PELIEH3UNA

oT npod. A-p JiuHa NeoprueBa AHacTacoBa, NpoecnoHanHa HanpasneHune 3.8. Hay4Ha
cneymanHocTt ,MapketuHr, Bypracku CsoboneH YHuBepcuteT

OTHOCHO: AucepTaumMoHHuss Tpya Ha Tema ,PUTOPNYHUN OUTYPUN B PEKINAMHUTE
CITOrAHWM Y HAC: OLIEHKA HA Bb3JEVNCTBUETO"

npeacrtaBeH oT. LiBetenuHa Neopruesa BnagummpoBa 3a npuchkxaaHe Ha obpasoBaTenHa u
HayyHa cTeneH ,JOKTop“ No npodecnoHanHo HanpasneHue 3.8. MIkoHoMuKKa, Hay4Ha cneumanHocT
~,MapkeTuHr kbm kaTegpa ,MapKeTuHr n ctpatermdecko nnaHupaHe“ Ha YHCC.

OcHoBaHue 3a U3roTBsiHe Ha peueHsuaTa: 3anosed Ne 3226 ot 6.11. 2024 roguHa Ha 3am.
PexTtopa no HN[ Ha YHCC, ¢ KoATo CbM onpeerneHa 3a YneH Ha Hay4yHOTO XXypu 3a 3almTaTta
Ha gMcepTaLMOHHMS Tpya.

UHgpopmayus 3a ducepmaHma

OuceptaHT LiBeTenuHa leoprumeBa BnagmmumpoBa e 3aBbplmna B nepuoga 2013-2017
rognHa 6akanaebpcka ctene no ,MexayHapogHu MkoHomuueckn OTHOLWEHNS" ¢ npenofaBaHe Ha
aHrnuickn e3nk B YHCC, a npe3 2019 roguHa e 3awmtuna marmctpartypa no ,MapKeTuHr Kbm
Kategpa ,MapkeTuHr u cTpaTternmyecko nnaHupaHe“ B cblums yHueepemteT. OT 2020 rogmHa
LieetenmHa BragumunoBa paboTn kaToO XOHOpYBaH acuUCTEHT B kategpa “MapKeTuHr wu
cTpaTtermdecko nnaHupaHe” Ha YHCC n ce oby4yaBa KaTo 3a404eH acnmMpaHT KbM CbluaTta kategpa.
HucepTaHT LiBeTennHa BnagumupoBa Brnagee OTAMYHO aHMMMACKA €3MK U Ha MO-HUCKO HUBO-
NCNaHCKM e3uK, KaTo TOBa 1 NO3BOIsiBa Aa NpoyyBa nuTepaTypa B OpUriHas Ha Yy>Kam e3vum, Koeto
€ BaXkHa npefnoctaBka 3a pa3paboTBaHe Ha Hay4HW TPyAOBE BKM. HA AucepTauuoHeH Tpya. Ts
nputexaea 2 ceptudmkaTa 3a ymeHusTa cu, a uMmeHHo: Ceptudmkat 3a aHrnunckn eank CAE -
HMBO C2 n CepTudmkaT 3a 3aBbpLUEH KypC 3a EKCKYP30BO/, KaTo BTOPUAT € JoKa3aTencTeo, ve e

yCbBbpLUEeHCTBana n KOMyHMKauMoHHUTE U Npe3eHTaluMoOHHUTE CU YMEHUA.

l. OnucaHue Ha npedcmaeeHume Mamepuarsu rno KOHKypca

KaHaonpatbT 3a HayyHaTta cTeneH AokTop LiBeTennHa BnagmmupoBa € npeacrasuna 3a
obCcbxaaHe U oLeHKa criegHuTe maTepuanm:

1. OucepTtauunoHeH Tpya Ha Tema ,PUTOpuUYHM (hurypm B peknamMHuUTe CNoraHn y Hac: oueHKa
Ha Bb3gencTBumeTo". [ncepTaumoHHUAT Tpya € ¢ obem oT 186 crtaHgapTHW CTpaHMUM
OCHOBEH TEKCT M Ce CbCTOM OT yBOA, YETUPW rNaBu, 3aKnioyeHne, n3nonssaHa nutepartypa u
npunoxexusa. B gnceptaumaTta ca msnons3saHu 78 tabnuum, 27 cdurypu n 4 npunoxeHus.
OBwmAT Bpon Ha NuTepaTypHUTE U3TOYHUUM € 125, cbabpiKall pa3nuyHu No BuA TpyaoBse-
KHUTW, HAyYHW CcTaTuun, Joknagu v ap., 24 oT kouTo Ha 6bntrapckn esvk n 101 6posa Ha
AHINUACKN e3UK. [MCepTaunoHHUAT Tpya CbabpKa U ronsaMm o6em NpUnoXeHus, a UMEHHO

6a3a gaHHu o1 815 cnoraHa n 71 ctpaHuum pesyntaTtu ot obpaboTkaTta Ha MHoOpMauuaTa Ha
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cTatuctTudeckus naket SPSS- 4eCTOTHOTO pasnpefeneHve, pesyntatm OT ABYMEPHOTO
pasnpegeneHne no [OBOWKW Mpu3Hauu uM Tabnuuu C pesynTtatute OT MnpoBepkaTta Ha
xunoTesnTe.
2. Cnncbk ¢ nybnukauumTe Ha kaHguaata no temara — 5 6poda: 1 ctatna n 4 HaydHu
Aoknaga- gBa Ha Obnrapckm v gBa Ha aHMMUNCKM e3uK NyOonukyBaHW B akageMu4yHu
n3aaHus.
3. AsTopedepaT — npeactaBeH Ha 2 e3uka: obuio 110 ctpaHuuuw.
4. CnncbKk ¢ TbpCEHNTE NMPUHOCKU — NPEeACTaBEeHN ca 4 OCHOBHW HayYHW M HaY4YHO-NPUIOXHU
NPUHOCMK.
Cnopen npeactaBeHaTa CnpaBka 3a W3MNbMHEHWE HA MUHUMAIHUTE W3UCKBAHUS,
ancepTaHT LiBeTenvHa BnagmMmmpoBa e nokpuna ycnewHo MMHUManH1uTe N3nckBaHns cnopep,

n3nckBaHuaTa Haun. 2 6, an. 2 n 3 nun. 6, an. 3 Ha 3PACPE v Ha NMpaBunHKKa 3a npunaraHeTo

My.

