(YHUBEPCHUTET 3A HAITMOHAJIHO U CBETOBHO CTOITAHCTBO

PEHEH3UA

Ot:  npogp. 0-p Kpacumup Mapunos Mapunos
Yuueepcumem 3a HayuoHanno u cemoHo CMonancmeo

Hayuna cneyuannocm Mapkemune

OtHocHO:  JlMcepTalMOHEH TPYyX 3a MPHUCHXKIAHE Ha 00pa3oBaTelIHA M HAy4YHA CTEICH

»JOKTOP* 110 HayyHa cnenuaiHocT Mapkerusnr B YHCC.

Ocnoseanue 3a TIpeACTaBsIHE HAa PELECH3MATA: YUYaCTHE B ChCTaBa Ha HAYYHOTO XKypHU IO
3alUTa Ha JUCEPTAMOHHUS Tpya chriacHo 3amoBen Ne3226/ 06.11.2024 r. wa 3am.-
Pexropa no HU/] na YHCC.

ABTOp Ha nucepTauuoHHus Tpya: [{eemenuna I'eopeuesa Bnaoumuposa

Tema Ha nucepraunoHHUS TPYA: Pumopuunu dueypu é pexnamuume cioeanu y Hac:

Ouyenka Ha 6v3oeticmeuemo
1. Uudpopmanus 3a 1ucepTaHTa

JlucepTaHTHT ce € o0ydaBall 1Mo JOKTOpcKa mporpama MapkeTuHT, TpodheCHOHAITHO
Hamnpasnenue 3.8. Ukonomuka, kbM Kateapa ,,MapkeTUHT U CTpaTernyecko IlaHupaHe
Ha Qaxkynrer ,,Yupasienue u agMuuuctpaims Ha YHCC ceriacHo 3amoBen Ha 3am.-
pekropa mo HUJ] xa YHCC Ne942/ 27.04.2020 r. OOy4eHHETO € OCBIIECTBEHO B PEAOBHA
dbopma npe3 nepuona 2020-2023 r., cien KOETO JAOKTOpPAaHTypaTa MbpPBO € yIbDKEHa, a
BIIOCJIE/ICTBHE U TPAaHC(POPMUPAHA B 33J0YHA.

[IBeTennua 3aBbpmiBa cpeaHOTO cu obpaszoBanme B Codus, B IIppBa anrmmiicka
€3UKOBa TUMHa3us, mnpodun ,bearapcku e3uxk u  guteparypa®. IlpombmxaBa

obpazoBanueto cu B YHCC, xbAeTO MOCIENOBATETHO TOJTydaBa OakagaBbpCcKa CTEICH 110



»MEXKITYHAPOJHH HKOHOMHUYECKHM OTHOLIECHHS™“ C IPENOJaBaHE HA AaHIJIMKWCKA €3UK U
MarucTbpCcKa CTEINeH 1o ,,MapKeTuHr*.

Cpen 3aemanute OoT lIBeTenuHa 10 MOMEHTA IIBXHOCTH C HAH-TOJISIMO 3HAUCHUE €
paboraTta ¥ Karo XOHOPYBaH MpernojaaBaresl B Kareapa "MapKeTHHT W CTPAaTeTH4ecKo
ianupane”. 3a Bpemero oT 2020 r. Hacam T4 € padboTuiIa ¢ HIKOJIKO PAa3JIMYHU KOJIETH, B
T.4. C MEH, KaTo € IoeMaja YNpPaXHECHUsSTa BHB BOACHUTE OT MEH KypcoBe. Mmam
HEMOCPEJICTBEHU BIIEUATJICHHs OT paboraTta Ha [[BeTennHa KaTo acCHCTEHT, M T€ Ca MHOTO
no06pu. M3BBbH yHUBEpCHUTETAa UCKaM Jla OTOeNe)ka HM3SBHTE M KaTo MpernojaBarei IIo
AHTJINICKU €3UK Ha Jiena.

[IBeTenuHa Bnagee aHrIMHUCKU U UCITAHCKH €3HK.

2. O6ma XApPaKTEPUCTUKA HA MPEACTABCHUS TUCEPTALNMOHECH TPYI

[IpencraBeHUAT AUCEPTAIMOHEH TPYA € B 00eM oT 294 CTpaHWIM U BKJIIOYBA YBOJ
(5 ctp.), uetupu rnaBu (06mo 162 crp.), 3aKiI0OUEHUE U HACOKH 32 OBJCIIN U3CIICIBAHUS
(5 ctp.), oubmmorpadus (11 crp.) u mpunoxenus (108 ctp.). OT riegHa TOYKa Ha CBOHUTE
00eM U CTPYKTypa HaCTOSIIMAT TPYA UMa apaMeTpH, KOUTO ca MPUEMJIMBHU U B TPAHUIIITE
Ha 00MYaiHOTO. J{MCepTaMOHHUAT TPYA OTroBaps Ha W3MCKBAaHHSATA HA Wi. 27, al. 2 ot
[IpaBuiHMKa 3a puUaraHe Ha 3akoHa 3a pa3BUTHE HA aKaJeMUYHMs cbcTaB B PemyOnuka
boarapus.

