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1. Uudopmauus 3a 1ucepranra

HucepranTbT ce € oOy4yaBajd IO JOKTOpPCKa Iporpama KbM KaTeapa
,Mapkemune u cmpameecuuecko naanupane/paxynimem ,,Ynpaenenue u
aomunucmpayus* na YHCC no nayuna cneyuannocm ,, Mapkemune“ ChriiacHO
3anoBen Ha 3aMm.-pextopa o HUJI va YHCC Ne 942/27.04.2020 r. O6y4yeHueto ¢
OCBIIIECTBEHO B 3adouna (hopma mpe3 nepuoaa 2020-2024 r. B 6uorpadusra ca
JEKJIapUpaHd J00pH KOMYHUKAIIMOHHM YMEHHS W OTJIWYHO BIAJeeHE Ha
anruiicku e3uk (C2). IlpenogaBaHeTo B LUTUPAHOTO I'BPBUYHO 3BEHO IIIE
MMOMOTHE Ha KaHJIWJaTa J1a HaJIrPaJid TOCOYEHUTE TTO-TOPE YMEHHUSI.

2. O0ma xapaKkTepUCTHKA HA NPeACTABEHHUS JUCEPTAIMOHEH TPy

JlucepTallMOHHUAT TPYJ MMa CIelHaTa CTPYKTypa: YBOJ, YETHUPH TJIaBH,
3aKioueHue, oubnuorpadus u npuinoxeHus. M3cnenBanara TeMaTuka € 0COOEHO
aKTyajiHa OT TJIeJIHA TOYKa Ha ChBPEMEHHOTO pPa3BUTHE Ha MapKETHHra U IO-
KOHKPETHO — W3MUTBAaHETO Ha KOTHUTHUBHA HETHPIUMOCT OT CTpaHa Ha
norpedbuTenuTe (MpeaBUa OTPOMHUS 00€M MapKETHHTOBHM KOMYHHUKAIIMU, Ha
KOUTO ca W3JOKeHHW). Puropukara B MapkeTWHTa (M B YaCTHOCT PEKIAMHHTE
CIIOTaHW) HE TPEACTABIIsABA TMPOCTO KOHICTIHUA 3a pasrpaHUyYaBaHE OT



KOHKYPEHTHUTE TMPEIJIOKEHUs, a BKIIOYBAa CIOCOOMTE 3a W3MOJ3BaHE HAa
KOMITO3WIIMOHHU TEXHUKH W CTWIUCTHYHH GUTrypu 3a yOexjaBaHe Ha
norpedburenute 1o edekTuBeH HauyuH. Bbhopeku, ue 3HAUMMOCTTa Ha
pazpaboTkaTa He € no0pe mogyepraHa B TeKcCTa, T € Hamuie. [lociaemHoro
TBBPJICHHE ce 00yciaBs oT JBa (akTa: (1) pekiiaMHuTE OIO/PKETH Ha KOMIIAHUUTE
C€ yBeJIMYaBaT MHOTO MHTEH3UBHO Mpe3 MOCIEAHUTE ABE-TPU FOJAUHU U (2) Makap
CHBPEMEHHHUTE TIOTPEOUTENH /1a ca J0 rojisiMa CTETeH ,,0BJacTeHH  OJiaroiapeHme
Ha JWTUTATHUTE TEXHOJOTWH, €IHAa TojiiMa TIpyna oOT TAX ,,CTpagar™ oT
KOTHUTUBHA yMOpa, KOSATO BB3MPEMATCTBA CIOCOOHOCTTa UM Ja oOpaboTBar
uHpopManus. [IpunoxeHneTo Ha MHCTPYMEHTHTE Ha PUTOPUKATA € CIIOCOOHO /1a
MOBHUIITK JIOBEPHETO KbM OpaH/a B yCIOBUS Ha MOHUKEHO TaKOBA U J1a CH3AJe
yCJIOBHSI 3 OJIarONpUATHA €MOITMOHAIHA PEaKIys (OT TJI. T. Ha KOMITAHUHTE).

OcHoBHaTa 4acT OT pa3paboTkaTa € CTpyKTypupaHa B uyeTupH riaBu — (1)
KOHIIeTITyaHa; (2) MeToauyecka; (3) ananutudHa u (4) OlleHbYHO-TUCKYCHOHHA.