I.06wa xapakmepucmuka Ha npedcmaeeHusi ducepmauyuoHeH mpyo

2.1. ®opma, akmyanHocm u cbObP)XaHUe Ha ducepmayuoHHUs1 mpyo

Cnopen MeH 3arnaBueTo Ha AaucepTauuaTta, a uMeHHo ,PUTOPUYHU OUTYPU B
PEKNAMHUTE CJTOFAHWM Y HAC: OLIEHKA HA BBb3OEVNCTBUETO" oTroBops HambiHO Ha
CbObPXKAHMETO U CTPYKTypaTa Ha TpyAa W HAMa Hy4a OT NnoBeye YTOYHEHWs!, 3aL0TOo OT egHa
CTpaHa e 3araTtHaTa TeopeTuMyHaTa CTpaHa, HO OT Apyra- 3arnaBuMeTo Moka3ea, Ye uma u
n3cneaBaHe M oueHKa Ha Bb3OEWCTBME Ha PasfMYHMTE XapakKTEPUCTUKM Ha peknamHuTe
CnoraHm.

TemaTta Ha u3cnegBaHeToO € onpefeneHo guceptabunHa u akTyanHa nopagu
NHOBATMBHMS CU XapaKTep 1 OTrOBapsa Ha OYaKkBaHMATA 3a CbAbpXaTenHa 1 n3crnegoBaTercka
aHraXXMpaHoCT Ha efuH pefoBeH OOKTOpaHT. B ycnoBuaATa Ha Bb3XO4 HA MapKeTuMHra B
coumnanHuTe Mpexu 4Ype3 cbabpXaHue, MHAIYEHCHbPU U pa3kas3BaHe Ha MCTOPUM € MHOro
Ba)XHO KOMMaHMMTE Aa UMaT Bb3AENCTBALLM M 3aNOMHSILLM CE PeKiaMn, KOUTO Aa BIUSASIT BbPXY
peLleHmsaTa 3a NoKynka. VIMeHHO no Tas3u NnpuMyMHa € BaXkKHO Aa ce uacneasa NpuokKeHNeTo Ha
WHCTPYMEHTUTE Ha puUTOpMKaTa B PEKMAMHWUTE CIOraHn U Bb3OEWCTBMETO UM, KOETO MpaBu
TemaTta B ronsiva CTEMEH akTyanHa W uHoBaTuMBHA. [Ipe3 roaMHuTe MMa MHOXECTBO
n3cneaBaHns B bbnrapus n B 4y»kbuHa OTHOCHO M3MOMN3BaHETO HA PUTOPUYHM PUrypu, YecToTa
Ha M3MNOn3BaHETO MM W pas3BuTME Ha ynotpebarta Ha pasnNUYHUTE MMUCIOBHU Urypu B
cnoraHute. Ho B CbLOTO Bpeme Jopu eavH Obp3 npernen Ha u3cnegBaHusita BbpXy
KOMYHVKALUMOHHUTE WHCTPYMEHTU, KaKkbBTO € peknamaTta, nokasea, 4ye B B bBbnrapus
cbluecTByBa AedvuMT Ha U3CnedBaHMs Ha TeMa Bb3OEWCTBME HA PUTOPUYHUTE PEKNaMHU

(*)I/Irypl/l N BCBLLUHOCT TOBa M3CneaBaHe € NbpBOTO OT TO3M BuA B bbnrapus. AHanua3bT Ha

npoy4BaHunATa B NnpeaxogHn nepmnoan no ta3n TeMa Ha caMmna OOKTOpaHT NoKa3Ba, 4e nmnceat

ny6numkauum NnocBeTEHN Ha edhekTa BbpXy NoTpebuTenuTe Ha urypaTMBEH €31K B peKnamHuTe
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crioraHu.

LlenTa Ha HacToswmMs Tpyad € Aa uscnensa Bb3OeNCTBUETO Ha pUTOPUYHUTE curypu B
peknamHuTe croraHun B Bbnrapus. OucepTaHTbT c e NocTaBuma rpyna 3agayv 3a pellaBaHe
C ornen nocTuraHe Ha OCHOBHaTa M3criefoBaTenicka Liefl, KaTo HSKoM OT OCHOBHWUTE- cref
nperrnega Ha nuTepaTtypaTa no npobnema, ca: usrpaxgaHe Ha 6asa JaHHM OT peknamHu
CroraHu, KOHTEHT aHanu3 Ha CcrioraHuMTe U aHanuMa3 U MHTepnpeTauusl Ha AaHHWUTE C ornef
N3BNMYaHe Ha M3BoAM OT u3cnenBaHeTo. [pyruTe nocoveHu ot LiB. Bnagumuposa 3agauu
BCbLIHOCT ca TPaAMUMOHHUTE CTBbMKU MNPU BCAKO edHa M3crne[BaHe, HO OUCEPTaHTbT e
n3NbnHUN MHoro fobpe u edHa Apyra BaXHa 3ajada, HO HecrnomeHaTa B Clucbka UM, a
NMEHHO: (POPMYMpaHe Ha CbLUECTBEHO 3aKMOYEHNE U NPENOPBbKA 3a Obaelumn U3cneaBaHus B
obnactta. Kato usno cuitam, 4Ye UENnTa M OCHOBHUTE 33adayM ca SICHO WU NpaBWUITHO
dopmynupaHu, KOeTo e OT U3KMYMTENHA BaXXHOCT 3a BCAKO M3creaBaHe W 3a U3BoauTe oT

Hero.

2.2. O6ekm, npedmem u xunome3u Ha ducepmayuoHHOMo u3criedsaHe

[OncepTaumMoHHNAT TPyA MMa SICHW CROBECHO apTuKynuMpaHu oOeKkT 1 npegmeT Ha
n3crnenBaHeTo, a MMEeHHO: O0OEeKT Ha M3cnefBaHeTO ca pPUTOPUYHUTE UIypU B peKknamHuTe
cnoraHn B bbnrapus, a npegMeT Ha M3credBaHETO € oOueHKkaTta Ha Bb3AeWCTBMETO Ha
PUTOPUYHUTE ODUTYPU B PEKNAMHUTE CroraHu BbpXy notpedutenuTte.

Bcsako npodecrmoHanHo nogroTBeHO M3crnedBaHe CbAbpXa B nporpamMarta cu paboTHM
XUNOTE3N N B HACTOSLWMNA Crnyyan ANCEpPTaHTbT e paspaboTuna 7 xunotean T1.e. 060CHOBaHU
npeanosoXeHus, KOMTO MoraTt ga 6baaT eMnNUPUYHO NpPoBepeHu, 3a Aa 6bae BanvanaupaHa
OCHOBHaTa Te3a Ha OMCepTauMOHHOTO M3cneaBaHe. Bcuukm dpopmynupaHm xunotesm kacasT
Bb3NpMemMaHeTo OT NoTpebuTennTe Ha pasnNUYHU XapakTePUCTUKW/AaTPUOYTU Ha peknamHuTe
CroraHu BKITOYBALUM PUTOPUYHM (PUrypU- CNOBECHW M BU3yanHW KaTo 3a uenTta gucepTaHT
BnagumupoBa e npunoxuna gobpe onepaunoHann3auvs Ha NOHATMETO “Bb3AenCTBME” KaTo €

onpegenuna 7 pasnuyHu atpnbyTta Ha ,Bb34enCcTBMETO" .