B yBoma Ha Tpynma AmMcepTaHTBT, cieaBaliKd Ao0Opara NpaKTHKA, € MPEACTaBHI
3aMHUCBHIBT U METOAMYECKATA paMKa Ha AUCEPTaLUATa CH.

AKmyannocmma nHa memama Vi 3HAYUMOCMMA HA u3ciedéanemo 6€3 CbMHEHNE
ca HanmuIEe. ApryMeHTaluATa 3a TOBa € HalpaBeHa OT aBTOpa yOeAUTETHO, KaTo B CHPIETO
Ha JIOBOJIMTE, HAa MTBPBO MACTO, € TOBA, Y€ CHbBPEMEHHUTE MOTPEOUTENH ca MPETOBAPEHHU OT
nMH(pOopMaLMs; BCE MO-NIPEIN3BUKATEIHO € PEKIAMHUTE Ja MPUBJIEKAT U 33bPKAT TAXHOTO
BHMMAaHHE, TIOPAJX KOETO M3IMOJI3BAHETO HAa PUTOPUYHU (PUIypH MOKE Ja JAOIpPHUHECE 3a
MPUBJIMYAHE U 3aIbpKaHe HAa MHTepeca uM. OCBEH TOBA, HA BTOPO MSCTO, apryMEHTaLMsITa
€ pa3llipeHa B OIlIE €AHa MOCOKa, a UMEHHO Y€ aBTOPUTE Ha pPEKJIaMHU KOMYHMKAIUU
MMaT HyXXJla OT OPUEHTHP B KOSl IMPOJYKTOBA KaTEropHsl KakKBU PUTOPUYHU (QUIypH ca
MOAXOASINM, B T.4. JalIM HM300I10 Oa ObJaT M3IMOJA3BaHH. 10oBa CE OTHACA OO0 OOIIMSAT

HUHTCPECC Ha ABCTC CTPAHU - U3Npalladd U PCUUIINCHTH HA MOCJIaHUATA - IIOCJICIHUTC Jia CC



OpPHEHTHPAT Bb3MOXKHO Hail-100pe B TOBA, KOETO UM C€ Tpeyiara.

Obexmvm u npeomemvm Ha u3ciedeane ca TPABWIHO (QOpMyJIUpaHU U
CBHOTBETCTBAT Ha CHABPXKALIOTO ce B paborara m3ciensane. OOEKT Ha W3CIEIBAHE ca
pUTOpUYHHUTE (PUTYpU B PEKIAMHUTE CJIOraHu B bbarapus, a mpeIMeT Ha H3CIEIBaHE €
OLICHKaTa Ha BB3JAEHCTBUETO HA PUTOPUYHUTE (UIYPH B PEKIAMHHUTE CIIOTAaHU BBPXY
norpedurTennre.

dopMmyIupoBKaTa Ha yeama — 1a c€ U3CJeBa MPUCHCTBUETO U BB3AEHCTBUETO HA
PUTOPUYHHUTE (UIYpU B pEKJIAMHUTE ciloraHu B bbarapus — e npeuusHa U aJekBaTHa Ha
n30paHuTe OOEKT M MPEeIMET Ha U3CIIEABAHETO.

dopmynupaHarta mo-rope el IUCepTaHThT Ipeodpa3yBa B 000CHOBAH KOMIUIEKC OT
JIEBET U3C1€006amMeICKU 3a0a4u, KOUTO Ca JIOTUYECKU MOAPEIEHU U SCHO (POpMYTIUpPaHH.
Te ca 10CTaTPYHO KOHKPETHH; U3ITBIHEHUETO UM MO3BOJIABA J]a C€ MIOCTUTHE TIOCTaBEHATa
11€J1; ¥ HACOYBAT U3CJIEIBAHETO B IIPABUIIHA [TOCOKA.

Bopen ot orOenszaHuTe mo-rope OOCKT M MpeAMET Ha H3CIEABAaHE, U WUMAKu
NpenBU 1I€JITa, KOATO CU € IOCTaBWJI, JUCEPTAHTHT (QopMyiupa cedem Xunome3u
OTHOCHO PEKIAMHHUTE CJOTaHHW, KOWTO BKIIOYBAT B cebe cu puropuyau ¢urypu. Tesu
XUNOTE3U (POKYyCHpAT U3CIEIBAHETO U MO3BOJISABAT HA aBTOPA /1a OLIEHU BB3ACHCTBUETO HA
peTopuuHHUTE (PUTypH B PEKIAMHHUTE CIOraHU y Hac. ToBa € HampaBeHO C MOMOIITA Ha
CpPaBHEHHME MEXAY CPEIHUTE OLIEHKH Ha PECHOHJEHTUTE 3a CJIOTaHUTE ¢ U 0€3 PEeTOPUYHU
¢burypu.