YBOABT pasriexaa HaKpaTKO MSCTOTO Ha pPHUTOPUKATa B peKiIaMmara,
MpPEACTaBs 1€, 3a/a4d, XUIOTE3W U TMpEeryie]l Ha ChAbPKAHUETO HA OTIACIHUTE
riaBu. Hayunust mpo6iiem caMo € 3aratHart, a mpejcTaBeHara 1ej o o0XBaT He
CHOTBETCTBA HAITBIIHO HA U3BBHPIIEHOTO B pa3paboTKara.

Yact oT mbpBa TNaBa € JIOTMYHO MOApEJeHa OT PETPOCIEKTHBHA TJETHA
TOYKa, Pa3TIeKIa MHOXKECTBO JINTEPATYpPHH W3TOUYHHWIIM, HO HAa MECTa JIUIICBA
KPUTHWYEH aHaJIU3 M 9acT OT KOHICTITUUTE ca MPEJCTaBEHN CXeMaTUuyHO. B mbpBa
rJlaBa ca MOXKETW Jla HaMepsIT MSACTO W Hal-ChBPEMEHHUTE IPOYYBAHUS B
obrnactTa (HampuMep: OleHKa Ha MapKETHHTOBO ChAbp)KaHHE MmocpeAcTBOM A.l.,
social media listening, sentiment analysis).

Bropa rmaBa mnpencraBs wu3uepnartesiHa WHQOpMaius 3a eTanuTe Ha
MOCTPOSIBAHE HA METOJIMKaTa, HO HE JlaBa MbJIHA TMPEJCTaBa 3a KPUTEPUUTE 3a
n300p Ha MPOIYKTOBUTE KATETOPUH, KAKTO M HA KaKbB MPUHIIMII ca MOAOUPAHU
CJIOTaHU CIIOpE]l €31Ka, KOMYHUKAIIMOHHUA KaHal u np. Tpanchopmupaneto upe3
U3IMOJI3BAHE HA PUTOPUYHU (UTYpHU CBIIO € HESICHO OT TJ. T. Ha LeNTa u
,,3alMa3BaHeTO Ha 3HavYeHHeTo“. [IpemoppunMTenHO € B OBACIIM TPYIOBE 1A Ce
MPEICTaBAT AOKA3aTeNICTBA 32 aPOONPAHETO HA METOUKATA.

Tpera rmaBa mpeicTaBsi AeTaljeH aHAIW3 Ha PE3yATaTHUTE OT KOHTEHT
aHanu3a (Hapen C PpUTOPUYHUA TPOPWI HA U3CICABAHUTE MPOTYKTOBU
kareropuw). Tyk JmrcBaT 0000IIeHNsATa, KOUTO ca SICHO M3Pa3eHH B IIbpBa IJ1aBa.

UerBbpTa TIJIaBa € IIOCBETEHA HAa OICHKaTa Ha BbB3JICHCTBUETO Ha
puTtopuyHuTe (UTYypH B pEKIAaMUTE CIOTaHW. [yK ca HaNpaBeHW JCTAIHH
CpaBHEHHUsI HAa OILICHKUTE Ha OPUTHMHAIHUTE CIIOTAaHM W TE3H, W3IO0JI3BaIU
PUTOPUYHU €JIIEMEHTH CIOpe]l IIbPBOHAYAIHO W3MOJ3BAaHUTE 7 KPUTEPHH.
[IpeaBun moguepraHata OM3HEC OpPUEHTALMS HA JUCEPTALMATA, HANPABEHUTE
U3BOJIM Ca KpailHO HEJAOCTAThYHM O OTHOILIEHHE HA MPUJIAaraHeTO Ha PUTOPUYHU



¢urypu. B ceramuus uMm BapuaHT Ce OCTaBa C BIICUATIICHHE 3a OOIIOBATUIHOCT
Ha TBBPJACHHATA, a pa3padoTKaTa OTKpHUBA HSIKOM 3aBHCHUMOCTH, KOWUTO OH
CJIEBAJIO J]a HaMEPAT MPUJIOKEHHWE B KOHKPETHH OpaHIOBE C JeTalIM3UpaHu
MpEeIOKeHUS 3a u3moi3BaHe. [IpenmopbhuBaM ToOBa Ja € OOCGKT Ha CleIBaIlu
pa3pabOTKH Ha AUCEPTAHTA.