2.3. Memoduka Ha u3zcnedeaHemo

Mo moe MHeHne gucepTaHT LiBeTenuHa Brnagnmmuposa e nsbpana npaBuieH nogxon npu
n3bop Ha um3cnegoBaTesiCkMA AM3alH M MNO-TOYHO MeToAMKaTa Ha u3cnegsaHeTo uma 2
nocrieqoBaTenHu BbB BpEMETO eTann/KoOMNoHeHTU: [MbpBUAT eTan BKMYBa U3rpaxxaaHeTo Ha
6a3a gaHHM peknamMHu CrioraHn U 4eTansiHoTO UM aHanuanpaHe Ype3 MeTofa KOHTEeHT-aHanm3
- 3a cpedHa [ObiKMHA, NUHIBUCTUYHU OCOBGEHOCTM W HanmMyuMeTo WM OTCbCTBMETO Ha
putopuyHn curypu. CnoraHute ca 6unu pasnpegeneHn B gecet npoayktoBu kateropum. C
ornen popmynvpaHe Ha paboTHUTE XMNOTE3N € N3Non3BaH MeTOAbLT ,KOHTEHT aHanu3“ kaTo e
HanpaBeH aHanu3 Ha AbIPKMHATa Ha CroraHuTe, CbOTHOLUEHWE ,CrnoraHn Ha 6bnrapckn 1 Ha

4y esuK‘ u ,puTOpUYEeH aHanns Ha crioraHuTe” u ca uscnegsaHn 10 NpoayKTOBU KaTeropum
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(c. 78-83). BropmuaTt etan BKNOYBa NPOBEXOAHETO HAa COOGCTBEHO €MMUPUYHO MPOYy4YBaHE C
pPecnoHAEeHTN Ha TeputopusiTa Ha bbnrapus, KoeTo Uenu Aa NpoBepu BbL3OEWCTBMETO Ha
PUTOPUYHUTE PUrypu- CIIOBECHM W BM3yanHW B pPEKNaMHUTE CMoraHu B CpaBHEHME CbC
cnoraHute 6e3 MmMcnoBHU ourypu.

MogenbT Ha u3nonseBaHaTa u3Bagka € ,HecnyyamHa n3Bagka“ T.e. HEBEPOSITHOCTHA OT
TMna ,u3Bagaka cnopepn ot3oBanuTe ce” ¢ obem 300 pecnoHaeHTa, oT kouTo 50,7 % xeHn n 49,3
%. IHCTpYMEHTBLT 3a cbbupaHe Ha gaHHuTe e Online aHkeTa — MHOroCTpaHN4YeH BbNPOCHMK CbC
ckanu Ha JIMKbpT 3a OLEHKA Ha CRoraHUTe Mo OTAENHUTE KPUTEPUW, KaTo AOMUTBAHETO €

nposefeHa B nnatgopmata Google Forms.

2.4. Cmpykmypa u cbObpxKaHuUe Ha oucepmauyuoHHUsi mpyo

CTpyKTypaTta Ha gucepTauMoHHUSA TPYZA € NOorMyHa cnopes nocTaBeHUTe Lenu n 3agayn-
BbBeAEHME, YETMPU OCHOBHM rMaBK C NOATOYKK, 3aknoveHne, bubnuorpadusa 1 npunoxeHus.
CTnnbT e siceH, akageMnyeH, HO B CbLLOTO BpeMe pas3bupaem K 3a No- LUMPOKa ayauTopus.
MbpBa rnaeBa e o3arnaeeHa ,[lpeaoxoQHn uacnenBaHusi BbpPXy M3MON3BaHETO Ha PUTOPUYHU
durypn B peknamarta“ kato B Hea € pasrfiefaHa Knacudukaumnara, CbLIHOCTTA, 3HAYEHMETO,
N3MoN3BaHeTo Ha PUTOPUYHUTE PUTYpPU, KaKTO N pa3BUTUE Ha pUTopuKaTa B pekrnamaTta. B tasu
rnaBa € HanpaBeH W aHanuMTU4eH nperneq Ha npeaxogHn uscnenBaHus, KOMTO aHanuaupaT
Bb34ENCTBMETO Ha PUTOPUYHKM hurypn BbPXY no notpebutenute ( ¢.10-50 ). B Ttasm rmaea e
nacrniegBaH ronam obem Kkracmyecka M CbBpPEMEHHaA HaydHa nuTtepatypa- 125 umtmnpanu
N3TOYHULUN, NPEAMMHO Ha aHMIMCKM e3U1K, HO U Ha M3BeCTHU Bbrrapcku aBTopu B obnactra Ha
Teopus Ha peknamarta n peknaMmHuTe npakTukn U nscnensaHusa- KadpraHoxves, KatpaHokues,
HoraHoB n gp. CunHa cTpaHa Ha Ta3u rnaea e, Ye ce YyyBcTBa CO6CTBEHOTO MHEHME Ha aBTopa
3aefHO C UMTUpaHUTe YTBBbPAEHW MHEHUS U CTaHOBULLA HA CNoMeHaTuTe aBTopu B
cboTBETHaTa obnacr.

BbB BTOpa rmaea cbC 3arnaeune ,MeToavka Ha uacrnegpaHeTo” guceptaHTbT LiBeTenuHa
BrnagumupoBa e npeactaBunia MeTOAMYECKMTE OCHOBM Ha M3CnedBaHeTO, a MMEHHO
napameTpuTe Ha U3cnefBaHeTo, anropuTbMa Ha uscregBaHeTo, yaayHo u3bpaHus meTton 3a
aHanu3 u opmynupaHe Ha XunoTtesuTe- KOHTEHT aHanu3a. OnucaHa e M meTogukata Ha
n3BagkaTa, HENHUTE OrpaHMYeHUs KaToO HEBEPOATHOCTHA M3BagKa, KakTo M mMeTtoguTe 3a
CTaTUCTUYECKM aHanu3 u uHTepnpeTauuaTa Ha gaHHute (€.53-71), kato 3a obpaboTkata Ha
OaHHUTe e m3nonseaT codTyepHUAaT npoaykt SPSS. B Tperta rmaea e HanpaBeH aHanu3 Ha
CbAbPXAHMETO Ha PeKrnaMHUTE CroraHn Ype3 MeToda ,KOHTEHT aHanu3“ KaTo ca M3non3BaHu
cnegHWTEe KpUTepum 3a aHanusa- ,ObJDKMHaTa Ha CcrnoraHuTe Mo NpPOAYKTOBW KaTeropum®,
,CbOTHOLLUEHME CMnoraHn Ha 6bnArapckn U Ha Yyxa esuk”, ,CbOTHOLLIEHNE CroraHn Ha 6bnrapcku
N Ha 4YyX4 e3unk no npoaykrtosu kateropuun® (c. 73-89), a ToBa nomara 3a no-cucreMaTnsmpaH
aHanua Ha eMnMpu4HUTE AaHHKU. B TO3M pasgen e uarpageH e putopmyeH Npodun Ha oTaeNHUTE

NpoaYKTOBU KaTeropum.



