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ABTOp Ha nucepTauuMoHHUs TpyA: [[eemenuna I'eopeueea Braoumuposa

Tema Ha gucepranonHus Tpya:  Pumopuunu ¢ucypu 6 peknamuume
CNIO2aHU Y HAC: OYEHKA HA 8b30eUCmBUemo
Hayuen pbproBoguTEN: IIpog. 0-p Xpucmo Kamparnowcues

Ocnoeanue 3a NPeJICTaBsIHE HA CTAHOBUIIETO: YYaCTUE B ChCTaBa HA HAYYHOTO
Kypu TIO 3alllUTa HA JUCEPTAlMOHHMS TpyHd cbriacHo 3amoBen No

3226/6.11.2024 r. Ha 3aM.-peKkTopa M0 Hay4IHOHM3CIIECA0BATEICKaTa ACHHOCT Ha
YHCC.

1. NUndopmanus 3a JucepTanTa

HucepranTbT ce € oOyyaBajn MO JOKTOpCKa MporpamMa KbM Kartenpa
»MapKeTUHI M CTpaTeru4yecko IulaHupane®, ¢Qaxkyiarer ,,YmpaBieHue u
agmuHuctpanusa™ Ha YHCC no HaydyHa cienualiHOCT ,,MapKEeTUHT** ChIJIACHO
3anoBen Ha Pextopa nHa YHCC Ne 942/27.04.2020 r. OOyueHuero e
cyOocuaupaHo OT AbprKaBaTa.

2. O0ma xapakTepucTHKA HA MPeICTABEHNs TUCEPTANMOHEH TPY/
2.1. Cmpyxmypa u obem

JlucepTanimoOHHUAT Tpya € B 00eM oT 186 cTp. OCHOBEH TEKCT U BKJIIOYBA
YBOJ, YETHUPH TJIaBH, 3aKJIIOUYCHHE W HACOKM 3a OBJCIIM W3CIeIBaHUA,
oubnuorpadust U MpUIOKEHNE. XapaKTepu3npa ce C J00pO CTPYKTypHpaHE H
JIOTUYECKa MOCIeIOBATETHOCT Ha Pa3TIeKIaHUTE BBHIIPOCH.



2.2. Oyenxka 3a axmyaiHocmma Ha memama, yewma, 3saoavume,
obexma, npeomema u OCHOBHAMA me3a Ha OUCEPMAYUOHHUS MPYO

TemaTta Ha pauWcepTallMOHHUS TPyA € aKTyajJHa, a paspaboTkaTa
JompuHacs 3a oOoraTsBaHEe Ha TEOpHUsATAa W TMpaKTUKaTa Ha PEKIAMHUTE
U3CIICIBAHUS.

Heara na pa3paboTkara € ga ce wu3CIeABa MPUCHCTBUETO U
BB3/IEUCTBUETO HA PUTOPUYHUTE PUTYPH B pEKIIAMHUTE clioranu B bbirapus.

N3cnenoBaresickure 3aJa4M ca MOJAYMHEHU HaA TIOCTaBeHaTa ILell U
JIOTUYECKU U MOCJIEI0BATETHO BOJSAT JO HEUHOTO U3IIBJIIHEHHE.

O0exT Ha U3CIE/IBaHE ca pUTOPUYHUTE (DUTYPU B PEKIIAMHUTE CIIOTaHU B
boirapus.

IIpeaMer Ha HU3CieIBaHE € OIIEHKATA HA BB3JICHCTBUETO HA PUTOPUIHUTE
GUTypHu B peKIaMHUTE CJIIOTaHU BBPXY IMMOTPEOUTEITUTE.

B choTBeTcTBHE C 1I€NTa, 33]]aUnTe, 0OCKTa U IIpeMeTa Ha pa3padoTKaTa
ca Je(UHUPAHM CEIeM U3CIICIOBATEIICKA XUIIOTE3H.