3akiroueHueTo 000011aBa MOCTUTHATUTE PE3YITATH B HAyY€H U MPAKTUKO-
MIPUJIOKEH TUIaH, KaTO B Kpasi CE MPABAT U HAKOU MPEMOPHKHU.

bubnmuorpadusara BxiatouBa 125 M3TOYHUIM, KOUTO ca pa3HOOOpa3Hu (MO
CTUJI M ChIbPXKAHUE) U TOKA3BaT 3abJI00YEHOCT U IMIMPOKOCHEKTHPHOCT. [IpaBu
BIIeyaTJIeHUE U ye n3royHumre cien 2022 r. ca OCKbIHU.

3. OueHka HA MOJIy4YeHUTE HAYYHU U HAYYHO-TIPUJIOKHU Pe3yJaTaTH

Pesynrarure OT OUCEPTAIMOHHUS TPy JIEMOHCTPUpAT 3HAYMMOCTTAa Ha
pUTOpHUKATa B Ipolieca Ha MPOCKTUPAHE HA MAPKETMHTOBU KOMYHHMKAIIMU U TIO-
CIeIMAJIHO — B OoOJjlacTTa Ha Ju3aiiHa Ha eJleMeHTH Ha Opanpaa (cimoranu). OT
Hay4YHa TJIeJHA TOYKa, JOCTUTHATUTE PE3YITATH aJApeCcUpaT HAKOH ,,TECHU  MeCTa
B CHOCIHaJIM3UpaHaTa JIMTepaTypa 10 OTHOIICHWE Ha BB3ACHCTBUETO Ha
(UrypaTUBHH CTUJIOBE BBPXY BB3MPHUATHATA HA MOTPEOUTENUTE, KOUTO MOTaT Ja
MOCTyaT Karo OCHOBa 3a ObJaemM MpoydyBaHus. YacT OT MeTOoAHWKAaTa u
IIPOCKTUPAHETO HAa BBIIPOCHUKA Ca aJalTHPAHH IO MPEAXOJHH H3CICIBAHHUS U
MOJIEINIA, KOUTO MOJKE J1a C€ KaKe, Ue HaArpaKaaT U 000TaTsBaT ChIIECTBYBAIIIUTE
KOHIlENIMU (OT TJI. TOYKAa Ha maszap W oOxBaHaTH OpadmioBe). OT MPUIOKHA
MEePCIEKTUBA, W3CJICABAHETO HA CIIOTAaHW B PA3jIMYHM OpaHIIOBE JaBa ITHUPOK
CHEKTBP OT THIKYBaHHS M IPEIOCTaBS OCHOBAHWS Ha KOMIIAHUWTE Ja TECTBAT
pa3IMYHU CIICHAPWH, KaTO CHOJIFOJaBaT €MOIIMOHAIHM W CMHCIIOBH 3apsad Ha
KOMyHUKanuuTe cH. LlenTa u mocTtaBeHHWTE 3a7aud B JUCEPTAIMOHHHS TPYyH ca
W3MBJIHEHN (BBIPEKH, Y€ HE € HAI'BJIHO SICHO KaKBa MOXKE Ja ObJie OTIpaBHATa
TOYKA 32 CPAaBHCHUE HA BB3JICUCTBUATA B IIMTHPAHUTE OpaHIIIOBE).