B rmaBa YeTBbpTa € HanpaBeH aHanu3 M OUEHKa Ha Bb3AEWCTBMETO Ha pPasfuyHuTe
cnoraHn c¢ putopudHn durypu (10 Ha Opol B peknamMHUTE CRoraHu) crnopen cnegHute
XapakTepucTukn/atpnbyTn: opusuHanHocm, KpeamusHocm, ybedumesnHocm, pa3bupaemocm,
xapeceaHe, 3arloOMHSIeMOCM U CmereH, 8 KOsmo crioeaHbm rodmukea KbM roKyrka. Ha
npakTuKa AMcepTaHTbT M3MON3Ba onepauuoHanM3aumst Ha NOHATMETO ,Bb3AeNCTBME®, KOATO
NMo3BOSIsiIBA CPaBHAEMOCT Ha OLIEHKMTE Ha BCUMYKM CroraHM KaTo ce u3nonsea 7-CTeneHHa
NukbpToBa ckana. MNMocnegoBaTenHo ca npeacTaBeHV egHoMephuTe (Tabn.4.1., 4.2. n 4.3) n
OBYMEPHUTE pasnpeaeneHns Ha pecrnoHAeHTUTe no gemorpadocku rpynu (non, Bb3pacT) U no
MaTepuanHo CbCTOSAHNE MO OTHOLLEHWE Ha OLEHKUTE UM 3a aTpubyTuTe Ha OTAENHUTE CroraHu
(Tabnvun 4.4., 45.4.6., 4.7 n 4.8, 4.9., 4.10., 4.11., 412., 413. n 4.14.). MNpencraseHa e
CbMNoCTaBKa Ype3 CTaTUCTUYECKA NPOBEPKa Ha XMNOTE3N MEXAY CPeAHUTE OLEHKM N0 OTAENHUTE
KPUTEPUN 3a CrnoraHu C puTopuyHa durypa u cnoraHn 6e3 putopuyHa Urypu, Kakto u
pesyntatn oT “ormedanHo” nacrneaBaHe C u3Bagka OT ABOWKM CrnoraHm- 6e3 u ¢ putopuyHmu
curypu

Cnopep npeactaBeHuTe pesyntati oT cTaTUCTUYecKaTa NPoBEPKa Ha XMNoTeanTe,
€3UKbT C MUCNOBHN hUrypn ce Bb3npuema oT NoTeHUManH1Te KyrnyBaym KaTto no-pa3dupaem u
no-opurnHaneH. Npun BCUYKN xapakTepucTukn/atpubyTu Ha crnoraHuTe pasnukata e B nonsa Ha
BTOpUS crioraH, KOUTo ynotpebsasa putopudnHn urypu. Cnopeg meH 6m 6uno nHTepecHo ga ce
npoBepu 1 Janu uma 3HaunMmn pasnukm Npu BbanpuemMaHeTo Ha pekiiaMHU CrioraH ¢ MUCIIOBHU
durypmn oT pecrnoHAeHTH ¢ pasnuyeH obpasoBaTeneH npogun- XxymaHuTapHO, MKOHOMUYECKO,
TEXHWYECKO, lopuanyecko n ap., koeto 6um ocurypursio owe nonesHa WHgopmauus 3a
MapKeTUHIOBUTE U pPeKnaMHu cneumanncTi, Ho 3a LenTta TpsbBalle Aa uma 1 TakbB BbNPOC B
OHNanH kapTaTta. [ucepTaumoHHaTa paspaboTka 3aBbplLUBa C HAKOMKO BaXXHU M3BOAA 3a
Bb30ENCTBMETO Ha peKnaMHUTE CMOoraHW WM C HSAKOM HacokM 3a Obaewiyn CcpaBHUTENTHU
n3crnenBaHvsi Ha Bb3NpYeMaHeTo Ha CrioraHu C pUTOPUYHK burypm ot noTpedbutenn Ha cbceaHu
noTpebuTenckn nasapun M Ha Bb3AEWNCTBUMETO Ha MeXOYHapOoOHW peKknamHW NMocrnaHus BbpXy
Obnrapcknte notpebutenn. Cnopea AOWCEPTALMOHHOTO M3CrnefBaHe puTopukata MpaBu
peknamHuTe MocrnaHvus Aa M3rnexgaTt No-KpeaTUBHM B OYUTE Ha KyrnyBayuMTe KaTo C HewHa
NMOMOLL peKnamHuUTe crnoraHn OmBaT Bb3NPMEMaHW KaTo No-opurMHanHW. Hapep ¢ ToBa
durypute Ha MMCbNTa U CrOBOTO NpeobpasyBaTt peknamute B No-ybeamtenHun n nogbyxaat no-
CWIMHO KbM MNoKynkn. PaspaboTkaTta noka3sa noteHuuanHuTe nonav u Bpeau OT putopukarta B
peknamHuTe nocrnaHus M e Gorato oHarnegeH c durypy n Tabnuum c pesyntatute oOT
crtatuctudeckara obpaboTka- eqHOMEPHM pasnpeaeneHusl, Kpoc-Tabnmum n pesyntatute ot
npoBepKaTta Ha 3anoXeHuTe paboTHU XMNoTesu.

OezpaHuyeHusi Ha uscsiedeaHemo
B omcepTaunoHHMs Tpya ca NOCOYEHM U OrpaHMyeHusTa Ha nacneasaHeTo: OCHOBHUMAT
HeJoCTaTbK Ha M3cneaBaHeTo e n3bpaHuAT BUA Ha M3Bagkata, a UMEHHO HEeBEPOATHOCTHa

n3Bagka OT Tuna ,cnopen oT3oBanuTe ce“ u HelHusaT obem- 300 pecnoHAOeHTa, KOETO He
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ocurypsisa NpeacTaBUTENHOCT Ha MHopMauMaTa U CbOTBETHO He MoraT Aa ce HanpasaT
reHepanHu U3BOAM 3a usinaTta ueneBa CbBKYMHOCT OTHOCHO HarnacuTe cnpsiMo yrnotpebarta Ha
durypatmBeH e3uk B peknamHuTe crioraHn. OtbenssaHn ca u 06eKTUBHUTE MPUYMHU WU MO-
TOYHO nunca Ha UHAHCMpaHe Ha Wu3credBaHETO M OTCbCTBMETO Ha 0asa JaHHM OT
notpebutenu.HanpaseHata npoeepka ¢ npoaykta www.https://www.duplichecker.com/ He

yCTaHOBU NnarnatcTtBo, Kato Osixa npoeepeHn amcepTaumoHHNA Tpya 1 3or ny6n|/||<au,|/||/|Te.

2.5. OyeHka Ha aemopeghepama

ABTOpedepaTbT Ha aucepTaHT LiBetenuHa BnagnmupoBa ¢ o6em oT 58 cTpaHuum otroBapsi

Ha N3NCKBAaHUATA 3a CTPYKTypaTa npu pa3pa60TBaHe Ha TaKbB MaTtepuan n npeacrtaBda BCUYKU
Ba)XHWU pas3genn Ha pguceptaunAatTa- TeopeTUudHua npernen, Metogukarta, pesynrtatute U
aHannisa M crnopen uennte n n3cnengoBaTteriCkKute 3agadn. ﬂpaBM NOJIOXKUTENHO BNevyeTneHmne
SICHUAT N CTerHaTt CTUJ Ha U3NOXeHNeTo, 6e3 N3NULLIHU CITIOBECHN HaTpynBaHUA, KOETO NpaBu

paspaboTkaTa N1ecHO YnTaema.

1. Mybnukauun Ha gucepTaHTa

B nokymeHTWUTe ca npefAcTaBeHu 3a peseH3anpaHe 5 nybnvkaumm Ha guceptaHTa CBbp3aHu ¢

TemaTta Ha AucepTaumoHHMsa Tpya- 1 crtatua Ha O6bnrapcky esvk B cn. KoHoMuyeckn u
counanHu antepHatuem Ha YHCC n 4 HaydHun goknaga- gBa OT TAX Ha aHIIMUCKM e3UuK OT
MexayHapogHu koHdepeHuun Ha Durres University n aBa OT MexXayHapoaHU KOHpepeHumMn Ha
YHCC npes nocnegHute 3 roguHun. Bcemukn nybnukauum Ha guceptaHTta ca B obnactra Ha
TemaTukaTa Ha gucepTauNoHHUS TPYA U ca HanucaHu Ha goObp Hay4yeH CTUM 1 OTroBapsAT Ha
cTaHdapTHUTE M3MCKBaHUSA 3a Hay4yeH Tpyd. HanpaBeHaTa nposepka lNpoBepkaTa HanpaBeHa
¢ npoaykta www.https://www.duplichecker.com/ He ycTaHoBM nnarmaTcTBo, Kato Osixa

NpoOBepeHN AMCepTaLMOHHUS TPYA U 3 OT cTaTuMTe Ha aBTopKaTa.

IV. OueHKa Ha Hay4YHUTe NMPUHOCYU Ha AUCEepPTaLNOHHUA TpyA

Cniep npountaHe Ha Hay4yHaTa NpoAyKumMs Ha ancepTaHT LiBeTenvHa Bnagmmmnposa 6ux
nogyepTana, 4ye npuemam 6e3 3abenexkn dhopmynmpaHnTe OT HESI MPMHOCK KaTo M1 pasgensam
No CrnegHus HAYMH: 2 HaY4YHU U 2 HaY4YHO-NPUITOXHU NPUHOCA:
Hay4Hu npuHocu

1. CucrematusvMpaHu ca nNpeaullHUTe WU3cnedBaHUs OO0 HAcTOoAWOTO BbpXY
N3MNONI3BaHETO Ha PUTOPUYHU OUIYpU B peknamaTa, koeTo oboraTsiBa B TEOPETUYEH MNaH
Obnrapckata nutepartypa B obnactra Ha peknamara;

2. ApanTuvpaHa 1 NpunoXeHa MeToOoNornsa 3a uM3crnegBaHe Ha Bb3AENCTBUETO Ha
PUTOPUYHUTE COUTYPU B PEKNAMHUTE CIOraHu;
Hay4Ho-npunoxHu npuHocu

1. MpoBeneHo e MHOBAaTMBHO M3cneaBaHe 3a OLeHsBaHe Ha Bb3OeNCTBMETO Ha CrioraHu
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C PUTOPUYHU PUTYPU B CPaBHEHME CbC CrioraHu 6e3 MUCMOBHM OUrypu, KaTto € HanpaBeH
aHanu3 no pasnuyH1 NPOAYKTOBM KaTeropuu;

2. V3BegeHnM ca BaxHWM MpaKTUYECKUM HaAcoku 3a nopobpsiBaHe Ha peknamHaTa
KOMYHMKaLMSA B YacTTa i pa3paboTBaHe Ha peknaMHU CroraHn, KOeTo HOCK NpakTUYecka nonaa
3a MapKeTVHI MEHUIXbPUTE C orfen NOCTUraHe Ha No-Bb3AeCTBaLLM PEKNaMHUN MOCNaHNS;

Bux nobaBuna oT mMosi cTpaHa U olwe eauH NPaKTUKO-MPUNOXEH MPUHOC, @ UMEHHO:
onepaumoHanu3npaHo e ycrneLHo NOHSATUETO ,Bb3AeNAeNCTBME Ha PeKNaMHUTE CrioraHn” Ypes
rpyna oT XapakTepucTuKW/aTpubyTn, KOUTO MoraT ga ce M3non3BaT 3a CpaBHsiBaHe Ha
pe3ynTaTtuTe OTHOCHO Bb3AENCTBMETO Ha CrioraH1Te M Npu ApYr U3crneasaHust, BKI. U Ha Apyru

nacnenoBaTernu.

V. Bbnpocu un npenopbKM KbM aBTOpa
Cnopen MeH AucepTaumMoHHUMAT Tpya Ha LiBetenuHa BragumupoBa uma MHOro

AOCTOMHCTBA U NMpeAcTaBd €4HO MHOBAaTUBHO M3criefBaHe, KOeTo NpuTexaBa MHOrO CUITHU
CTpaHMp KOUTO BeYe CbM Mocoymnna Ao TyK B peueH3nsata. Hamam ceprosHm 3abenexkm Kbm
paspaboTkaTta, HoO Bux npenopbyana:

1. ﬂpm cneaBallo aHalnorM4Ho wuacrnegBaHe Oa Cce KM3nosisBa M3Bagka OT TuNa Ha

BEPOATHOCTHUTE- HaW-a06pe apeanHa 1 ¢ no-ronam obem, 3a Aa MoXe [a ce ocurypu

NPeAcTaBUTENHOCT Ha MHbopMaUmsiTa M CbOTBETHO reHepanuampaHe Ha nssogute. bu
ouno gobpe n ako 6baewmat gokrop LiBetenvHa BnagumupoBa nybnvkyBa ronsma
YacT OT Te3u pes3yntaTm B efHa CTyauMs Ha aHrMUACKUM e3uk B pedepupaHo u
WHAEKCMPAHO M34aHne B CBETOBHOM3BECTHM 6as3n AaHHU C Hay4yHa MHopmaums, 3a aa
MOXe U MexayHapoAHaTa akageMuyHa obLHOCT Aa ce 3ano3Hae ¢ u3cneaBaHeTo.

2. [lpenopbyBam Ha AuMcepTaHTa Aa MOMWUCIN 3a MO-LUMPOKOTO PasnpoCTpaHeHMe Ha
Hay4YHUTE N HayYHO-MPUIOXHM NPUHOCK 1 cpel GbaelumTe cneunanmcT No MapKeTUHr

n peknama wn wn3nage y4ebHO nomarano ¢ nonesHnTe Uu3Boan Wu npuMmepmn 3a

Bb3QENCTBMETO Ha CroraHnuTe C MUCMOBHW uUrypu Bbpxy noTpebutenute B
pasnuYHnUTE NPOAYKTOBM KaTeropuun.

Mpepnaram Ha 3acegaHneTo npu 3awmTtaTta LiBetenvHa Brnagummposa ga oTroBopu Ha
cnegHust Bbnpoc: ,Ha 6asa cobcmeeHu erneyamneHus, HabnwodeHus U uHgopmauus om
coyuarniHu Mpexu cquma Jiu ms, 4e we ce roslyd4am 3Ha4uMu passiuku 8 b8 8b3rpuemaHemo u
OUeHKama Ha criloeaHume C PUMoOPUYHU uaypu npu nompebumenume ¢ pasu4yeH

obpa3soesamerneH npogun?”.

3AKINIOYEHUE

3aKnYMTEeNHOTO MU CTaHOBULLE €, Ye TOBa € eauMH KayeCTBEH AMCEepTauUMOHeH TPyA,
KOMTO cbyeTaBa nepdeKkTeH HauMH HOBATOPCKN NOAXOA, 3HAHUS U YMEHMS! 38 CaMOCTOATENTHO

eMMMPUYHO N3cneaBaHe Ha Bb3OENCTBMETO Ha PUTOPUYHUTE DUTrYpY B PEKNaMHUTE CIoraHm



BbpXy noTpebutenute c pasnuyeH gemorpadckm u maTepuarnHo-ctaTyceH npodwn u B
pasnM4YHN NPOAYKTOBW KaTeEropumu.

[nceptaumoHHaTa pa3paboTka OTroBapst Ha U3NCKBaHUA HA Yn. 26, an. 2um 3 u
yn. 6, an. 3 Ha 3PACPB u Ha lMpaBunHuka 3a nNpunaraHeTo My OTHOCHO CbyeTaBaHe Ha
TeopeTnyHa NOAroToBKa C NOAXOASL, METOONYECKN UHCTPYMEHTAPUYM U YMEHUS 3a Hay4eH
aHanu3 n u3BnMyaHe Ha 0O6GOCHOBaHW M3BOAM. [MCEPTAUMOHHUAT TPya CbAbpXKa, KakTo
TeopeTn4Hn 0b6oOLEeHN N cucTemaTU3NpPaHUs, Taka U M3BOOM M HACOKM 3a peluaBaHe Ha
Hay4HO-NPUNOXHM Npobnemn, B 06nacTTa Ha peknamara Kato MapkeTUHroBa KOMyHuKaumua u
eEeKTMBHOCTTA Ha PEKNaMHUTE CroraHu.

[aBanku BMCOKa OLEeHKa Ha ANCepPTaLMOHHNSA TPy Ha aucepTaHT LiBeTennHa Neoprmuesa
Bnagmmuposa, e rnacysam ybeneHo ,3a“ n npu3oBaBam 1 YNeHOBETE Ha HAy4YHOTO XXypu Aa
rmacyeaT 3a NPUCBbXOAHETO W Ha HayyHaTa cTeneH ,AoKTop* no npodecmnoHarnHo

HanpasneHue 3.8 UIKOHOMMKaA, Hay4YHa cneunanHocT ,MapkeTUHr.

22 HoemBpu 2024 .
Byprac

Mpod.a-p JinHa AHactacoBa



REVIEW

by Prof. Lina Georgieva Anastassova, Professional field 3.8. Economics, Scientific
speciality "Marketing", Burgas Free University- Burgas.

regarding: dissertation on the topic "RHETORICAL FIGURES IN ADVERTISING
SLOGANS IN OUR COUNTRY: ASSESSMENT OF IMPACT"

presented by: Tsvetelina Georgieva Vladimirova for the award of the educational and
scientific degree "Doctor" in the professional field 3.8. Economics, Scientific speciality
"Marketing" at the Department of "Marketing and Strategic Planning™ of the UNWE.

The basis for preparing the review: Order No. 3226 of 6.11. 2024 of the Vice-Rector for
Research and Development of the UNWE, by which I am appointed as a member of the
scientific jury for the defence of the dissertation.

Information about the PhD candidate

The PhD candidate Tsvetelina Georgieva Vladimirova graduated in the period 2013-2017 with
a bachelor's degree in "International Economic Relations™ (studied in English) at the University
of National and World Economy (UNWE) and in 2019 she defended her master's degree in
"Marketing" at the Department of "Marketing and Strategic Planning™ at the same university.
Since 2020, Tsmetelina Vladimirova has been working as a part-time assistant at the Department
of "Marketing and Strategic Planning” at the UNWE. Doctoral student Vladimirova is fluent in
English and, at a lower level, Spanish, which allows her to search and read original literature in
foreign languages, which is an important prerequisite for developing scientific works, including
a dissertation. She holds 2 certificates for her skills, namely: Certificate of English CAE - level
C2 and Certificate of completion of a tour guide course, the second of which is proof that she

has also improved her communication and presentation skills.

I. Description of the materials submitted for the competition

The candidate for the scientific degree of Doctor Tsvetelina Vladimirova has submitted the

following materials for discussion and evaluation:

1. Dissertation on the topic "RHETORICAL FIGURES IN ADVERTISING SLOGANS IN
OUR COUNTRY: ASSESSMENT OF THE IMPACT". The dissertation has a volume of
186 standard pages of main text and consists of an introduction, four chapters, conclusion,
used literature and appendices. The dissertation uses 78 tables, 27 figures and 4 appendices.

The total number of literary sources is 125, containing various types of works - books,
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scientific articles, reports, etc., 24 of which in Bulgarian and 101 in English. The dissertation
also contains a large volume of appendices, namely a database of 815 slogans and 71 pages
of results from the processing of information on SPSS - frequency distribution, cross-tables
and tables with the hypotheses testing.

2. List of the candidate's publications on the topic — 5 issues: 1 article and 4 scientific reports
—two in Bulgarian and two in English published in academic journals.

3. 3. Abstract — presented in 2 languages: 110 pages in total.

4. 4. List of the sought contributions — 4 main scientific and applied scientific contributions are
presented.

5. According to the submitted Certificate of fulfillment of the minimum requirements, the
dissertation candidate Tsvetelina Vladimirova has successfully met the minimum
requirements according to the requirements of the Law on the State of the Republic of

Bulgaria

I1. General characteristics of the presented dissertation work

2.1. Form, relevance and content of the dissertation work

In my opinion, the title of the dissertation, namely "RHETORICAL FIGURES IN
ADVERTISING SLOGANS IN OUR COUNTRY: ASSESSMENT OF IMPACT" fully
corresponds to the content and structure of the work and does not need further clarification,
because on the one hand the theoretical side is implied, but on the other hand the title shows that
there is also a study and assessment of the impact of the various characteristics of advertising
slogans.

The topic of the study is definitely relevant due to its innovative nature and meets the expectations
for meaningful and research engagement of a full-time doctoral student. With the rise of social
media marketing through content, influencers, and storytelling, companies must have impactful
and memorable ads that influence purchasing decisions.

For this reason it is important to study the application of rhetorical tools in advertising slogans
and their impact, which makes the topic highly innovative. Over the years, there have been
numerous studies in Bulgaria and abroad on the use of rhetorical figures, the frequency of their
use and the development of the use of various mental figures in slogans. But at the same time,
even a quick review of research on communication tools, such as advertising, shows that in
Bulgaria there is a deficit of research on the impact of rhetorical advertising figures and in fact
this study is the first of its kind in Bulgaria. The analysis of previous studies on this topic by the
doctoral student himself shows that there are no publications dedicated to the effect on consumers

of figurative language in advertising slogans.



The purpose of this work is to investigate the impact of rhetorical figures in advertising slogans
in Bulgaria. The dissertation has set herself a group of tasks to solve in order to achieve the main
research goal, some of the main ones after reviewing the literature on the problem are: building a
database of advertising slogans, content analysis of the slogans and analysis and interpretation of
the data in order to draw conclusions from the study. The other tasks indicated by Tsv.
Vladimirova are actually the traditional steps in any study, but the dissertation has also performed
very well another important task, but not mentioned in their list, namely: formulating a significant
conclusion and recommendations for future research in the field. In general, | believe that the goal
and main tasks are clearly and correctly formulated, which is of utmost importance for any study

and for the conclusions from it.

2.2. Object, subject and hypotheses of the dissertation research

The dissertation work has a clear verbally articulated object and subject of the research, namely:
the object of the research is the rhetorical figures in advertising slogans in Bulgaria, and the subject
of the research is the assessment of the impact of rhetorical figures in advertising slogans on
consumers.

Every professionally prepared research contains working hypotheses in its program and in the
present case the dissertation student has developed 7 hypotheses, i.e. justified assumptions that
can be empirically verified in order to validate the main thesis of the dissertation research. All
formulated hypotheses concern the perception by consumers of various characteristics/attributes
of advertising slogans including rhetorical figures - verbal and visual, for which purpose the
dissertation student Vladimirova has well applied the operationalization of the concept of

“impact” by defining 7 different attributes of the term “impact”.

2.3. Research methodology

In my opinion, doctoral candidate Tsvetelina Vladimirova has chosen the right approach when
choosing the research design and more precisely, the research methodology has 2 consecutive
stages/components in time: The first stage includes the construction of a database of advertising
slogans and their detailed analysis using the content analysis method - for average length,
linguistic features and the presence or absence of rhetorical figures. The slogans were distributed
into ten product categories. In order to formulate the working hypotheses, the "content analysis"
method was used, analyzing the length of the slogans, the ratio of "slogans in Bulgarian and in a
foreign language" and "rhetorical analysis of slogans™ and 10 product categories were studied (pp.
78-83). The second stage includes conducting an own empirical study with respondents on the

territory of Bulgaria, which aims to verify the impact of rhetorical figures - verbal and visual in
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advertising slogans in comparison with slogans without figures of speech.

The sample model used is a "non-random sample” i.e. a probability sample of the "response
sample” type with a volume of 300 respondents, of which 50.7% were women and 49.3% were
men. The data collection tool was an online survey - a multi-page questionnaire with Likert scales
for evaluating slogans according to individual criteria, and the survey was conducted on the
Google Forms platform.

2.4. Structure and content of the dissertation

The structure of the dissertation is logical according to the set goals and objectives - introduction,
four main chapters with sub-chapters, conclusion, bibliography and appendices. The style is clear,
academic, but at the same time understandable for a wider audience. The first chapter is entitled
"Previous research on the use of rhetorical figures in advertising” and it examines the
classification, essence, meaning, use of rhetorical figures, as well as the development of rhetoric
in advertising. This chapter also provides an analytical review of previous studies that analyze the
impact of rhetorical figures on consumers (pp. 10-50). This chapter examines a large volume of
classical and contemporary scientific literature - 125 cited sources, mainly in English, but also by
well-known Bulgarian authors in the field of advertising theory and advertising practices and
research - Kaftandzhiev, Katrandzhiev, Doganov, etc. A strong point of this chapter is that the
author's own opinion is felt along with the cited established opinions and positions of the
mentioned authors in the relevant field. In the second chapter entitled "Research Methodology",
the doctoral candidate Tsvetelina Vladimirova presented the methodological foundations of the
study, namely the parameters of the study, the algorithm of the study, the appropriately chosen
method for analysis and formulation of hypotheses - content analysis. The sampling methodology,
its limitations as a probability sample, as well as the methods for statistical analysis and data
interpretation are also described (pp. 53-71), and the SPSS software product is used for data
processing. In the third chapter, an analysis of the content of advertising slogans is made using
the "content analysis™ method, using the following criteria for analysis - "the length of slogans by
product categories”, "ratio of slogans in Bulgarian and foreign languages”, "ratio of slogans in
Bulgarian and foreign languages by product categories™ (pp. 73-89), and this helps for a more
systematized analysis of the empirical data. In this section, a rhetorical profile of the individual
product categories is built.

In the fourth chapter, an analysis and assessment of the impact of the various slogans with
rhetorical figures (10 in number in the advertising slogans) is made according to the following
characteristics/attributes: originality, creativity, persuasiveness, comprehensibility, liking,

memorability and the degree to which the slogan encourages a purchase. In fact, the dissertation’
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author uses an operationalization of the concept of "impact", which allows for comparability of
the assessments of all slogans using a 7-point Likert scale. The frequencies/one-dimensional
(Tables 4.1., 4.2. and 4.3) and the cross tabulation (two-dimensional distributions) of respondents
by demographic groups (gender, age) and by material status in terms of their assessments of the
attributes of individual slogans are presented sequentially (Tables 4.4., 4.5.,4.6., 4.7 and 4.8, 4.9,
4.10., 4.11., 4.12., 4.13. and 4.14.). A comparison is presented through statistical testing of
hypotheses between the average scores on the individual criteria for slogans with rhetorical figures
and slogans without rhetorical figures, as well as results from a “mirror” study with a sample of
pairs of slogans - without and with rhetorical figures.

According to the presented results of the statistical testing of the hypotheses,

language with figures of speech is perceived by potential buyers as more understandable and more
original. In all characteristics/attributes of the slogans, the difference is in favor of the second
slogan, which uses rhetorical figures. In my opinion, it would be interesting to check whether
there are significant differences in the perception of advertising slogans with figures of speech by
respondents with different educational backgrounds - humanitarian, economic, technical, legal,
etc., which would provide additional useful information for marketing and advertising specialists,
but for this purpose, there should have been such a question in the online map. The dissertation
concludes with several important conclusions about the impact of advertising slogans and with
some guidelines for future comparative studies of the perception of slogans with rhetorical figures
by consumers in neighbouring consumer markets and the impact of international advertising
messages on Bulgarian consumers.

According to the dissertation research, rhetoric makes advertising messages appear more creative
in the eyes of buyers, with its help advertising slogans are perceived as more original. In addition,
figures of speech and figures of speech transform advertisements into more convincing and
encourage purchases more strongly. The development shows the potential benefits and harms of
rhetoric in advertising messages and is richly illustrated with figures and tables with the results of
statistical processing - one-dimensional distributions, cross-tables and the results of testing the
working hypotheses.

Limitations of the study

The dissertation also indicates the limitations of the study: The main drawback of the study is the
selected type of sample, namely a probability sample of the type "according to those who
responded™ and its volume - 300 respondents, which does not ensure representativeness of the
information and accordingly no general conclusions can be drawn for the entire target population
regarding attitudes towards the use of figurative language in advertising slogans. The objective

reasons are also noted, namely the lack of funding for the study and the absence of a database of
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users. The check carried out with the product www.https://www.duplichecker.com/ did not
establish plagiarism, as the dissertation and 3 publications were checked.

2.5. Evaluation of the abstract

The abstract of the dissertation candidate Tsvetelina Vladimirova with a volume of 58 pages meets
the requirements for the structure when developing such material and presents all the important
sections of the dissertation - the theoretical overview, the methodology, the results and their
analysis according to the goals and research tasks. The clear and concise style of the presentation,
without unnecessary verbal accumulations, makes a positive impression, which makes the

development easily readable.

I11. Publications of the dissertation candidate

The documents present for review 5 publications of the dissertation candidate related to the topic
of the dissertation work - 1 article in Bulgarian in the journal Economic and Social Alternatives
of the UNWE and 4 scientific reports - two of them in English from International conferences of
Durres University and two from international conferences of the UNWE over the last 3 years. All
publications of the dissertation are in the field of the dissertation topic and are written in a good
scientific style and meet the standard requirements for a scientific paper. The text check with the
product www.https://www.duplichecker.com/ did not discover plagiarism, as the dissertation and

3 author's publications were checked.

IV. Evaluation of the scientific contributions of the dissertation
After reading the scientific production of the PhD candidate Tsvetelina Vladimirova, | would like
to emphasize that | accept without any remark the contributions formulated by her, dividing them
as follows: 2 scientific and 2 scientific-applied contributions:
Scientific contributions
1. Previous research to the present on the use of rhetorical figures in advertising has been
systematized, which enriches the Bulgarian literature in the field of advertising in a
theoretical sense;
2. Adapted and applied methodology for studying the impact of rhetorical figures in advertising
slogans;
Scientific and applied contributions
1. An innovative study was conducted to assess the impact of slogans with rhetorical figures
in comparison with slogans without mental figures, and an analysis was made by different
product categories;

2. Important practical guidelines were derived for improving advertising communication in its
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part of developing advertising slogans, which brings practical benefit to marketing managers
in order to achieve more impactful advertising messages;

| would add another practical and applied contribution from my side, namely: successfully

operationalized term “impact of advertising slogans" through a group of
characteristics/attributes that can be used to compare the results regarding the impact of
slogans in other studies, including those of other researchers.

V. Questions and recommendations to the author

In my opinion, Tsvetelina Vladimirova's dissertation has many merits and presents an

innovative study that has many strengths that | have already indicated so far in the review. |

have no serious comments about the development, but I would recommend:

1. In the next similar study, a probability sample should be used — preferably areal sample
and with a larger volume to ensure representativeness of the information and, accordingly,
generalization of the conclusions. It would also be good if the future doctor Tsvetelina
Vladimirova published a large part of these results in a study in English in a refereed and
indexed edition in world-renowned databases with scientific information, so that the
international academic community could also become familiar with the study.

2. | recommend that the PhD candidate consider the wider dissemination of scientific and
applied contributions among future marketing and advertising specialists (the students)
and publish a study aid/ teaching aid with useful conclusions and examples of the impact
of slogans with rhetorical figures on consumers in different product categories.

| propose that at the defense session, Tsvetelina VIadimirova answer the following question:

"Based on her impressions, observations and information from social networks, does she

believe that there will be significant differences in the perception and evaluation of slogans

with rhetorical figures among consumers with different educational backgrounds?

CONCLUSION

My final opinion is that this is a quality dissertation, which perfectly combines an
innovative approach, knowledge and skills for independent empirical research of the
impact of rhetorical figures in advertising slogans on consumers with different
demographic and material status profiles and in different product categories.

The dissertation meets the requirements of Art. 2 b, para. 2 and 3 and Art. 6, para. 3 of the
Law on the Protection of Consumers from Abuse of Rights and Freedoms and of the
Regulations for its implementation regarding the combination of theoretical training with

appropriate  methodological tools and skills for scientific analysis and drawing
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substantiated conclusions. The dissertation contains both theoretical generalizations and
systematizations, as well as conclusions and guidelines for solving scientific and applied
problems in the field of advertising as marketing communication and the effectiveness of
advertising slogans.

Giving high marks to the dissertation work of dissertation candidate Tsvetelina
Georgieva Vladimirova, | will vote with conviction "in favor" and 1 also call on the
members of the scientific jury to vote for awarding her the scientific degree ""Doctor"

in the professional field 3.8 Economics, Scientific speciality ""Marketing™'.

November 22nd, 2024
Burgas

Prof. Dr. Lina Anastassova
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