The attitude of younger and older people in our country is equivalent with
regard to the "Creative" criterion.

Analyzing the two slogans 2.1 and 2.2, the conclusion is reached that the
use of rhetorical figures contributes to the fulfillment of the role of advertising,
regardless of the age of the users.

For Slogan 3.1 "The washing machine lives longer with Calgon", there are
statistically significant differences between the answers given by the different age
groups for the criteria "Convincing", "Comprehensible", "Pleasant", "Memorable"
and "Inciting to purchase". Participants in the 18-24 and 25-34 age groups
generally rated the advertising slogan more highly than older respondents.
According to the criteria "Comprehensible", "Pleasant", "Memorable" and "Inciting
to purchase", they are more favorable in their evaluations, compared to older
respondents.

For Slogan 3.2 "The washing machine works longer with Calgon" there are
statistically significant differences between the answers given by the different age
groups for all criteria except "Understandable". Comparing the age groups of 18-24
years and over 55 years, it is evident that young people rate the criterion
"Comprehensible" the highest, in contrast to 55-year-olds, who consider the
advertisement mostly original and memorable

Regardless of age participants rated the comprehensibility criterion the
highest for Slogan 3.2 "The washing machine works longer with Calgon", which

proves that slogans without rhetorical figures are understandable to consumers.
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For Slogan 1.1: "Water from the heart of the Rhodopes" according to the
income of the respondents, a statistically significant difference is present for the
characteristics "Comprehensible", "Pleasant", "Memorable" and "Inciting to
purchase". For the first three criteria, the highest score is given by those
respondents who rate their well-being as "Good". Respondents who consider their
income to be satisfactory give the highest rating according to the criterion "Inciting
to purchase".

It can be concluded that, in general, better-off people value slogans in
which rhetorical figures are found more highly.

With this information in mind, advertisers can rely on the tools of rhetoric
when targeting higher-income consumers.

For Slogan 1.2: "Water from the Rhodopes" according to the material
wellbeing of the respondents, a statistically significant difference is present for the
"Memorable" criterion. Respondents who define their material well-being as good
and satisfactory rate Slogan 1.2 as the most memorable.

For Slogan 2.1: "Credit on the spot" according to the material wellbeing of
the respondents, a statistically significant difference is present only for the criterion
"Understandable". The participants, who defined their well-being as good and
satisfactory, best understand Slogan 2.1, which takes advantage of the tools of
rhetoric.

For Slogan 2.2: "Credit immediately" according to the material wellbeing of
the respondents, a statistically significant difference is present only for the criterion
"Comprehensible". It can be concluded that the degree of understanding of the
slogan is inversely proportional to the well-being of consumers - the more modest
their funds, the better they understand the slogan.

Comparing the results of slogan 2.1. and slogan 2.2., respectively "Credit
on the spot" and "Credit immediately", it can be concluded that people's financial
situation does not have a significant impact on their perceptions of advertising,
regardless of whether the ad uses rhetorical figures or not.

For Slogan 3.1: "The washing machine lives longer with Calgon" according
to the material wellbeing of the respondents, there is no statistically significant
difference for any of the seven criteria. The conclusion must be drawn that when
the advertisement concerns products for everyday life and the household, the

financial condition of the people does not affects how they perceive the ad.
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For Slogan 3.2: "The washing machine works longer with Calgon"
according to the material wellbeing of the respondents, a statistically significant
difference is present only for the criteria "Memorable" and "Inciting to purchase".

People who determine their financial condition as “very good” and “good”
rated the slogan as the most memorable, while the lowest ratings are given by
Bulgarians with more modest opportunities.

People who have defined their financial situation as "good" rate Slogan 3.2
as the most inciting to purchase. Both the respondents who consider their material
well-being as "very good" and those who characterize it as "satisfactory”" evaluate
the slogan with an mean score of 3.3. Bulgarians with less funds give the lowest
ratings according to the criterion "Inciting to purchase".

Comparing the results obtained for slogans 3.1 and 3.2, it can be concluded
that when purchasing everyday household products, the material well-being of the
respondents generally does not affect the effect of advertising slogans, regardless of

whether the advertising benefits from the tools of rhetoric or not.

4.3 Comparison of mean scores for slogans with rhetorical figure and
slogans without rhetorical figure

Direct comparisons are made between mean scores for the individual
criteria of each pair of slogans.