4. OneHka HA HAYYHHUTE U HAYYHO-NIPUJIOKHU NIPUHOCH

B nucepranmionHusi Tpya moratr aa ObJaT OTKPOEHHU CIEIHUTE MPUHOCHU
MoMeHTH: (1) cucreMaTW3uMpaHu W KPUTUYHO aHAJU3UPAHU Ca NPEIXOJHU
MpOyYBaHUs B 00JaCTTa HA M3MOJ3BAHETO HA PUTOPUYHU (DUTYpU B pekiIamaTa u
ca nepuHUpaHU HEU3CIEABAHUTE IOJIETa B CHEIUAlM3UpaHaTa JuTeparypa; (2)
IIPEJIOKEHA € aJJanTUpaHa aBTOPCKa METOAMKA 3a U3CJIEIBAHE HAa BB3/ICUCTBUETO
Ha PUTOPUYHU (GUTYPU B pEKIaMHU cjoraHd B 11 MpoOmyKTOBH KaTeropuu B
boearapus; (3) nHampaBeHm ca 00OOIICHUS Ha BBH3JACHCTBUETO HA CIIOTAHH,
BKJIIOUBAIIY PUTOPUYHU (PUTYpH 1O 7 KPUTEPHUS U ca OTIPABEHU MPENOPHKU KbM
Ou3Heca BBB Bpb3Ka C IIOBUIIABaHE Ha pPE3yJNTaTUTE OT PEKIaMHUTE UM
KOMYHUKAIIUH.



5. Ouenka Ha NMyOJIUKANMHUTE MO JUCEPTANUATA

[IpencraBenute myOnukaruu (1 ctatus u 4 qokiana) NOKpUBAT 0OXBaTa Ha
AUcepTalMoHHUsA TpyA. Pesynrtatutre oT HayuyHarta paboTa Ha KaHAuWgaTa ca
MpEeICTaBEHU Ha MEXIYHapOIHU (OpyMHU, KOETO € CBUICTEICTBO, Y€ aBTOPHT €
MOJIyYnJI BB3MOXHOCT 3a JUCKYCHsI HA Hay4YHUTE CH ThPCEHHUS OT CPABHUTEIHO
HO-LIIUPOK KPBI' OT CIIELUATHUCTH.

6. Ouenka Ha aBTopedepara
ABTOpedepaTbT OTpa3siBa B  LSJIOCT OCHOBHUTE  MOMEHTH  OT
JAUCEePTAMOHHUSA TPY U MPEACTaBI HAYUYHUTE U MPUIIOKHHU IPUHOCH.

7. Kputuunu 0eJie:KKH, NPeNnOpPbKU U BbIIPOCH

B pamkuTe Ha mpeacTaBeHUs TPYZ MOXKE Jla CE€ HAlpaBU 3aKIIOUYEHUE, Ye
aBTOPBHT OOXBallla TeMaTa KOMIETEHTHO M 3aabibodeHo. M3cnenBanero ce
XapakTepu3upa C sCHa CTPYKTypa U JIOTHYECKa IOCJIEeI0BAaTEIHOCT Ha
U3IMOJI3BAHUTE METOJM, KOETO TOKa3Ba, 4Ye JUCEpTAaHThT € B CBHCTOSIHHE
CaMOCTOSITEJTHO J1a MIPOBEJE HAYYHO H3CIIeABaHE, KOETO € Hal-BaXXHOTO YCJIOBHE
3a mpuaobuBane Ha OHC , noxrtop®. IlpenBun dhopmynupoBkaTa Ha Temara, Ou
CJIeqIBajio Ja ce KOMEHTHpAT MO-00CTOMHO CIEIM(PHUKUTE MPU MPOSKTUPAHETO HA
CJIOTaHU B OTNeHHUTE OpaHioBe. [lo3BossiBaM cu fa 3a1aM U CIIETHUTE BBIIPOCH:

1) Or rnegHa Toyka Ha pPEKJIAMHUTE KOMYHUKAIIMM, KaKBU Ouxa Ouiu
ChOOpaKEHUATA, KOUTO aBTOPBHT 1€ KOMEHTHPA MO OTHOIIEHUE Ha MpUJIaraHeTo
putopuuHu ¢urypH B bbarapus npenBun HapacTBanus n1eGunuT Ha BHUMaHue?

2) Kou npuopuTteTy 3a BKIIOUYBAHETO HA PUTOPUYHH (PUTYpH OU cleaBajo
na ObAaT U3BENICHU NPEABU TMHAMUKATa HAa T€HEPATUBHUS N3KYCTBEH UHTEIIEKT?

[IpencraBeHuTe TOKYMEHTU 3a Hay4yHaTa paboTa Ha KaHIUZaTa MU JlaBaT
OCHOBaHME [la HampaBs CIEJHUTE NPErnopbku 3a Obaema akTuBHOCT: (1)
(GokycupaHe Ha Hay4YHUTE H3CIEABaHUS B IMO-KOHKPETHU 00JIacTH, KaTo
pe3ynraTuTe Ja ObAaT NPEeUMYIIECTBEHO MyOJMKYBaHU B M3aHUS HA aHTJIMUCKU
e3uK; (2) paboTa ¥ B Ipyrd UHTEPAUCIUIUIMHAPHU HAIIPaBJICHUSI.