[Ipunoxena ¢ aByga3na uscjenoBaresicka nporpama. [IepBara dasza
BKJTFOYBA M3TPaXKIaHETO Ha 0a3a JaHHU PEKJIaMHHU CJIOTAaHH M JCTAMIIHOTO MM
aHaJIM3MpaHe — 3a Cpe/iHa IbKUHA, TUHTBUCTUYHU OCOOCHOCTU U HATMYUETO
WIH OTCHCTBUETO HA PUTOPUYHH (UTYPH B JIECET MPOAYKTOBU KATErOpPHUH, a
BTOparta (haza — MPOBEKTAHETO HA COOCTBEHO aHKETHO MPOYYBAHE, KOETO LETU
71a IPOBEPH BBH3JICUCTBUETO HA PUTOPUYHUTE (PUTYpH B PEKIIAMHHUTE CJIOTAHU B
CpaBHEHHUE ChC CIOTaHUTE 0e3 Purypu Ha MUCHITA U CIIOBOTO.

OCHOBHUMAIT MeTOX 3a ChbOMpPaHe HAa JAaHHH 3a U3CIEIBAHETO €
MepCOHAIHA OHJIAMH aHKETAa.

OOpaboTkaTa Ha JaHHUTE € U3BBPIICHA C IIOMOIITAa Ha CTICITHATM3UPAHUS
codTyep 3a 00pabOTKa U CTATUCTUYCCKHU aHaM3 Ha naHan SPSS.

2.3. Usnonzeana Hayuna tumepamypa

[TpunoxeHusT CNUChK HAa KHUIM, YYeOHU MOMarana, MHTEpHET CTpaHUIH,
CTaTUH, MyOJIMKAlMM M HOPMATUBHA JIUTEpATypa BKIOYBA 0010 122 m3TOyHMKA
Ha OBJITapCKu M UY>KJIU €3ULIH.

Hsnonzeanama muayyna Jaumepamypa — CeUOEMeICMed 3a  OMAUYHA
JUMEPAmypHa  0CBEOOMEHOCM HA  OUCEPMAHMKAMA NO  pa3eieicoaHama
npooremamuxa.

2.4. Oyenka Ha CbOBPIUCAHUENO HA OUCEPMAYUOHHUS MPYO

B nwpsa eonasa 3ampiabodyeHo € TMpocieAeHa  UCTOpusATa U
CUCTEMATHU3UPAHO € TpeJCTaBeHa KiIacU(UKAIKs HAa PUTOPUYHUTE (PUTYPH.
[IpodecuonanHo ca pa3KpuTH 3HAYEHUETO M (PYHKIUATA HA PUTOPUUHUTE



¢urypu u 3HaYeHHETO U (PyHKUIUATA HA clioraHuTe. Pasrienanu ca pa3muyHuTe
PUTOPUYHU (PUTYpH M YECTOTa HAa HW3MOI3BAHETO MM B pPEKIAMUTE, KaKTO U
YEeCTOTa Ha M3IO0JI3BAaHE UM B Pa3IMYHU NMPOAYKTOBH KaTeropuu. [Ipocieneno e
Pa3BUTHETO HA PUTOPUKATA B peKjiaMaTa BbB BpeMeTo. OOBpHATO € CHeMalIHO
BHMMAaHUE HA KYJITYpPHUS aClEKT Ha PUTOPHKATAa M HA BU3yallHATa PUTOPHUKA B
pekinamara. M3gCHEHM ca BBIOPOCHUTE, OTHACAIIM CE JI0 BB3ACHCTBUETO HA!
BepOQJIHUTE PUTOPUYHH (UTypH B peKIaMUTe, BU3yajlHaTa pPUTOPUKA B
pekjlaMata U OTACJIHUTE pUTOpUYHU (urypu B pexnamute. M3rotsen e
ISJIOCTEH U 33]1bJ004YeH 0030p Ha TEOPETUUYHHUTE Pa3pabOTKU U MPEAXOJIHUTE
EMIIMPUYHHA  W3CICABAaHMS, CBBP3aHM C TeMmaTa Ha JucepTauuAra.
N3cnenpanusTa ca knacu(UIMpPaHu B JIBE TPYNH: nbpea cpynd, TOCBETEHU Ha
ynorpebaTa Ha pUTOpUKATa B pekiamaTa, U 6mopa 2pynd, TOCBETEHU Ha
BB3JICCTBUETO HAa PUTOPUUYHHUTE (UTYpU B pekiamaTa BbpXY MOTPEOUTETUTE.
B kpas Ha Ta3u riaBa, M3CIEBAHMATA Ca CUCTEMATU3UPAHH MO MPOOJIEMHU
00J1aCTH M MPEJCTABEHU HAIJIEHO B TAOJIMYEH BUJL.

Bmopa enasa € mocBeTeHa Ha METOAWKATa Ha W3cCieaBaHETo. B Hes
KOPEKTHO ca TMpeJCTaBEHM OCHOBHHUTE TMapaMeTpu M € pa3paboTeH ao0pe
CTPYKTYpHpaH aJITOPUTHhM Ha H3CIEABAHETO. 3a Mamiada Ha H3CJICIBAHETO
JOCTaTHYHO KPACHOPEYMBO TOBOPU aHAIM3BT Ha 815 ciorana, akyMmynupaHu OT
TPAAUIIMOHHA H  JUTUTAIHK  W3TOYHUIM. CjoraHmTe, BKIIOYEHH B
W3CIICIBAHETO, Ca KAKTO Ha OBJITapCKH, Taka U Ha 9yXKJ €3UK U ca 000co0eHU B
JeCeT Pa3IMuYHU MPOAYKTOBU KATETOPUH.

N3cnenoBatenckure XUMoTe3w ca  (QopMyaupaHd  KOPEKTHO, a
BBIIPOCHUKBT 32 M3CIICIBAHETO € KOHCTPYHpaH MPABWIIHO. PecrioHmeHTHTEe ca
MTOMOJICH! Ja JajaT CBOSATA OIICHKAa OTHOCHO JBa BapHaHTa Ha €IHU W CHIIU
pEKJIaMHHU CJIOTaHW. B bpBUS BapuaHT, CJIOTAaHBT € MPEICTaBeH M0 HaYWHA TI0
KOWTO TPHUCHCTBA B OPUTHHAIHATA pPEKJIaMa, OT KOSITO € B3ET - ChIbPIKAUKHU
putopruyHa ¢urypa. BeB Bropusi BapuaHT, pUTOPUYHATA PUTYpa € TpeMaxHaTa,
a 3HAYCHHWETO Ha cJioraHa € 3ama3eHo. [IpoBeneHO € W JIOMBIHHUTEITHO
“ornmenaaHoO” M3CIEABAaHE, B KOSTO MBPBHUAT CJIOTAH € B CBOSI OPUTHHAT M HE
ChABpKA PUTOPUYHU (PUTYPH, a BTOPUAIT CJIIOTAH CE€ BH3IOJI3BA OT apCceHalla Ha
pUTOpHKATA, KATO CAMOTO 3HAYCHHUE € 3aIla3eHO.

KopekTHo ca n30paHu M3MOJI3BAHUTE CTAaTHUCTHUYCCKH METOJU 3a aHAJIM3
Ha JaHHHTE. VI3BeIeHN ca BE3IPUETUTE OTPAHUUCHHS TIPE U3CISIBAHETO.

Tpema 2nasa € MOCBETEHA HA aHAJIN3 HA ChABPKAHUETO HA PEKJIAMHUTE
CJIOTaHu. AHAJIM3BT € U3BBPIIEH O0II0 U MO MPOTYKTOBU KATETOPUH B HIKOJIKO
HaIpaBJIeHUs: CIIOPE] IbJKUHATA HA CJIOTAHUTE, CIIOPE] TOBA JAJIU CJIOTAHBT €
Ha OBJTApPCKU WM 4YyKJ €3UK W CIIOpe] BHJa Ha U3MOJ3BAHUTE B CIOTAHUTE
puTopuyHu (GuUrypu. ABTOpKaTa CTUra J0 U3BOJUTE, Y€ pPUTOpUKATA €



MIPEANOYNTAaH HHCTPYMEHT 32 PEKJIAMHUTE CIELHUAIMCTH y HAC, HE3aBUCHUMO OT
MIPOJIYKTOBATa KaTEropusi, KbM KOSITO CIIaJIaT IPOMOTHPAHUTE OT TAX MPOIYKTH
U Y€ TPOLEHTHT Ha M3IMOJI3BaHUTE puTOpuuHH ¢Gurypu Bapupa. Ha Gaza Ha
pe3ynTaTUTe OT aHajdu3a € M3TOTBEH PUTOPUYEH NpoQuii HAa BCSAKA OT
pa3TiIe)KIaHUTE POAYKTOBU KaTETOPUH.

B UYemewvpma onasa € HampaBeHa OLIEHKAa Ha Bb3JICHCTBUETO Ha
PUTOPUYHHUTE (PUTYPH B PEKIIAMHUTE CJIOTaHU. B Hes B cpaBHUTEJIEH acleKT ca
pasriieiaHd OLEHKHUTE, AaJ€HU OT PECHOHACHTUTE, HA TPU PEKJIaMHM CJIOTaHa,
KOUTO CHABPXKAT PUTOpUYHA (UTypa U OIEHKUTE 3a CBIIUTE CIOTaHU CJe]
TpaHncpopMHUpaHETO UM BBB BHUJ 0e3 putopuuyHa Qurypa. OleHkara ¢
HalmpaBeHa MO0 CEIeM KPUTEPUs: OPUTHMHAIHOCT, KPEATUBHOCT, YOEIUTEIHOCT,
pa3oupaemMocT, MPUITEH, 3alOMHSI] C€ ¢ TMOJATHUKBAIl KbM IOKYIIKA.
N3cnenBana € 3HAUMMOCTTAa HA PA3JIMKUTE CHOPEH IOJIA, CIIOPEN Bb3pacTTa U
CIIOpEll MAaTEpUaTHOTO TMOJIOKCHUE Ha YYACTHHUIIMTE B aHKETara, 3a
pa3rIeKAAHUTE CJIOTaHU IO MTOCOYEHUTE KPpUTEPUU. B CpaBHUTENIEH acIeKT ca
MPEJICTABEHU U CPEIHUTE OLICHKH HA CHIIUTE CIIOTaHU B JABAaTa BapuaHTA ,,Cc*, U
,,0e3 puropuunu purypu. [IpencraBenu ca u pe3yiaraTure OT ,,0TJIEIaTHOTO
u3cieiBaHe ¢ OyctepHa u3Bajaka. Ha 6a3a Ha pe3ynraTuTe OT 4eTBBPTA IjiaBa ca
NOTBBPACHU JeOUHUPAHUTE B METOJOJOTHUITA H3CJICIOBATEIICKH XHUITOTE3H.
M3kinoueHne € HaiMile caMO Tpu €4Ha OT XHUIIOTE3UTEe, a HMEHHO ue
,,PEKIIaMHUTE CJIOTaHW, KOMTO BKJIIOYBAT B cebe cu puTOpuuHH (PUTypH, ca
BB3MPUEMAaHH KaTo I0-pa3OupaeMu.”, KOSTO HE C€ IOTBBbpPXKJIaBa IIpU
peKiIaMupaHeTo Ha (PMHAHCOBH YCIIYTH.

N3BoaBT, 10 KOWTO CTUra JOKTOpAHTKAaTa €, Y€ PUTOPUUHUTE (UTYpU
MpaBsSIT CJIOTAaHUTE TO-OPUTHMHAIIHU, TMO-KPEaTUBHH, TO-yOEIUTENIHU, I10-
pazoupaemu, NO-MPUITHH, MO-3aMIOMHSIIU CE€ U MO-MOJTUKBAIINA KbM MOKYTIKA,
HE3aBUCUMO JajJi CTaBa JyMa 3a pekjiamaTta Ha Obp30000pPOTHU CTOKH,
(MHAHCOBU YCIIYT'M WM CTOKU OT OUTA.

Paspabomenusm  om  I{eemeruna  Braoumupoeéa  npoekm — Ha
oucepmayuoHen mpyo nokazeéa, ye O0OKmMopawmkama 0obpe Nno3Has8a
meopusima U MemoOoIo2UAMA HA PEKIAMHUME  U3CAe08AHUSL, MOJICEe
CAMOCMOAMENHO 0a NpoGeHcOa MaxKueda U e NepCneKmueeH Mado HAYYeH
pPabomHuK.



3. OueHka Ha MOJy4YeHUTe HAYYHH M HAYYHO-TIPUJIOKHH Pe3yaTaTH

[locTurHature pe3ynraTd CHOTBETCTBAT HA IIOCTaBEHATa LEIU U
W3CJIENOBATEICKATE 3aJadyd M MMAT TEOPETUYEH, METOJOJIOTUYECKU U
IIPAKTUKO-TIPUIIOKEH XapaKTeED.

4. OueHKa HA HAYYHUTE U HAYYHO-TIPUJI0KHHU IPUHOCH

JlokTopanTkata QopMyinHpa YETUPH HaydHU npuHoca. W dyetupure
npremMam 3a peajHi U 00OCHOBAHHU.

1. CuctemaTu3upaHu ca NpeX0IHUTE U3CIIEIBAHUS BbPXY U3MOJI3BAHETO
Ha PUTOPUYHM PUTYPH B peKiiamara.

2. ApanTupaHa W NOpPWIOXKEHAa € METOHOJIOTHS 3a H3CJIEABAHE Ha
BB3/ICCTBUETO Ha PUTOPUYHUTE PUTYPH B PEKIAMHUTE CIOTAHU.

3. OLeHEeHO € BB3JACUCTBUETO HA CIOTAaHU C PUTOPUYHU (UTYpU B
CpPaBHEHHUE CBhC CJIOTaHU 0€3 pUTOPUYHU (DUTYypH, KATO € HAMPABEH aHAIU3 IO
MPOJIYKTOBU KaTETOPHH.

4. V3BeneHn ca MpakTUYECKH HACOKH 3a MOJ0OpsBaHE Ha peKiIamMHaTa
KOMYHHUKAIIMS B 4acTTa i pa3pab0TBaHE HA PEKJIAMHU CJIOTaHHU.

5. OmneHka Ha My0JMKALMUTE 10 AUCEPTAIUATA

[{BeTenuHa BiagumupoBa nma met myOJIMKAlMU, CBbP3aHH ¢ TeMaTa Ha
JIMCEPTALIMOHHUS TPYJ — €JHA CTaThs M YETHPH JOKJIaga OT MEXIYHApOIHH
KoH(pepeHMK (Be OT ydacTHsl B KOH()DEPEHIIMU B CTpaHaTa W JBE OT y4acTHsI
OT KOH(EPEHIINU B 4y:KOUHA).

6. Ouenka Ha aBTopedepara

ABTopedepaTbT BBpPXY TeMaTa Ha JucepTanusita € B o0em oT 57
CTPAaHMIIM W CHIbPKA BCUYKM HEOOXOJMMHM PEKBU3UTH M HW3UCKBAHMS 3a
pazpaboTBaHeTo My. Toi MBJIHO U TOCTOBEPHO BH3IPOU3BEKAA B 0000IIECH BU/T
CTPYKTypaTa, ChbAbPKAHUETO U MPUHOCHUTE MOMEHTH Ha AUCEPTALUOHHUS

TPYA.

7. KpurnuHu 0esie’KKHU, NPenoPbKH U BHIIPOCH

[IpenmopbkaTa MU KbM KaHAMAATa 3a ,JOKTOP® € Ja MPOIBIDKH C
W3ClIeIBaHUSTa B OOJACTTa HAa BB3ACUCTBHETO HA PUTOPUYHUTE (UTYPU B
PEKIIAMHHTE CJIOTAHM.



8. 3akiouenue

JlucepTallMOHHUAT TpyH, pa3padoreH or [[Berenmna Bnagummposa
MpelcTaBiIsiBa 3aabiI00YeHa HaydyHa pa3paboTka ¢ MPaKTUKO-TIPHIOKEH
xapaktep. Toil e HanmcaH Tpo(eCcoHaTHO, Ha BUCOK HAYYCH CTUJI U TIPEICTaBs
JUCepTaHTKaTa KaTo MEepPCIEeKTUBEH MJilaJl HAy4eH pabOTHUK ChC 3aBHJIHA 00Ila
MKOHOMUYECKA KYJITYpa U CbC CEPUO3€EH HAYyYEH ITOTECHIMA.

Bv3 ocnosa Ha HayuHO-NpunodfCHUME NPUHOCU 8 OUCEPMAYUOHHUS MPYO
U 6 cvomeemcmeue C Hpuemume Kpumepuu 3a NPUCLIUCOAHE HA
obpazosamennama U HAY4YHA ~CmeneH ,,00KmMop ", U3pA3neaAmM  C80emo
Kame2opuuHo cmauosuuie 0a 6Ovoe npucvoena Ha Ileemenuna [eopeuesa
Braoumuposa obpazosamennama u HayyHa cmeneH ,,00Kmop‘ no HayyHama
cneyuannocm ,, Mapxemumne “.

20 moemBpu 2024 1./ rp. Copuss  Iloammc:
/mpod. n-p Tarssna Heuesa-ITopuesa/
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1. Information about the dissertant

The dissertant was trained in a doctoral program at the Department of
Marketing and Strategic Planning, Faculty of Management and Administration
of the UNWE in the scientific specialty "Marketing" according to the Order of
the Rector of the UNWE Ne 942/27.04.2020 . The training was subsidized by
the state.

2. General characteristics of the submitted dissertation
2.1. Structure and volume

The dissertation consists of 186 pages of main text and includes an
introduction, four chapters, a conclusion and directions for future research, a
bibliography and an appendix. It is characterized by good structuring and
logical consistency of the issues addressed.



2.2. Assessment of the topicality of the topic, aim, objectives, object,
subject and main thesis of the dissertation

The subject of the dissertation is topical and the development contributes
to enrich the theory and practice of advertising research.

The aim of the development is to investigate the presence and impact of
rhetorical figures in advertising slogans in Bulgaria.

The research tasks are subordinated to the set aim and logically and
consistently lead to its fulfillment.

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

The subject of the study is the evaluation of the impact of rhetorical
figures in advertising slogans on consumers.

In accordance with the aim, objectives, subject and object of the
development, seven research hypotheses are defined.

A two-phase research program was applied. The first phase involves
building a database of advertising slogans and analysing them in detail - for
average length, linguistic features and the presence or absence of rhetorical
figures in ten product categories, and the second phase involves conducting her
own survey to examine the impact of rhetorical figures in advertising slogans
compared to slogans without figures of speech.

The primary data collection method for the study was a personal online
survey.

Data processing was performed using the specialized software for data
processing and statistical analysis SPSS.

2.3. Scientific literature used

The attached list of books and monographs, textbooks, periodicals and
electronic sources includes 122 titles cited in various languages.

The used scientific literature testifies to the excellent literary awareness
of the dissertant on the considered issues.

2.4. Evaluation of the dissertation content

Chapter One traces the history in depth and presents a systematic
classification of rhetorical figures. The meaning and function of rhetorical
figures and the meaning and function of slogans are professionally revealed.
Different rhetorical figures and frequency of their use in advertisements as well
as frequency of their use in different product categories are discussed. The
evolution of rhetoric in advertising over time is traced. Special attention is paid
to the cultural aspect of rhetoric and visual rhetoric in advertising. Issues related



to the impact of: verbal rhetorical figures in advertisements, visual rhetoric in
advertising and individual rhetorical figures in advertisements are clarified. A
comprehensive and thorough review of theoretical developments and previous
empirical research related to the dissertation topic is provided. The studies are
classified into two groups: a first group devoted to the use of rhetoric in
advertising, and a second group devoted to the impact of rhetorical figures in
advertising on consumers. At the end of this chapter, the studies are
systematized by problem areas and presented visually in tabular form.

Chapter two is devoted to the methodology of the study. It correctly
presents the main parameters and develops a well-structured research algorithm.
The analysis of 815 slogans accumulated from traditional and digital sources
speaks eloquently enough about the scale of the study. The slogans included in
the study are in both Bulgarian and foreign languages and are separated into ten
different product categories.

The research hypotheses were formulated correctly and the research
guestionnaire was constructed correctly. The respondents were asked to give
their assessment on two versions of the same advertising slogans. In the first
variant, the slogan is presented in the way it appears in the original
advertisement from which it is taken - containing a rhetorical figure. In the
second version, the rhetorical figure is removed and the meaning of the slogan
is retained. A further 'mirror' study has been conducted in which the first slogan
is in its original form and contains no rhetorical figures, and the second slogan
makes use of the rhetorical arsenal, with the meaning itself retained.

The statistical methods used to analyse the data were correctly chosen.
The perceived limitations of the study are outlined.

The third chapter is devoted to the content analysis of advertising
slogans. The analysis is carried out overall and by product category in several
directions: according to the length of the slogans, according to whether the
slogan is in Bulgarian or a foreign language and according to the type of
rhetorical figures used in the slogans. The author concludes that rhetoric is a
preferred tool for advertising professionals in Bulgaria, regardless of the
product category to which the products they promote belong, and that the
percentage of rhetorical figures used varies. On the basis of the results of the
analysis, a rhetorical profile of each of the product categories under
consideration was drawn up.

Chapter Four assesses the impact of rhetorical figures in advertising
slogans. In it, the ratings given by respondents to three advertising slogans that
contain a rhetorical figure and the ratings for the same slogans after their



transformation into a form without a rhetorical figure are examined in a
comparative perspective. The evaluation was made according to seven criteria:
originality, creativity, persuasiveness, comprehensibility, pleasantness,
memorability and inducement to purchase. The significance of the differences
according to gender, according to age and according to the material situation of
the respondents was investigated for the considered slogans according to these
criteria. The mean scores of the same syllables in the two versions "with", and
"without™ rhetorical figures are also presented in a comparative aspect. The
results of the "mirror" study with a booster sample are also presented. Based on
the results of chapter four, the research hypotheses defined in the methodology
are confirmed. The only exception is one of the hypotheses, namely that
"Advertising slogans that include rhetorical figures are perceived as more
comprehensible.”, which is not confirmed for financial services advertising. The
conclusion reached by the PhD student is that rhetorical figures make slogans
more original, more creative, more persuasive, more comprehensible, more
enjoyable, more memorable and more likely to prompt a purchase, whether the
advertisement is for FMCG, financial services or household goods.

The dissertation project developed by Tsvetelina Vladimirova shows that
the PhD student knows well the theory and methodology of advertising
research, can independently conduct such research and is a promising young
researcher.

3. Evaluation of the obtained scientific and applied results

The achieved results are in line with the set objectives and research tasks
and have theoretical, methodological and practical-applied character.

4. Evaluation of scientific and applied contributions

The PhD student formulated four scientific contributions. | accept all four
as real and justified.

1. Previous studies on the use of rhetorical figures in advertising have
been systematized.

2. A methodology for researching the impact of rhetorical figures in
advertising slogans was adapted and applied.

3. The impact of slogans with figures of speech compared to slogans
without figures of speech was evaluated, analyzing by product category.

4. Practical guidelines for improving advertising communication in its



part of developing advertising slogans are presented.

5. Evaluation of the dissertation publications

Tsvetelina Vladimirova has five publications related to the dissertation
topic - one article and four international conference papers (two from
conferences in the country and two from conferences abroad).

6. Evaluation of the abstract

The abstract on the topic of the dissertation is 57 pages long and contains
all the necessary requisites and requirements for its development. It fully and
faithfully reproduces in a summarised form the structure, content and
contributions of the dissertation.

7. Critical comments, recommendations and questions

My recommendation to the Ph.D. candidate is to continue research in the
area of the impact of rhetorical figures in advertising slogans.

8. Conclusion

The dissertation work developed by Tsvetelina Vladimirova is a thorough
scientific work of practical and applied character. It is professionally written, in
a high scientific style and presents the dissertant as a promising young
researcher with an enviable general economic culture and serious scientific
potential.

On the basis of the scientific and applied contributions in the dissertation
and in accordance with the accepted criteria for the award of the educational
and scientific degree "PhD", | express my strong opinion to award to Tsvetelina
Georgieva Vladimirova the educational and scientific degree "Doctor" in the
scientific specialty "Marketing".

Sofia
20.11.2024 Signature:
/Prof. Dr. Tatyana Netseva-Porcheva/
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