Table 4.22 presents a comparison through statistical hypothesis testing
between the mean scores for the criteria for Slogan 1.1 and Slogan 1.2.

In the specific case where the scores of the participants in the survey are
compared for Slogan 1.1 "Water from the heart of the Rhodopes" and Slogan 1.2
"Water from the Rhodopes", the Null hypothesis (HO) and the Alternative
hypothesis (H1) are formulated as follows:

HO: There is no statistically significant difference between the ratings of the
survey participants for Slogan 1.1 "Water from the heart of the Rhodopes" and
Slogan 1.2 "Water from the Rhodopes" according to the "Original" criterion.

H1: There is a statistically significant difference between the ratings of the
survey participants for Slogan 1.1 "Water from the heart of the Rhodopes" and

Slogan 1.2 "Water from the Rhodopes" according to the "Original" criterion.
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The Wilcoxon test was chosen because it is recommended when comparing
qualitative characteristics measured on an ordinal scale, and also a test of two
dependent samples is performed.

In this particular case, the level of significance is 0.000, which does not
exceed, or in other words, HO is rejected and H1 is accepted: There is a statistically
significant difference between the evaluations of the survey participants for Slogan
1.1 "Water from the heart of the Rhodopes" and Slogan 1.2 "Water from the
Rhodopes" according to the "Original" criterion.

In the same manner, the significance of the differences between all other
pairs of slogans and by all criteria ("Creative", "Persuasive", "Comprehensible",

"Pleasant", "Memorable", "Inciting to purchase") was calculated.

Table 4.22 Comparison between the mean scores for slogans 1.1: "Water

from the heart of the Rhodopes" and 1.2: "Water from the Rhodopes"

Mean

Mean

Level of

Slogan 1.1 Slogan 1.2 Difference | Significance | . ... Conclusion
Score Score significance
Advertlsmglj Advertising
Slogan 1.1: Slogan 1.2;
" ks <
Waterfromthe | ;5 | myaterfromthe | 3.27 229 | Significant | 000 Accept Hq
heart of the " a=0,05
" Rhodopes” -
Rhodopes™ - Original
Original 9
Advertlsmg.] Advertising
Slogan 1.1: Slogan 1.2:
Waterfromthe | ;40 | wyaterfromthe | 2,07 251 | significant = U°%< | Accept Hy
heart of the a=0,05
" Rhodopes": -
Rhodopes" - ;
: Creative
Creative
Advertlsmglj Advertising
Slogan 1.1: Slogan 1.2;
" ks <
Waterfromthe | 5oy | myaterfromthe | 3,35 226 | Significant | 00 Accept Hq
heart of the " a=0,05
" Rhodopes": -
Rhodopes" - P .
h ersuasive
Persuasive
Advertlsmglj Advertising
Slogan 1.1: Slogan 1.2;
" ks <
Waterfromthe | 5ea | myaterfromthe | 5,32 036 | Significant | 00! Accept Hy
heart of the a=0,05
" Rhodopes": -
Rhodopes™ - Comprehensible
Comprehensible
Advertlsmg.] Advertising
Slogan 1.1: Slogan 1.2:
" ks <
Waterfromthe | 5 o7 | water fromthe | 3,32 255 | Significant | 00 Accept Hy
heart of the " a =005
" Rhodopes": -
Rhodopes" -
Pleasant
Pleasant
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Advertlsmg? Advertising
Slogan 1.1: Slogan 1.2:
(1] e <
Waterfromthe | ;oo | wyaterfromthe | 3.42 227 | significant =~ 0% Accept Hs
heart of the a=0,05
" Rhodopes™: -
Rhodopes" -
Memorable
Memorable
Advertlsmg.] Advertising
Slogan 1.1: >
" Slogan 1.2:
Water from the "Water from the 0,000 <
heart of the 5,49 3,10 2,39 Significant a Accept Hi
" Rhodopes": - a=0,05
Rhodopes" - Iy
- Inciting to
Inciting to
purchase
purchase

Source: Developed by the author

Table 4.22 shows the differences in the mean scores of the slogans 1.1: "Water
from the heart of the Rhodopes" and 1.2: "Water from the Rhodopes". The largest
difference is observed for the "Pleasant" criterion, and the smallest - for the
"Comprehensible" indicator.

For all criteria, the difference is in favor of the first slogan, which contains
figurative language.

A test for significance of the difference was performed using SPSS statistical
software. Inspection shows that all differences are statistically significant. The
differences between the ratings of Slogan 1.1 and 1.2 are large enough to argue that
Slogan 1.1 is rated as more original, more creative, persuasive, comprehensible,
pleasant, memorable, and purchase-inducing.

All seven hypotheses are confirmed with a guaranteed probability of 95%:

Based on this data, it can be said that it is advisable for marketers to use the
arsenal of rhetoric when creating advertising slogans for fast moving consumer goods

such as mineral water.

In Table 4.23, a comparison by statistical hypothesis testing is made between
the mean scores for the individual criteria for Slogan 2.1 and Slogan 2.2.
Table 4.23 Comparison between the mean scores for slogans 2.1: "Credit

on the spot" and 2.2: "Credit immediately".

Mean

Mean

Level of

Slogan 2.1 Slogan 2.2 Difference | Significance | . .. Conclusion
Score Score significance
Advertising Advertising
Slogan 2.1: Slogan 2.2: - 0,000 <
"Credit on the 4,99 nCredit 3,80 1,19 Significant o =005 Accept H;
spot" - Original immediately" -
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Original

Advertising Advertisinglj
Slogan 2.1: 4,85 SIS?gand?t'z' 3,57 128 | Significant | P00 | AcceptH
"Credit on the ’ . reait ’ ’ Ignitican a =005 ceept ti
" : immediately”-
spot" - Creative Creative
Advertising Advertising
Slogan 2.1: Slogan 2.2: 0.000 <
"Credit on the 5,03 "Credit 4,03 1,00 Significant a’: 0.05 Accept H;
spot" - immediately" - ’
Persuasive Persuasive
Advertising Advertising
Slogan 2.1: Slogan 2.2: 0.000 <
"Credit on the 5,08 "Credit 5,49 -0,41 Significant a’: 0.05 Accept Hy
spot" - immediately" - ’
Comprehensible Comprehensible
Advertising Advertlsmglj
Slogan21: oo | e | ggs 080 | significant | %% Acceptm
"Credit on the ' . redit - ' ' \gnitican a =005 ceept th
" immediately" -
spot" - Pleasant
Pleasant
Advertising Advertising
Slogan 2.1: Slogan 2.2: 0.000 <
"Credit on the 4,86 "Credit 3,96 0,90 Significant a’: 0.05 Accept Hy
spot" - immediately" - ’
Memorable Memorable
Advertising Advertlsmglj
X Slogan 2.2:
Slogan 2.1: "Credit 0,000 <
"Credit on the 4,68 . . " 3,84 0,84 Significant a Accept H;
" I, immediately" - a=0,05
spot" - Inciting e
Inciting to
to purchase
purchase

Source: Developed by the author

Table 4.23 presents the differences in the mean scores of the slogans 2.1:

"Credit on the spot" and 2.2: "Credit immediately". The biggest difference is observed

for the "Creative" criterion, and the smallest - for the "Comprehensible" indicator. It

can be argued that the presence of rhetorical figures has the most pronounced

influence on the sense of creativity, and the least influence on the degree of

understanding by users.

After testing with SPSS statistical software, all differences were found to be

statistically significant. The differences between the scores for Slogan 2.1 and 2.2 are

large enough to conclude that slogans that use figurative language are perceived as
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more original, more creative, more convincing, more pleasant, more memorable and
more incentivized to make a purchase.

In all criteria except comprehensibility, the difference is in favor of the first
slogan, which contains figurative language. It appears that the use of figures of speech
comes at a cost when financial services are advertised - it makes the ad less
understandable to people.

When promoting financial services, with a probability of 95%, the hypothesis
"Advertising slogans that include rhetorical figures are perceived by consumers as
more original" is confirmed.

The following hypotheses are also confirmed with a guaranteed probability of
95%:1,2,3,5,6,7.

It is important to note that the following hypothesis is not confirmed with a
guaranteed probability of 95%:

Hypothesis 4: "Advertising slogans that include rhetorical figures are
perceived as more comprehensible."”

In conclusion, it is generally advisable for marketers to use the means of
rhetoric. At the same time, however, they should be careful when composing
advertising slogans with rhetorical figures and check how understandable the slogan
they come up with is. Otherwise, they risk consumers not understanding their message
when it comes to advertising financial services that are characterized by greater
complexity.

In Table 4.24, a comparison by statistical hypothesis testing is made between
the mean scores for the individual criteria for Slogan 3.1 and Slogan 3.2.

Table 4.24 Comparison between the mean scores for slogans 3.1: "The
washing machine lives longer with Calgon'" and 3.2: "The washing machine

works longer with Calgon"

Slogan 3.1 Mean Slogan 3.2 Mean Difference | Signifance .Le.v .el of Conclusion
Score Score significance
Advertising Advertising
Slogan 3.1 Slogan 3.2
"The washing »1he washing 0.000 <
machine lives 5,91 machine works 3,54 2,37 Significant a Accept Hi
. ) a=0,05
longer with longer with
Calgon" - Calgon" -
Original Original
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Advertising Advertising
Slogan 3.1 Slogan 3.2
"The washing »The washing 0.000 <
machine lives 5,76 machine works 3,34 2,42 Significant ’_ Accept Hy
. . a=0,05
longer with longer with
Calgon" - Calgon" -
Creative Creative
Advertising Advertising
Slogan 3.1 Slogan 3.2
"The washing »1he washing 0.000 <
machine lives 5,70 machine works 3,66 2,04 Significant a Accept H,
. . a=0,05
longer with longer with
Calgon" - Calgon" -
Persuasive Persuasive
Advertising Advertising
Slogan 3.1 Slogan 3.2
"The washing »1he washing 0.000 <
machine lives 5,74 machine works 5,26 0,48 Significant a Accept Hi
. ) a=0,05
longer with longer with
Calgon" - Calgon" -
Comprehensive Comprehensive
Advertising Advertising
Slogan 3.1 Slogan 3.2
"The washing »The washing 0.000 <
machine lives 5,72 machine works 3,41 2,31 Significant a Accept H,
. . a=0,05
longer with longer with
Calgon” - Calgon" -
Pleasant Plesant
Advertising Advertising
Slogan 3.1 Slogan 3.2
"The washing »The washing 0.000 <
machine lives 5,90 machine works 3,38 2,52 Significant a Accept Hi
. . a =0,05
longer with longer with
Calgon" - Calgon" -
Memorable Memorable
Advertising Advertising
Slogan 3.1 Slogan 3.2
"The washing »The washing
machine lives machine works — 0,000 <
longer with 577 longer with 3,28 2,49 Significant =005 Accept Hi
Calgon" - Calgon" -
Inciting to Inciting to
purchase purchase

Source: Developed by the author

Table 4.24 shows the differences in ratings for Slogan 3.1 "The washing

machine lives longer with Calgon" and Slogan 3.2 "The washing machine works

longer with Calgon". The largest difference in mean scores can be seen for the

criterion “Memorable” and the smallest for “Comprehensive”, it can be concluded
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that the use of rhetorical figures has the strongest effect on the memorization of the
advertising message, and the least on its comprehensibility. It can be concluded that
the use of rhetorical figures has the strongest effect on the memorization of the
advertising message, and the least strong effect on its comprehensibility.

An SPSS test found that all differences were statistically significant and in
favor of the first slogan using figurative language. Using the tools of rhetoric,
advertisements become more original, more creative, more persuasive, more pleasant,
more memorable, and last but not least, more inciting to purchase. It is interesting to
note that the survey participants rated Slogan 3.1 as more understandable. It seems
that when it comes to advertising of household goods, figurative language does not
negatively affect people's ability to understand slogans, but rather helps make them
understand the slogans.

It is highly recommended for advertising specialists to apply the means of
rhetoric to attract the attention of potential consumers of everyday products.

All seven hypotheses are also confirmed with a guaranteed probability of 95%.

4.4. Results of a "mirror" study with a booster sample

Table 4.25 presents a comparison through statistical hypothesis testing
between the average scores for the individual criteria for Slogan 4.1 and Slogan 4.2. It
should be noted that in this case the original slogan does not contain rhetorical figures,
while the second one which was made up uses the devices of rhetoric.

Table 4.25 Comparison between the mean scores for slogans 4.1: "You

choose" and 4.2: "The choice is in your hands"

Slogan 4.1 Mean Slogan 4.2 Mean Difference | Significance | _. Ley .el of Conclusion
Score Score significance
- Advertising
Slogan &1 Slogan 4.2 0,000 <
"You choo.se." _ 2,74 "The choice is 5,35 2,60 Significant a’: 0.05 Accept Hi
- in your hands" - ’
Original Original
. Advertising
g?:;;:sﬂg Slogan 4.2: 0,000 <
"You choo.se." _ 2,41 "The choice is 5,37 2,96 Significant a’: 0.05 Accept Hi
. in your hands" ’
Creative - Creative
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. Advertising
g?:;;:sﬂg Slogan 4.2: 0,000 <
" S 2,70 "The choice is 5,60 2,90 Significant a Accept Hi
You choose" - . " a=0,05
. in your hands" -
Persuasive Persuasive
Advertising
Advertising Slogan 4.2:
Slogan 4.1: "The choice is N 0,001 <
"You choose" - 3,80 in your hands" 5,97 217 Significant =005 Accept Hi
Comprehensible -
Comprehensible
- Advertising
g?:;;:sﬂg Slogan 4.2: 0,000 <
" Cw 2,85 "The choice is 5,85 3,00 Significant s Accept Hy
You choose" - . " a=0,05
in your hands
Pleasant - Pleasant
. Advertising
g?:;;:sﬂg Slogan 4.2: 0,000 <
" Cn 3,10 "The choice is 5,78 2,68 Significant " Accept Hy
You choose" - . " a=0,05
in your hands
Memorable - Memorable
Advertising gfo";:r:jgﬂ?
JSlogan 4.1 “The choice is - 0,000 <
You choose" - 2,58 . " 5,66 3,08 Significant _ Accept Hi
o in your hands a =005
Inciting to - Inciting to
purchase purchase

Source: Developed by the author

Table 4.22 shows the differences in the average ratings of the slogans 4.1:
"You choose" and 4.2: "The choice is in your hands". The biggest difference is
observed for the criterion "Inciting to buy", and the smallest - for the indicator
"Comprehensible" When it comes to medicinal products, the use of figures of speech
has the greatest influence on the propensity of consumers to purchase a product. It is
necessary to emphasize that the figurative language it does not make the advertising
slogan less understandable, on the contrary - potential buyers understand it better.

For all criteria the difference is in favor of the second slogan, which uses
rhetorical figures.

A test for significance of the difference was performed using SPSS statistical
software. Inspection shows that all differences are statistically significant. The
differences between the ratings of Slogan 4.1 and 4.2 are large enough to argue that
Slogan 4.2 is rated as more original, more creative, persuasive, comprehensible,

pleasant, memorable and inducing to purchase.
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All seven hypotheses are also confirmed with a guaranteed probability of 95%.
It can be concluded that it is highly recommended for advertising
professionals to include figures of speech when preparing advertisements for

medicinal products.

Table 4.26 Comparison between the average scores for slogans 5.1: '""The

comfort of being free' and 5.2: "Freedom dressed as comfort"

Slogan 5.1 Mean Slogan 5.2 Mean Difference | Significance .Le.v e lof Conclusion
Score Score significance
Advertising Advertlsmg.;
X Slogan 5.2:
Slogan 5.1: "Freedom 0,000 <
"The comfort of 3,07 5,37 2,30 Significant " Accept H;
. " dressed as a=0,05
being free" - fort"
Original comiort: -
Original
Advertising Ad"eﬂ's'"Q
X Slogan 5.2:
Slogan 5.1: "Freedom 0,000 <
"The comfort of 2,95 5,49 2,53 Significant o Accept H;
. " dressed as a=0,05
being free" - "
. comfort
Creative .
Creative
Advertising Advertlsmglj
X Slogan 5.2:
Slogan 5.1: "Freedom 0,000 <
"The comfort of 2,98 5,40 2,42 Significant a Accept Hi
! " dressed as a=0,05
being free" - "
. comfort" -
Persuasive .
Persuasive
Advertising Advertlsmg.;
X Slogan 5.2:
Slogan 5.1: "Freedom 0,000 <
"The comfort of 3,30 5,24 1,94 Significant o Accept H;
. " dressed as a=0,05
being free" - "
Comprehensible comfort” -
Comprehensible
Advertising Ad"eﬂ's'"Q
X Slogan 5.2:
Slogan 5.1: "
" Freedom N 0,000 <
The comfort of 3,20 5,64 2,45 Significant -~ Accept Hy
. " dressed as a=0,05
being free" - "
comfort" -
Pleasant
Pleasant
Advertising Advertlsmglj
X Slogan 5.2:
Slogan 5.1: "Freedom 0,000 <
"The comfort of 3,06 5,51 2,46 Significant o Accept H;
. " dressed as a=0,05
being free" - "
comfort" -
Memorable
Memorable
Advertising Advertising
Slogan 5.1: Slogan 5.2: 0.000 <
"The comfort of 2,89 "Freedom 5,43 2,53 Significant a Accept Hy
. " a =005
being free" - dressed as
Inciting to comfort" -
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purchase Inciting to

purchase

Source: Developed by the author

Table 4.26 presents the differences in the mean scores of the slogans 5.1: "The
comfort of being free" and 5.2: "Freedom dressed as comfort".

The difference in the criteria "Creative" and "Inciting to purchase" is the same
and it is the largest of all criteria. The use of figures of thought and speech has the
strongest influence on the sense of creativity and propensity to purchase. Figurative
language turns out to be a key component of potential consumers' intention to
purchase a service from the "Technology" product category.

The smallest difference is observed according to the "Comprehensible"
criterion. It should be noted that rhetorical figures do not make the slogan less
understandable, on the contrary.

After testing with SPSS statistical software, all differences were found to be
statistically significant. The differences between the scores for Slogan 5.1 and 5.2 are
large enough to conclude that slogans that use figurative language are perceived as
more original, more creative, more convincing, more pleasant, more memorable and
more incentivized to buy.

All seven hypotheses are confirmed with a guaranteed probability of 95%.

It is recommended for marketing specialists to take advantage of the arsenal of
rhetoric when creating advertising slogans for the promotion of products and services
from the "Technology" category. It is necessary to note that, unlike financial services,
the use of rhetorical figures does not have a negative impact on the degree of
understanding of the slogan.

Table 4.27 compares the mean scores for the individual criteria for Slogan 6.1

and Slogan 6.2 through statistical hypothesis testing.

Table 4.27 Comparison between the mean scores for slogans 6.1: "Good

quality at the lowest prices" and 6.2: "Good quality without compromise on

price"
Slogan 6.1 g’l ean Slogan 6.2 Mean Difference | Significance .Le.v e | of Conclusion
core Score significance
Advertising Advertising 0.000 <
Slogan 6.1 2,75 Slogan 6.2 5,46 2,70 Significant a’: 0.05 Accept Hi
"Good quality at »,Good quality ’
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the lowest

without

prices" - compromise on
Original price"” - Original
Advertising Advertising
Slogan 6.2
Slogan 6.1 Good quality
"Good quality at e N 0,000 <
the lowest 2,61 W|thoyt 5,50 2,88 Significant o =005 Accept Hy
o compromise on
prices" - fice" -
Creative price
Creative
Advertising Advertising
Slogan 6.2
Slogan 6.1 Good quality
"Good quality at e S 0,000 <
the lowest 2,98 W|thoyt 5,84 2,86 Significant =005 Accept Hi
o compromise on
prices" - fice" -
Persuasive Pp .
ersuasive
Advertising Advertising
Slogan 6.2
Slogan 6.1 Good quality
"Good quality at e N 0,000 <
the lowest 3,63 W|thoyt 5,79 2,16 Significant o =005 Accept Hy
o compromise on
prices - - price" -
Comprehensible Comprehensible
Advertising Advertising
Slogan 6.2
Slogan 6.1 Good quality
"Good quality at e S 0,000 <
the lowest 3,11 W|thoyt 5,74 2,63 Significant o = 0,05 Accept Hi
o compromise on
prices" - price” -
Plesant Pleasant
Advertising Advertising
Slogan 6.2
Slogan 6.1 Good quality
"Good quality at e S 0,000 <
the lowest 313 W|thoyt 5,71 2,58 Significant o = 0,05 Accept Hi
o compromise on
prices" - price” -
Memorable Memorable
Advertising Advertising
Slogan 6.1 Slogan 6.2
"Good quality at »Good quality 0.000 <
the lowest 2,99 without 5,82 2,83 Significant a’: 0.05 Accept Hi
prices" - compromise on ’
Inciting to price" - Inciting
purchase to purchase

Source: Developed by the author

Table 4.27 shows the differences in ratings for Slogan 6.1 "Good quality at the

lowest prices" and Slogan 6.2 "Good quality without compromise with price". The

biggest difference in ratings is observed for the criterion "Creative", and the smallest -
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for the criterion "Comprehensibility". The use of rhetorical figures in advertising
slogans has the greatest influence on the perception of creativity. The rhetorical tools
"play" the least role in how well a given slogan is understood. It should be noted that
rhetorical figures do not make the slogan less comprehensible, on the contrary.

An SPSS test found that all differences were statistically significant and in
favor of the second slogan using figurative language. Arguably, using the tools of
rhetoric, advertisements become more original, more creative, more persuasive, more
pleasant, more memorable, and last but not least, more inciting to purchase.

It is highly recommended for marketers to take advantage of the toolkit of
rhetoric when tasked with creating advertising slogans for the product category
"Trade".

All seven hypotheses are confirmed with a guaranteed probability of 95%.

4.4. Conclusions from hypotheses
Table 4.25 presents the conclusions of the hypotheses regarding the use of
rhetorical figures in advertising slogans.

Table 4.25 Confirmation of hypotheses

Hypothesis Confirmation
Advertising slogans that include rhetorical
figures are perceived by consumers as more Ves
original
Advertising slogans that include rhetorical
figures are perceived by consumers as more Yes
creative
Advertising slogans that include rhetorical
figures are perceived by consumers as more Yes
persuasive
Advertising slogans that include rhetorical Yes, except when financial services are
figures are perceived as more understandable advertised
Advertising slogans that include rhetorical
figures are perceived as more pleasant. Yes
Advertising slogans that include rhetorical
figures are perceived as more memorable. Yes
Advertising slogans that include rhetorical
figures are perceived as more inciting to Yes
purchase

Source: Developed by the author

In conclusion, it can be said that rhetorical figures make slogans more original,

more creative, more persuasive, more comprehensible, more pleasant, more
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memorable and more inducing to purchase, whether it is the advertisement of FMCG,
financial services or consumer goods.

A recommendation can be made to the marketers in our country to take
advantage of the tools offered by the science of eloquence when creating advertising
messages.

Only when the object of advertising are products and services from the field of
finance, advertising professionals should keep in mind that the use of rhetorical

devices makes the slogan less comprehensible.

CONCLUSION AND DIRECTIONS FOR FUTURE RESEARCH

The use of figurative language and the effect it has on the human psyche has
been of interest to humans for centuries. Attempts to explore the relationship between
rhetorical figures and persuasiveness can be traced back to Ancient Greece and some
of mankind's most brilliant minds such as Plato and Aristotle. Although in certain
periods of history rhetoric loses some of its weight and popularity among scientists, it
has always been a means of influencing communication.

In the second half of the twentieth century, as the advertising industry grew
exponentially, marketing professionals began to examine the role of rhetoric in
marketing, and specifically in advertising. Since the 1990s, figures of speech have
been an ongoing subject of interest for scholars worldwide and are likely to continue
to be so in the future.

Previous research can be classified into two broad groups.

The first group of studies analyzes the use of rhetoric in advertising in general
terms.

In the context of globalization, many scholars seek to analyze the intercultural
aspect of rhetoric in advertising. There are a number of publications that undertake the
ambitious task of comparing rhetoric in advertising in different countries and
highlighting similarities and differences. At the time of writing this dissertation, no
such study has been conducted in Bulgaria. In a future study of this topic, the rhetoric
in Bulgarian advertising can be compared with that in neighboring countries, other
countries of the European Union, Asia or North America, etc. For this purpose, a
number of Bulgarian and foreign advertisements presented in various media -

television, radio and social networks - can be compared.
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Another direction for future publications is the measurement of the number of
advertisements in our country that are in English, as well as the comparison between
the native translation of foreign advertisements and their original text. An answer is
needed to the question of what transformations the tools of rhetoric undergo when
translated into Bulgarian - whether some of the figures of speech are "lost in
translation" and whether they are transformed into ones that more accurately reflect
the specifics of the native culture.

There is previous research that seeks to analyze the temporal dimension of
advertising rhetoric and show how it has changed over the years. Rhetoric not only
reflects changes in the way of thinking of a society, but in some cases it can also be a
catalyst for them. At the moment, such a study has not been carried out in Bulgaria.
One important direction for future analyzes is the tracking of the evolution of rhetoric
in Bulgarian advertising.

It is also important to answer the question of how the Covid-19 pandemic,
which began at the end of 2019, is changing the world of advertising. Todorova (2021)
explores the role that war-related metaphors play in official Bulgarian discourse
during the Covid crisis. Such a study, which analyzes how the rhetoric in advertising
changes as a result of the global pandemic, would show how and to what extent the
rhetoric responds to the crises and upheavals that have occurred in the world.

The second major body of research aims to measure the effectiveness of
rhetorical figures in advertisements.

Two types of research can be distinguished - the first that analyze the effect of
rhetorical figures in general (Tom and Eves, 1999; McQuarrie and Mick, 2009) and
those that study specific elements of rhetoric (Swasy and Munch, 1985; McQuarrie
and Mick, 1992).

At the time of writing this dissertation, publications devoted to the use of
rhetorical figures are more thorough and precise than the study of their impact, which
may be attributed to the relative complexity of the matter - it is a challenging task to
assess how influential is the figurative language in advertising.

Rhetoric in Bulgarian advertising remains a largely unexplored field. In our
country, until now, there is no previous study that evaluates the effect of figures of
thought and speech in native advertising.

There is a need for new empirical studies to answer the question of how and to

what extent rhetorical figures influence consumers. Research can branch out in
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different directions, on the basis of which to describe the reaction of potential
customers to figurative language in advertising.

In our busy daily lives, we receive more information than ever before, and
much of it is ignored or dismissed by us. It is of utmost importance for businesses to
have such advertisements that stand out from the competition in order to gain the
attention of consumers and remain in their minds for the longest possible period of
time. The first question that needs to be thoroughly investigated is how effective
rhetorical figures are in attracting customers' attention.

The second aspect to be analyzed is to what extent figures of thought and
speech can make an advertisement more memorable. Given the constant stream of
advertisements we witness today, it is important that an ad not only captures the
interest of consumers, but is sealed in their minds as well.

Research is needed to show whether and to what extent the application of
artistic language in advertisements can make them more persuasive. Another aspect
that should be addressed by marketers is the relationship between advertising rhetoric
and brand attitude.

A number of previous analyzes have examined the effect of specific rhetorical
devices such as metaphor, pun (word play), rhetorical question, etc., but few authors
have sought to assess the overall effect of figurative language in advertising. Because
advertising professionals are more likely to use the tools of rhetoric in general rather
than focusing on specific tropes or figures, it is desirable to conduct studies that
measure the effectiveness of figurative language in its entirety, rather than just
specific rhetorical figures.

Another area that needs further research is the relationship between different
product categories and the use of rhetoric within them. Previous publications have
shown that the application of rhetorical devices is uneven across various spheres. It is
necessary to determine whether specific product categories are more suitable for the
application of figurative language than others, as well as whether certain figures of
speech are more suitable for specific product categories.

In summary, it can be said that the use of rhetoric in advertising and its impact
on consumers pose a number of unexplored questions, the answer to which would
help advertising specialists in their choice of whether and in what way to take

advantage of the means of figurative language.
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The current doctoral thesis examines in detail the impact of rhetorical figures
in advertising slogans in our country. Rhetoric makes advertising messages appear
more creative in the eyes of buyers. Also, with its help, advertising slogans are
perceived as more original. Figures of thought and speech transform advertisements
into more persuasive ones. Somewhat paradoxically, the application of the tools of
rhetoric makes advertising messages more comprehensible. The exception is
advertising for financial services , which is why marketers need to be careful when
trying to craft slogans in this area. The science of eloquence transforms advertising
messages into more enjoyable ones. What's more, when advertisers rely on it, they
create ads that stick in the mind better. It is key for businesses, regardless of their
focus, to understand that when advertising slogans incorporate figures of thought and
speech within them, buyers are more likely to purchase.

In the increasingly dynamic, fast-paced and contradictory environment we live
in, companies will have to fight for consumers' attention and take advantage of every
means to create a competitive advantage. The extreme variety of goods and global
competition make the task of advertising professionals more difficult than ever before.
As shown by the Covid-19 crisis and the subsequent complicated economic
environment, marketers need to be flexible and adapt quickly to the changes that are
happening in the world. One way to overcome this challenge is through the proper use
of the arsenal of tools that rhetoric offers.

Rhetoric has always been man's faithful companion in his quest to be more
persuasive and eloquent in his messages. Marketers should explore its full potential

and use its tools to influence consumers.
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4. Practical guidelines for improving advertising communication in its part of

developing advertising slogans are presented
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