8. 3akirouenue

Bb3 ocHOBa Ha 3ar03HaBAHETO C MPEJOCTABEHUS] OCHOBEH HAay4eH TPyl U
JEKIIAPUPAHUTE MYyOJIUKAIMU, CHIBPKAIMIUTE CE€ B TAX HAYYHH W TPUIIOKHU
MPUHOCH, HAMUpPAM JOCTaThYHU OCHOBAHUS Jla MpeJyioka Ja ObJe IMpHUChICHA
OHC ,,noxtop* Ha LlBerenuna ['eoprueBa BiapumupoBa B o0jacT Ha BHCIIETO
obOpazoBanue 3. ,,Conmanau, cronancku u npaBau Hayku ', [TH 3.8 ,,ikoHOMEKA®,
HC ,Mapketunr®. YoeneH cbM, 4e JOKTOPCKATa CTEIEH 1€ /1aJI€ Bh3MOXKHOCTU
3a OBJICIIO M HAYYHO Pa3BUTHE KaTO U3CE0BaTeN U IpenoaaBarel.

19.11.2024 r.
rp. BapHa [Moanuc:
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Reason for submission of the statement: participation in the academic jury for
defense of the dissertation according to ordinance Ne 3226/06.11.2024 of the
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1. Information about the doctoral candidate

The candidate has been enrolled in the doctoral program of the ,, Marketing
and Strategic Planning” department (Faculty of ,Management and
Administration) at UNWE 1n scientific discipline ,,Marketing“ in accordance
with Ordinance of the Vice-Rector for Research at UNWE Ne 942/27.04.2020.
The training has been carried out in part-time format during the period 2020-
2024. The resume of the candidate declares good communication skills and
excellent English language proficiency (C2). The teaching arrangements at the
above stated department will help the candidate to upscale these skills.

2. General presentation of the dissertation

The dissertation has the following structure: introduction, four chapters,
conclusion, bibliography and appendices. The researched topic is particularly
relevant from the perspective of the contemporary progress of marketing and,
more specifically, the development of cognitive fatigue by consumers (given the
enormous volume of marketing communications to which they are exposed).
Rhetoric in marketing (and advertising slogans in particular) is not simply a
concept for differentiating from competitive offers, but includes the means of
using compositional techniques and stylistic figures to persuade consumers in an



effective manner. Although the significance of the work is not well highlighted in
the text, it is well justifiable. The latter statement is vindicated by two facts: (1)
companies' advertising budgets have been increasing intensively over the last 2-3
years and (2) although modern consumers are largely empowered thanks to digital
technologies, a large group of them "suffer" from cognitive fatigue, which
hampers their ability to process information. The application of rhetorical tools is
capable of increasing brand trust in circumstances of reduced trust and creating
conditions for a favorable emotional reaction (from the perspective of companies).

The main body of the paper is structured into four chapters — (1)
conceptual; (2) methodological; (3) analytical and (4) evaluative.

The introduction briefly examines the place of rhetoric in advertising,
presents the aim, objectives, hypotheses, and an overview of the content of the
individual chapters. The scientific problem is only hinted at, and the aim (in terms
of scope) does not entirely correspond to the accomplishments in the dissertation.

Part of the chapter I is logically structured from a retrospective standpoint,
reviewing numerous sources, but in places critical analysis is lacking and some of
the concepts are presented schematically. The first chapter could have included
the most up-to-date research in the field (for example: evaluation of marketing
content using A.I., social media listening, sentiment analysis).

Chapter II presents comprehensive information about the stages of building
the methodology, but does not provide a complete picture of the criteria for
selecting product categories, as well as the principle on which slogans were
selected according to the language, communication channels, etc. The
transformation through the use of rhetorical figures is also unclear from the point
of view of the aim and "preservation of meaning". It is highly recommended to
deliver evidence for methodology testing in future scholarly works.