H3nonzeanama nayuna numepamypa BKitouBa 125 u3rounuka — mMoHorpaduw,
CTaTUM B HAy4YHM CIIMCAaHUS W CAlTOBE 3a JUMHIBUCTMYHA MH(popMauus. JIuteparypHute
M3TOYHUIM Ca HAa OBJTApCKM W HAa AHIJIMICKA €3WK. BposT Ha HUTHpaHWUTE WU3TOYHUIIH
CHOTBETCTBA Ha M3WCKBAHUATA KBbM IOJOOHO HAyYHO TBOpUYECTBO. bubmmorpadusra e
peneBaHTHA 3a 00EKTa U MpeaMeTa Ha U3CIEABAHE U OTPa3siBa CbBPEMEHHHUTE MOCTHKCHHS
0 pa3rieKJaHusl KpbI' OT BhIpOocU. M3TOUHMIIMTE ca aleKBaTHU U OT IJl. T. Ha BPEMETO Ha
nyOJuKyBaHe, T.e. JUTEparypara € JOCTaThYHO akTyaimHa. Moxke Ja ce 3aKiIioud, 4e
aHAIM3UPAHUTE HAYYHU M3TOYHULM CBUIECTENICTBAT 3a OTJIMYHATA OCBEJAOMEHOCT Ha
[IBeTenuHa OTHOCHO NPHUCBCTBUETO M BB3ACHCTBUETO HA PUTOPUYHUTE (QUIYPU B

PEKIIaMHU CJIOTaHU.



3. OueHka Ha MOJyYeHUTe HAYYHH U HAYYHO-TIPUJIOKHH Pe3yJITaTH

CrpykTypaTa Ha TpPEICTaBeHUS TPyA OTpa3siBa JIOTMYECKaTa IThJIHOTA Ha
W3CIIEABAHETO U € M3pa3 Ha CHIECTBYBANIUTE BPB3KH U 3aBUCHMOCTU MEXIy €IEMEHTHUTE
Ha W3JI0KEHUETO - KAaKTO MEXIy OTACIHUTE TJaBU, TaKa M MEXAY TOUYKHTE B THX.
Jlormueckara mojapenda Ha TIIAaBUTE JaBa BH3MOXKHOCT HA aBTOpa Ja CH 3aj7[aBa TOYHHUTE
BBIIPOCH KBM H3CIICIOBATEIICKHS MPOOJIEM U Ja MPaBU KOPEKTHU OOOOIICHHS] OTHOCHO
W3IOJI3BAHETO HA PUTOPUYHHUTE (UTYPH B peKIaMHH cioraHu. Cmuavm u e3uKvm Ha
JOKTOpAHTA C€ OTJIMYABAT C HAYYHOCT, KaTO B CHIIOTO BpEME ca pa3dupaeMu U SICHU.

B nwpeama znaea wna paborara e HampaBeH Tperyie]l Ha JHTepaTypara IO
pasriiexaaHus mpodlieM W ca HW3BEACHU OOOOIICHHS 10 OTHOIICHHWE Ha 3HAYCHHETO U
W3MOI3BAHETO Ha pUTOpUYHUTE (UTYpH B peKIaMHATa KOMyHUKanus. [IpaBu
BIIEUATJIEHHE, Y€ M3JI0KEHUETO B Ta3H YaCT € M3KIIOUYUTEIHO MHOIOILIACTOBO — 0000IIEH!
ca pe3yJTaTUTE OT HAWCTWHA TOJISIM OpOM M3CIeABAaHUS, KATO U3BOJUTE U 3aKIIOUCHUSITA
Ha JMCEpPTaHTa Ce pasmojiaraT B HIKOJIKO MTOCOKH.

[TepBO, BakeH Hay4YeH pe3yJTaT € pa3KpUBAHETO Ha MPUCHCTBUETO HA crienu(puaHn
putopuyHH purypu B pekiiamute. ToBa € HampaBeHO KaKTO OOIIO 32 PEKIAMHTE - IO BUJ
Ha M3MOJ3BaHUTEe QUTYPU — Hampumep metadopa, Uurpa Ha TyMHU, XUNepOosa, U T.H., HO
CBIIIO Taka M OT TJI. T. HA YeCTOTaTa Ha PUTOPUYHUTE (GUTYPU B PATHMYHUTE MPOITYKTOBH
KaTEeTOpHHU.

Bropo, Haydyen pesydarar Ha aAmcepranusATa € paspaboTeHaTa TUIOJOTHS Ha
W3CIIEABAHUATA, ITOCBETEHM Ha ymoTpedata Ha pPHUTOPUKA B pEKIaMUTe. ABTOPBT
000CHOBaBa HAJIMYMETO HA TPU TPYNU HU3CIEABAHUS: MPOYYBAHUS HA UYECTOTaTa H
MPWIOKCHUETO HAa PUTOPUYHUTE QUTYPH B peKiamaTa; MPOYyYBAHUS HA Pa3BUTHETO Ha
pUTOpUKaTa B peKiaMaTa BHB BPEMETO; W NPOYYBAHHS Ha KYJITYpHHUS AacleKT Ha
pUTOpHUKATa B peKiiamara.

Tpero, HayyHO-TIpWJIOKEH pe3yiATaT B Ta3W YaCT Ha W3CICIBAHETO € U
KIacuuKanusITa Ha MPEIXOJHUTE IPOYyUYBAHHUS HA TAKWBA, KOUTO HM3CJIENBAT ynorpedara
HAa PUTOpPUYHUTE (GUTYpPH B PEKIAMHUTE, W TaKWBa, MMOCBETEHW HAa BBH3JICUCTBHETO Ha
PUTOPUYHHTE (PUTYPH B PEKIIAMUTE.

ToBa, K0eTO MOXKE J1a ce 00O00IIM 3a Ta3H YacT HA M3CIEIBAHETO €, Ue € JOCTaThYHO

3aaba00ueHa; u3uepnaTesnta, Ho 0e3 Jja € MpeTpynaHa; HaMepeH € ThHKUAT OalaHC MEXIy



TOBa, KOETO Jia CE€ Kake, M TOBAa, KOETO JIa C€ CIECTH Ha umrareis. Karo 110 TEKCTHT ce
4eTe JIeKo U e pa3oupaeM. OCBEH TOBa, 0COOCHO BaXKHO €, Y€ B M3JI0KCHUETO CE OTKPHBA
OTHOIIICHUETO M OIlCHKaTa Ha JOKTOpaHTa. B TekcTta HE MPOCTO ca BB3NPOU3BEIACHH
MHCHMSITA Ha W3CJICJOBAaTeIUTe, pPa0OTWIM MO H3CIACABaHMS MpodyieM, a Te ca
KJIacH(PUIIMPAaHK U OCMHCIICHH; TIOKAa3aHO € KaK HAIMCAHOTO OT TSAX CE ChOTHACS C TOBA,
KOCTO aBTOPHT MUCIIH U 3aIlIUTABA.

BvB émopama znasa e 000CHOBaHAa METOJOJIOTHSATA HAa M3CJICABAHETO Ha
PCKJIIAMHUTE CJIOTaHH.

Ha mbpBO MsICTO, TUCEPTAHTHT € apryMEHTHPAT HEOOXOAUMOCTTA OT IpUjIaraHe Ha
M3JI0KeHATa MpoLeAypa Ha u3cieaBane. Ts ¢ u3abpkaHa U ChOTBETCTBA Ha M3UCKBAHUATA
KbM T0JJOOHU M3CiIeIBaHus. B Hes ce BKIIFOUBA M3rPaXKIaHETO Ha 0a3a TaHHU OT PEeKIaMHH
CJIOT@HU; TPYMUPAHETO UM IO MPOIYKTOBU KAaTETOPUHU; KOHTEHT aHAIW3a Ha CJIOTaHHTE;
(bopMyTUpaHETO HA XUIIOTE3H; U OIICHKATa Ha Bb3/ICHCTBUETO HA CJIOTAHHTE.

Ha BTOpO MSICTO, HAYYHO-TIPUIIOKEH PE3yJTaT Ha Ta3HM 4acT € pa3pabOTBAHETO Ha
BBIIPOCHUK, KOWTO HWMa 3a IeJd Ja MpOoBEepH IO KakbB HAYMH BB3ICHCTBAT Ha
MOTPEOUTEINTE PEKJIAMHHUTE CJIOTAHH, KOMTO ChIbPKAT PUTOPHUYHHU (DUTYPH, B CPAaBHCHHE
C TE3W, KOWTO HE C€ BB3MOJ3BAT OT HMHCTPYMEHTUTE Ha (QUTYypaTHBHHUS C3HK.
ApryMEHTHpPaHO € WU3M0J3BaHeT0 Ha Kputepuute OpuruHaiHoct, KpeaTuBHocT,
Y6enurennocr, Pazoupaemoct, Xapecane, 3armomusieMocT U CTeneH, B KOATO CIOTaHbBT
MOJITUKBA KbM IOKYIKA, MPHU OICHKATa Ha JBOWKU PEKJIAMHH CJIOTAHU — M3IMOJI3BAIIHA M
HEHU3I0JI3BAIIY PUTOPUYIHA UTYDA.

Ha tpeto mscTo, B Ta3u 4acT ca OOOCHOBaHM Mojeja M oOeMa Ha H3BaJKara.
ApryMEeHTHpaH € METOABT 3a ChOMpaHe HA JaHHU - OHJAWH aHKETa ¢ MHOTOCTPAHUYCH
BBIIPOCHUK. M3J105keHHU ca M3MOI3BAHUTE CTATUCTUYCCKH METO/IU 33 aHAJIU3 Ha TAHHUTE.

Tperata W derTBbpTaTa TIJaBM MPEICTABISABAT aHAJINW3 HA PE3YJITaTUTE OT
EMIIMPUYHOTO TMpOyuBaHe. B mpemama 2naea ¢ HampaBeH KOHTCHT aHAJU3 Ha
pEeKJIIaMHUTE clioraHu. B Ta3u yact mMorat aa ObJarT pa3rpaHHYCHH J1Ba OCHOBHU HAy4YHO-
MPUJIOKHH pe3ynrata. [IbpBUAT € CBbp3aH C aHajK3a Ha ChOTHOIICHUETO Ha CJIOTaHU Ha
OBJATapCKH U Ha YyX] €3UK, a BTOPUAT C€ OTHACS J0 PUTOPUYHHUS aHATU3 HA PEKIAMHHUTE
CJIOTaHU, M CHOTBETHO — JO PUTOPUYHUSA TPOPHI IO TPOJAYKTOBH KATCTOPHH.
VI3KITIOYUTETHO IEHHU 3a MapKETOJIO3UTE, U B YACTHOCT 3a KONMUPAUTHPUTE, B MPAKTUKO-

MMPHUIIOKCH AacCIICKT Ca PE3yJTaTUTC OTHOCHO OTHOCUTCIHHUTC OAJIOBC HAa PUTOPHUYHUTE



(Gurypu B pa3nMuHUTE OIPOAYKTOBH KATETOPUH.

Yemevpmama 2naséa CbIbpKa OLEHKA HAa Bb3ICHCTBUETO HA PUTOPUYHUTE (pUTypHU
B PEKJIAMHUTE cloraHu. be3cnopeH HaydeH pe3ysTaT OT HacTOSLIOTO U3CIEABAHE €, Y€ C
MIOMOIITA Ha CTATUCTUYECKU aHAJIM3 Ha JAaHHWUTE, U Ha Ta3u 0a3a - MOTBBPKAABAHETO WIH
HEMOTBBPKAABAHETO Ha M3JUTHATUTE XMUIOTE3H, € OOOCHOBABAHO 3aKIIOYEHHETO, Y€
PUTOpPUYHHUTE (GUTYPH MPABST CIOTAHUTE MO-OPUTHHAIIHY, TO-KPEATHBHH, M0-YOCSTUTEIHH,
no-pa3bupaemMu, NO-TPUATHU, MO-3aMOMHSAIIM C€ M TO-TNOATHKBAIIM KBbM IMOKYIIKA,
HE3aBHCHMO JJajli CTaBa JyMa 3a pekjiaMa Ha Obp30000pOTHU CTOKH, (PUHAHCOBU YCIYTH
WIH CTOKM OT Ourta. ApryMeHTHpaHa € HpernopbKaTa KbM MAapKeTOJIIO3UTE Ja Ce
BB3M0JI3BAT OT HMHCTPYMEHTApUyMa, KOWTO Mpejjara pUTOpUKaTa KOraTo C€ Cbh3/aBar
pEKIaMHU MOCTIaHUS.

Benuko oTGensi3aHO mMo-rope OTHOCHO MOCTUTHATUTE HAYYHU M HAYyYHO-TIPHIIOKHU
pe3yaTaTH MH 0a6a OCHOBAHUE 04 3aKII0Yd, 4e NoCmaseHume 3a0a4u ca U3NviIHeHU, a ¢

moea e nocmucHama u yeima Ha ducepmauuomtuﬂ mpyd

4. OueHka Ha HAYYHHMTE U HAYYHO-NIPUJIOKHH NPUHOCH

B aBTOpedepara qucepTanThT € popMyMpall YETUPU IPUHOCA, & UMEHHO:

[IppBO, cucTemMaTU3MpaHu ca MPEIXOAHUTE HU3CIEABAHUSA BBPXY M3MOJI3BAHETO HA
PUTOPUYHM (PUTYpHU B peKiamaTa.

Bropo, anantupana U npuiiokeHa € METOJ0JIOTUs 3a U3CJeIBaHe Ha Bb3AEHCTBUETO
Ha PUTOPUYHUTE (PUTYpPHU B PEKIAMHHUTE CIOTaHU

Tpero, OLIeHEHO € BB3IEUCTBUETO HA CIOTAaHU C PUTOPUYHU (PUTYPH B CpaBHEHUE
ChC CJIOraHu 0e3 pUTOPUIHU (QUTYPH, KaTO € HAIIPaBEH aHaJIH3 10 MPOJAYKTOBH KaTETOPHH.

YeTBBpTO, M3BEACHH Ca MPAKTUYECKH HACOKM 3a MOAOOpsBaHE HAa pEKIaMHAaTa
KOMYHHUKaIlMs B 9acTTa i pa3paboTBaHe Ha PEKIaMHHU CIOTaHU

[Ipuemam u yeTupuTe 3aIBEHH MPHUHOCA 32 HAIMYHHA U OE3CIIOPHO CHIIECTBYBAIIIH.
[TonoxxurenHo BrHeyaTIEHHE NMPABUM HAYMHBT, 10 KOWTO T€ ca (OPMYJIHMpPAHU - CTETHATO,

00paHo, U EAHOBPEMEHHO C TOBA — MHOTO TPEIM3HO.



5. Ouenka Ha rlyﬁ.mmaumne o jucepranuara

JlucepTaHTBT TPEACTaBs MeT MyOJUKAIMK — €QHAa CTaTUW M YEeTHUPH JOKJIaja OT
KOH(EpEeHIH, KaKTO CIIE/BA:

1. Bmagumuposna LIB. (2022) AHanu3 Ha peTopuYHUTE (PUTYPHU B PEKIAMHUTE
CIIOTaHU B cepaTa Ha XpaHUTE U HAMUTKHUTE, IKOHOMHYECKU M COIIMATHU
antepHatusy, ISSN (print): 1314-6556, ISSN (online): 2534-8965, DOI:
https://doi.org/10.37075/ISA.2022.4.08

2. Vladimirova Tsv. (2021) Usage of Rhetorical Figures in Advertising Slogans -
Previous Research. 11th International Scientific Conference Of Business
Faculty “Economic Policy And EU Integration”, Durres University, pp. 520-
528, ISBN 978-9928-4674-1-6,
https://www.iscbf.org/publications/proceeding/1 1th-conference-book-of-
proceedings-3/

3. Vladimirova Tsv. (2022) The Effect of Rhetorical Figures in Bulgarian
Advertising Slogans - Methodology of the Research. 12th International
Scientific Conference Of Business Faculty “Economic Policy And EU
Integration”, Durres University, pp. 232-246, ISBN 978-9928-267-50-4,
https://www.iscbf.org/publications/proceeding/book-of-proceeding-of-
conferences-12/

4. Bnanumuposa, LIB. (2022). AHanu3 Ha peTOPUYHUTE PUTYPHU B PEKIIAMUTE B
OBATapPCKOTO TUTHTATHO MPOCTPAHCTBO. MexayHapoaHa HayyHa KOH(pEpeHIus
,,CTpaTernyecko miaHupaHe 1 MapkeTHHr B aurutainus ceat', UK — YHCC,
ctp. 331-340, ISSN (print): 2815-3812, ISSN (online): 2815-3820.

5. Bmagumuposa, 1[B. (2023). Pa3Butne Ha peToprkaTa B ObJIrapckara pekiama.
MesxayHnapoaHa HaydHa KOHpepeHIus ,,CTpaTerniecko IIaHupane u
MapketuHr B aururannus cat, UK —YHCC, ctp. 160-167, ISBN 978-619-
232-725-5

Benuky myOnukamum ca mo Temara Ha JUCEPTAllMOHHUS TPYX U MPEACTaBAT MpPe.
Hay4yHaTa OOIIECTBEHOCT CHIIECTBEHU PE3YNTaTH, MOCTHTHATH ¢ Hero. KommuecTBoTo |
TUI'BT HA MyOJIHMKAIMHATE ca JOCTAThYHU, 32 1a ObJaT MOKPUTH MUHUMAITHUTE HAIIMOHATHU

u3nckBaHus 3a npugoodusane Ha OHC ,,moxTop*.



6. Ouenka Ha aBTOpedepara

ABTtopedeparsT € ¢ 00eM 57 CTpaHUIM, KaTO TOH ChABPKAa BCUYKH HEOOXOAMMU
eneMeHTH. ABTopedepaThT OTpa3siBa MBIHO M AJCKBAaTHO CBHABP)KAHUETO HA

TUACEPTALMOHHHUS TPY/I.

7. KpuTHYHH 0eJIe:KKH, IPENOPbKH U BLIIPOCH

Hsmam Oenexkn W mpemnmopbKu KbM IMPEACTABEHUS TUCEPTAMOHHUS Tpyd. VMam
IIpenopbKa KbM JAMCEPTAHTA Ja IPOABIDKM HM3CIEIBAHUATA CH B Ta3d HHTEpPECHA H
MEepCIeKTUBHA 00JIaCT.

HNmam BBIpOC, HA KOMTO 1IE MTOMOJIS 3a OTTOBOP MO BpeMe Ha 3amurara: Kakso e
OOSICHEHHETO Ha JMCEpTaHTa 3a HMHTEpEecHaTa chenuduka, KOosATO ce HaliromaBa mpu
(UHAHCOBUTE MIPOYKTH, IPU KOUTO YIOTpedaTa Ha PUTOPUYHU (DUTYpU MOKE J1a HANpaBu

CJIOTaHa MO-MaJIKO pazoupaem?
8. 3axiarouenue
[IpencraBeHUAT AUCEPTAIMOHEH TPYA € CaMOCTOSTEIHO TIPOBEIECHO HAYYHO

H3CJICIBAHC C ACHO OTKPOCHHU PE3YJITATH W HAYUYHO-IPUIIOXKHU NPUHOCHU, CHOTBCTCTBAIIO

Ha M3HUCKBAHUsATA KbM HOZ[O6€H HAY4CH TpPYA. ToBa MH J1aBa OCHOBaHHE JIa NIPeNopbyaM

HA HAY4YHOTO KYpH aa mnpuchbad Ha IIBereauna I'eoprueBa Baaagumuposa

o0pa3oBaTeJHATA M HAayyHa cTemeH L JJIOKTOP® 10  HAayYHAa CHEIMAJHOCT

~VIApKEeTHHI*.

A3 CAaMUAT 1Ie IJ1ACYBaM VOeIeHO ChC ,.3a%.

30.11.2024 r.
Codus npo¢. a-p Kpacumup Mapunos
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1. Information about the dissertant

The dissertant was trained in the doctoral programme Marketing, professional field
3.8. Economics, at the Department of Marketing and Strategic Planning of the Faculty of
Management and Administration of the UNWE according to the Order of the Deputy
Rector for Research and Development of the UNWE Ne942/ 27.04.2020. The training was
carried out in full-time form in the period 2020-2023, after which the PhD studies were
first extended and subsequently transformed into part-time.

Tsvetelina completed her secondary education in Sofia, at the First English

Language School, majoring in Bulgarian Language and Literature. She continued her



education at the UNWE, where she successively obtained a Bachelor's degree in
International Economic Relations with English language teaching and a Master's degree in
Marketing.

Among the positions held by Tsvetelina so far, the most important is her work as a
lecturer in the Department of Marketing and Strategic Planning. In the time since 2020, she
has worked with several different colleagues, including myself, taking classes in the
courses | teach. I have first-hand impressions of Tsvetelina's work as a teaching assistant,
and they are very good. Outside the university, [ would like to mention her appearances as
a teacher of English to children.

Tsvetelina is fluent in English and Spanish.

2. General characteristics of the submitted dissertation

The dissertation is presented in 294 pages and includes an introduction (5 pages),
four chapters (162 pages in total), a conclusion and directions for future research (5 pages),
a bibliography (11 pages) and appendices (108 pages). In terms of its length and structure,
the present work has parameters that are acceptable and within the bounds of the usual.
The dissertation meets the requirements of Article 27, paragraph 2 of the Regulations for
the Implementation of the Law on the Development of Academic Staff in the Republic of
Bulgaria.

In the introduction of the thesis, the dissertant, following good practice, has
presented the conception and methodological framework of his thesis.

The topicality of the topic and the significance of the research are undoubtedly
present. The argument for this is made convincingly by the author, with at the heart of the
argument, first and foremost, being that modern consumers are overloaded with
information; it is increasingly challenging for advertisements to attract and hold their
attention, and therefore the use of rhetorical figures can contribute to attracting and holding
their interest. Secondly, the argument is extended in a further direction, namely that the
authors of advertising communications need guidance as to which product category
rhetorical figures are appropriate, including whether they should be used at all. This refers
to the common interest of both parties - senders and receivers of messages - that the latter

orient themselves as best as possible in what is being offered to them.

10



The object and subject of the study are properly formulated and are relevant to the
research contained in the work. The object of the study is the rhetorical figures in
advertising slogans in Bulgaria, and the subject of the study is the evaluation of the impact
of rhetorical figures in advertising slogans on consumers.

The formulation of the aim - to study the presence and impact of rhetorical figures
in advertising slogans in Bulgaria - is precise and adequate to the chosen object and subject
of the study.

The dissertation transforms the above formulated aim into a justified complex of
nine research tasks, which are logically arranged and clearly formulated. They are specific
enough; their implementation allows to achieve the set goal; and they direct the research in
the right direction.

Guided by the object and subject of the research noted above, and bearing in mind
the aim he has set himself, the dissertation formulates seven hypotheses concerning
advertising slogans which incorporate rhetorical figures. These hypotheses focus the study
and allow the author to assess the impact of rhetorical figures in advertising slogans in our
country. This was done using a comparison between respondents' mean ratings of slogans
with and without rhetorical figures.

The scientific literature used includes 125 sources - monographs, articles in
scientific journals and websites for linguistic information. The literature sources are in
Bulgarian and English. The number of cited sources corresponds to the requirements for
such scientific work. The bibliography is relevant to the object and subject of the research
and reflects the current achievements in the range of issues under consideration. The
sources are also adequate from the point of view of the time of publication, i.e. the
literature is sufficiently up-to-date. It can be concluded that the analyzed scientific sources
testify to the excellent awareness of Tsvetelina on the presence and impact of rhetorical

figures in advertising slogans.
3. Evaluation of the scientific and applied results obtained
The structure of the presented work reflects the logical completeness of the research

and is an expression of the existing links and dependencies between the elements of the

exposition - both between the individual chapters and between the points within them. The
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logical arrangement of the chapters enables the author to ask the right questions to the
research problem and to make correct generalizations about the use of rhetorical figures in
advertising slogans. The style and language of the doctoral thesis are scholarly while
being clear and understandable.

The first chapter of the thesis reviews the literature on the problem under
consideration and draws generalizations regarding the meaning and use of rhetorical
figures in advertising communication. It is noteworthy that the exposition in this part is
extremely multi-layered - the results of a really large number of studies are summarized,
and the dissertation's conclusions and conclusions are located in several directions.

First, an important scientific result is the revelation of the presence of specific
rhetorical figures in advertisements. This was done both in general terms of advertisements
- in terms of the type of figures used - e.g. metaphor, wordplay, hyperbole, etc., but also in
terms of the frequency of rhetorical figures in different product categories.

Secondly, the scientific result of the dissertation is the developed typology of
researches devoted to the use of rhetoric in advertisements. The author justifies the
existence of three groups of studies: studies on the frequency and application of rhetorical
figures in advertising; studies on the development of rhetoric in advertising over time; and
studies on the cultural aspect of rhetoric in advertising.

Third, a research application in this part of the study is the classification of previous
studies into those that investigate the use of rhetorical figures in advertisements and those
that address the impact of rhetorical figures in advertisements.

What can be summed up about this part of the study is that it is thorough enough;
comprehensive without being cluttered; striking the fine balance between what to say and
what to spare the reader. Overall, the text reads easily and is comprehensible. Furthermore,
it is particularly important that the doctoral student's attitude and evaluation is revealed in
the exposition. The text does not simply reproduce the opinions of researchers who have
worked on the problem under study, but classifies and makes sense of them; it shows how
what they have written relates to what the author thinks and defends.

The second chapter justifies the methodology of the study of advertising slogans.

Firstly, the dissertation has argued the necessity of applying the research procedure
outlined. It is sound and in line with the requirements for such research. It involves the

construction of a database of advertising slogans; their grouping by product category; the
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content analysis of the slogans; the formulation of hypotheses; and the evaluation of the
impact of the slogans.

Secondly, the research-applied outcome of this part is the development of a
questionnaire that aims to examine how advertising slogans that contain rhetorical figures
influence consumers compared to those that do not make use of the tools of figurative
language. The wuse of the criteria Originality, Creativity, Persuasiveness,
Comprehensibility, Likeability, Memorability and Degree to which the slogan prompts a
purchase in the evaluation of pairs of advertising slogans using and not using a rhetorical
figure is argued.

Third, this section justifies the sample design and sample size. The data collection
method, an online survey with a multi-page questionnaire, is justified. The statistical
methods used to analyse the data are outlined.

The third and fourth chapters present an analysis of the results of the empirical
study. The third chapter presents a content analysis of the advertising slogans. In this part,
two main applied research results can be distinguished. The first one is related to the
analysis of the ratio of English and foreign language slogans, and the second one concerns
the rhetorical analysis of advertising slogans, and consequently the rhetorical profile by
product categories. Extremely valuable for marketers, and copywriters in particular, in a
practical and applied aspect are the results concerning the relative shares of rhetorical
figures in different product categories.

The fourth chapter contains an evaluation of the impact of rhetorical figures in
advertising slogans. The undisputed scientific result of the present study is that the
conclusion that rhetorical figures make slogans more original, more creative, more
persuasive, more comprehensible, more enjoyable, more memorable and more likely to
prompt purchase, whether advertising fast-moving consumer goods, financial services or
household goods, is justified by means of statistical data analysis and, on this basis, the
confirmation or disconfirmation of the hypotheses advanced. The recommendation for
marketers to make use of the tools offered by rhetoric when creating advertising messages
is well argued.

All of the above regarding the scientific and applied results gives me grounds to
conclude that the set tasks have been fulfilled and thus the aim of the dissertation has been

achieved.
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4. Evaluation of scientific and applied contributions

In the abstract, the dissertator has formulated four contributions, namely:

First, previous research on the use of rhetorical figures in advertising has been
systematized.

Second, a methodology is adapted and applied to study the impact of rhetorical
figures in advertising slogans

Third, the impact of slogans with rhetorical figures compared to slogans without
rhetorical figures is evaluated by product category analysis.

Fourth, practical guidelines for improving advertising communication in the part of
developing advertising slogans are derived

I accept all four stated contributions as available and indisputably existing. The way
in which they have been formulated - succinctly, in reverse, and at the same time - very

precisely - makes a positive impression.
5. Evaluation of the dissertation publications

The dissertant presents five publications — one article and four conference papers as
follows:

1. Vladimirova Tsv. (2022) Analysis of rhetorical figures in advertising slogans in the
sphere of food and beverages, Economic and Social Alternatives, ISSN (print):
1314-6556, ISSN (online): 2534-8965, https://doi.org/10.37075/ISA.2022.4.08

2. Vladimirova Tsv. (2021) Usage of Rhetorical Figures in Advertising Slogans -
Previous Research. 11 International Scientific Conference Of Business Faculty
"Economic Policy And EU Integration", Durres University, pp. 520- 528, ISBN
978-9928-4674-1-6, https://www.iscbf.org/publications/proceeding/11th-
conference-book-of-proceedings-3/

3. Vladimirova Tsv. (2022) The Effect of Rhetorical Figures in Bulgarian Advertising
Slogans - Methodology of the Research. 12™ International Scientific Conference Of
Business Faculty "Economic Policy And EU Integration", Durres University, pp.
232-246, ISBN 978-9928-267-50-4,

https://www.iscbf.org/publications/proceeding/book-of-proceeding-of-conferences-
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4. Vladimirova, Tsv. (2022). Analysis of rhetorical figures in advertisements in
Bulgarian digital space. International scientific conference "Strategic planning and
marketing in the digital world", Publishing Complex - UNWE, pp. 331-340, ISSN
(print): 2815-3812, ISSN (online): 2815-3820.

5. Vladimirova, Tsv. (2023). Development of rhetoric in Bulgarian advertising.
International Scientific Conference "Strategic Planning and Marketing in the Digital
World", Publishing Complex - UNWE, pp. 160-167, ISBN 978-619-232-725-5.

All publications are on the topic of the dissertation and present to the scientific
community significant results achieved with the dissertation The quantity and type of
publications are sufficient to meet the minimum national requirements for the award of the
PhD degree.

6. Evaluation of the abstract

The abstract is 57 pages long and contains all the necessary elements. It fully and

adequately reflects the content of the dissertation.

7. Critical comments, recommendations and questions

I have no comments and recommendations to the submitted thesis. I have a
recommendation for the PhD candidate to continue her research in this interesting and
promising field.

I have a question that I will ask to be answered during the defense: What is the
dissertant's explanation for the interesting specificity observed in financial products where

the use of rhetorical figures can make the slogan less comprehensible?
8. Conclusion
The presented dissertation is an independently conducted scientific research with

clearly outlined results and scientific and applied contributions, corresponding to the

requirements for such a scientific work. This gives me a reason to recommend the
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scientific jury to award the doctoral student Tsvetelina Georgieva Vladimirova the

educational and scientific degree ""Doctor" in the scientific specialty '""Marketing"'.

I myself will vote convincingly "Yes'".

30.11.2024 r.

Sofia Prof. Dr. Krasimir Marinov

16