Chapter III presents a detailed analysis of the results of the content analysis
(along with the rhetorical profile of the product categories studied). The author
standpoints that are clearly expressed in Chapter I are lacking here.

The fourth chapter is dedicated to the evaluation of the impact of rhetorical
figures on advertising slogans. Here, detailed comparisons of the assessments of
the original slogans and those using rhetorical elements (according to the 7 criteria
originally applied) are made. Given the underscored business orientation of the
dissertation, the conclusions drawn are insufficient in terms of the application of
rhetorical figures. In their current version, one could be left with the impression of
general validity of the statements, and the work reveals some dependencies that
should find application in specific industries with detailed suggestions for
implementation. I recommend this to be the scope of further scholarly works by
the candidate.



The conclusion summarizes the results achieved in scientific and applied
context. Lastly, some recommendations are presented.

The bibliography includes 125 sources, which are diverse (in style and
content) and demonstrate depth and breadth of research. It is also noticeable that
sources after 2022 are scarce.

3. Evaluation of the reached scientific and applied scientific results

The results of the dissertation demonstrate the importance of rhetoric in the
process of designing marketing communications and, in particular, in the field of
brand element design (slogans). From a scientific point of view, the results
achieved address some gaps in the specialized literature regarding the impact of
figurative styles on consumer perceptions, which can serve as pivot for future
research. Part of the methodology and design of the questionnaire are adapted
from previous studies and models, which can be perceived to build on and enrich
existing concepts (from the point of view of the market and the industries
covered). From an applied perspective, the study of slogans in different industries
allows for a wide range of interpretations and provides grounds for companies to
test different scenarios, observing the emotional and semantic charges of their
communications. The aim and objectives set in the dissertation have been met
(although it is not entirely clear what the starting point for comparing the impacts
in the cited industries can be).

4. Evaluation of scientific and applied scientific contributions

The following contributions can be highlighted in the dissertation: (1)
previous studies in the field of the use of rhetorical figures in advertising have
been systematized and critically analyzed and unexplored fields in the specialized
literature have been identified; (2) an adapted author's methodology has been
proposed for studying the impact of rhetorical figures in advertising slogans in 11
product categories in Bulgaria; (3) summaries have been made of the impact of
slogans including rhetorical figures according to 7 criteria and recommendations
have been suggested to businesses in relation to increasing the results of their
advertising communications.

5. Evaluation of dissertation publications

The submitted publications (1 article and 4 conference proceedings papers)
share a common perimeter with the scope of the dissertation work. The results of
the candidate's scholarly work have been presented at international forums, which
is evidence that the author has been given the opportunity to discuss her scientific
research with a relatively wider circle of specialists.

6. Evaluation of the resume (auto referral) of the dissertation

The resume reflects the main points of the dissertation work in its entirety
and presents the scientific and applied contributions.



7. Critical remarks, recommendations and questions

Within the framework of the presented dissertation, it can be concluded that
the author covers the topic competently and methodically. The study is
characterized by a clear structure and logical sequence of the methods used, which
shows that the doctoral candidate is able to independently conduct scientific
research, which is the most important condition for acquiring the doctoral degree.
Given the formulation of the topic, the specifics of designing slogans in individual
industries should be commented on in more detail.

I would also like to ask the following questions:

1) From the point of view of advertising communications, what
considerations would the author delineate regarding the application of rhetorical
figures in Bulgaria, given the growing attention deficit?

2) What priorities for the inclusion of rhetorical figures should be derived,
taking into account the dynamics of generative artificial intelligence?

The documents presented about the candidate's scientific work give me
reason to make the following recommendations for future activity: (1) focusing
scientific research in more specific areas, with results issued predominantly in
English-language publications; (2) working in other interdisciplinary areas.

8. Conclusion

Based on the submitted dissertation and the declared scientific publications,
the scholarly and applied contributions contained threin, I find sufficient evidence
to propose to the respected scientific jury to award the educational and scientific
degree "Doctor" to Tsvetelina Georgieva Vladimirova in the field of higher
education 3. ,,Social, Economic and Legal sciences, Professional field 3.8
,Bconomics®, scientific discipline “Marketing”. I am convinced that the doctoral
degree will provide opportunities for her future scientific development as a
researcher and professor.

19.11.2024
Varna Signature:




