YHUBEPCUTET 3A HAIIMOHAJIHO 1 CBETOBHO CTOITAHCTBO

PEHEH3UA

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

Hayuna cneyuannocm ,, Mapxemune

OtHOCHO:  Jucepmayuonen mpyo 3a npucvicoane Ha obpazoeamenna u Hay4Ha cmenem

Joxkmop ““ no nayuna cneyuannocm ,, Mapxemune“ ¢ YHCC

ABTOp Ha nucepTauuoHuus Tpya: Mapuna FOnusnosa Toooposa

Tema na nucepraunoHHus TpyA: Llenosu enuanus 6vbpxy Opano umuodxca

OcHoBaHue 3a MpencTaBsIHE HA PELUEH3UATA: Yuacmue 6 cbCmasa HA HAYYHOMO HCYPU NO
3awuma Ha oucepmayuonHus mpyo cwvenacho 3anoged Ne898/ 25.03.2026 2. na 3am.-
pexkmopa no HUJ{ na YHCC.

1. Uudpopmanus 3a 1ucepTaHTa

JlucepTaHThT ce € o0ydaBall o0 JOKTOpPCKA mporpama MapkeTuHr, mpoheCuoHAITHO
Hanpasienue 3.8. Ikonomuka, kbM Katenpa ,,MapKkeTHUHT U CTpaTEeruuecko MjaaHupaHe™ Ha
daxynrer ,,Ynpasiaenue u agmuHuctpauua” Ha YHCC cwrioacHo 3anoBes Ha Pekrtopa Ha
YHCC Nel1187/21.04.2021 r. O0y4eHHETO € OCHIECTBEHO B peloBHA (hopMa mpe3 mepruoa
2021-2024 r., a npe3 2024 r. Mapuna TogopoBa € OTYUCIIEHA € IIPaBO Ha 3aIUTA.

JlucepTaHThT 3aBbpIIBA CpeAHO oOpa3zoBanume B Hammonamnata npupoao-
Matematuiecka rumHazus, Codus, ¢ npopun Martematuka u reorpadus. Ilpes 2019 r.
noiyyaBa OakalaBbpcKka cTeneH mo MapKeTHHr OT YHUBEpCHTETa 3a HAIWOHATHO U
cBeToBHO cTomaHcTBo. [Ipe3 2020 r. mpumobuBa MarucTbpcka CTeneH Mo MapKeTHHT ChC
cnenuanu3anus PeknamMmeH MEHUI)KMBHT B HaIllUsl YHUBEPCUTET.

JlucepTaHThT MMa HEMaIIbK OINUT KaTO aHAIW3aTOp Ha ma3zapHu mpoyuBanus. OT



2019 r. mocera MapuHa oTroBaps 3a 00paboTKaTa W aHAIKM3a HA JJAHHU OT MAapPKETUHTOBH
MpOy4YBaHUs, 3a aHANW3a Ha MOTPEOUTENICKO MOBEACHWE M HACHTH(HUIMpAHE Ha Ma3apHU
BB3MOXKHOCTH, KaKTO ¥ 3a M3IMOJ3BAHETO HA CTATUCTHUYECKU COPTyep 3a aHAIU3 Ha TOJIEMU
MacHBH OT JIaHHHU.

Crermmanzo crefBa fa ce oroenexu padorara Ha Mapuna B YHCC karo xoHOpyBaH
aCHCTEHT MO MapkeTHHr W MapKeTHHroBH mpoyuBanusa. Mmam MHOro no0pu JHYHU
BIIEYATIICHHSI, KAKTO W TMOJIOKUTEIIHA 00paTHA Bpbh3Ka OT CTYJCHTHTE 32 MPOBEXKIAHETO HA

BB3JI0)KEHUTE U KypCOBE.

2. O6ma XapaKTEPUCTUKA HA MPEACTABCHUS TUCEPTALIMOHECH TPYI

[IpencraBeHUsAT aucepTalMOHEH TpyA € B obem oT 194 cTpaHumm u BKIIIOYBA
BBBEJICHUE, TPU IJIaBH, 3aKJIIOUEHUE, U3MO0J3BaHa JUTEpaTtypa U npuioxeHus. OT rienHa
TOYKa Ha CBOWTE O0EM M CTPYKTypa HACTOSALIMAT TPyX HMa IapaMeTpu, KOUTO ca
OpUeMJIMBH W B TpaHHIWTE Ha OOWYAfHOTO 3a TMOMOOHM HAay4YHU MPOIYKTH.
JlucepTallMOHHUAT TPyA OTTrOBaps Ha M3MCKBaHUATA Ha ui. 27, an. 2 ot [lpaBunHuka 3a
npujaraHe Ha 3aKoHa 3a pa3BUTHE Ha aKaJeMUYHHs ChCTaB B PemyOnuka brarapus.

BvB BBBemeHHMETO HaA TpyAa OUCEPTAHTHT, CIEABAWKM noOpaTa MpPaKTHKA, €
MPeACTaBWII 3aMUCHIBT U METOAMYECKATA paMKa Ha AUCEPTALUATA CH.

[lo oTHOmIEHWME Ha aKmyaaHocmma HAa memama W 3HAUUMOCMMA HA
uscnedeanemo 6e3 CbMHEHHE MOXE Ja CE TBBPIH, Y€ T€ ca HaIUIE. APTyMEHTUTE 3a TOBa
TBBPJCHUE Ca CUCTEMAaTU3WPaHU A0OpE OT aBTOpa B HAKOJKO MOCOKH. ITbpeo, 3HaUEHNETO
Ha M3CJeIBaHeTO 3a Ou3Heca u OpaH] MEHHDKMBHTA € CBBP3aHO C MO-I00POTO pazdoupaHe
Ha LIEHOBUTE BB3NPUATHUSA, KOETO, OT CBOsl CTpaHa, MojarnomMara QopMyJHMpaHETO Ha
e(eKTUBHM CTPATErny 3a MO3ULMOHUPAHE U YIpaBJIeHHE HAa UMUIKa. ToBa ocurypsisa mo-
I00pO ChITIACYBaHE MEXIY IEHOBUTE M KOMYHUKAIIMOHHUTE IIOCIIAHUS, KOETO YKpEeIBa
JOBEPUETO KbM MapKaTa, CTUMYJUpa MPOAAKOWTE W TO3BOJSABA 3aIWTa HAa aJeKBAaTHO
[IEHOBO HUBO. Bmopo, 3HaueHNeTO Ha M3CIIEBAHETO 32 MOTPEOUTENNTE Ce U3pa3siBa B TOBA,
4e KOPEKTHOTO OTpeEesisiHe Ha IIEHUTE Ch3/1aBa MPEANOCTaBKU 3a MO-J00pPO CHOTBETCTBHE
MEX1y BB3IPUEMAHOTO KAuecTBO M IIEHOBOTO paBHUUIE. Tpemo, 3HAYEHHETO 3a
MapKeTHHIOBaTa HayKa U TIpaKTUKa MOXE Ja Cce€ CBBbpKE C oOoraTsiBaHe Ha
u3cienoBaTenckara 6as3a ¢ JaHHU 3a Bpb3KaTa MEXy IIeHAaTa U BB3MPHUATHETO 332 KAYECTBO.
OT mpakTuMyecka IJIeAHA TOYKa TOBA IMOANOMAara MapKETUHTOBUTE CIIELMAIUCTH Ja

OCMUCIIAT pOJIATA HAa ICHATA KATO KOMYHUKAIIMOHCH HWHCTPYMCHT W Oa YIIPpABJISABAT I10-



e(peKTUBHO KaKTO UMUJIKA, TaKa U IPOIaXOUTe.

Obexmvm u npeomemvm Ha u3ciedgane ca TPABUIHO (QOpMyJIUpaHU U
CbOTBETCTBAT Ha CHIBPXKAILIOTO ce B paborara m3cieaBaHe. OOEKT Ha HU3CIEABAHETO €
B3aMMOBpPB3KaTa MEX/y IIeHaTa, BB3MPUEMAHOTO Ka4eCTBO U OpaHI MMH/KA B TpoIeca Ha
MOTPEOUTEICKOTO BB3MPHUATHE W TOBEJCHHUE MPH MOKymNKa. [Ipeamer Ha m3cieqBaHeTo ca
MEXaHU3MUTE M €PEKTUTE Ha LIEHOBOTO BB3JEHCTBHE BBPXY BB3IPHUEMAHOTO KadyeCTBO,
CTOWHOCT M OpaHI MMHUIDK, M3CIEABAHM Ype3 ABE MPOAYKTOBH KaTErOpHHM — HATypalHU
COKOBE U TEJIEBU30PH.

dopmyIupoBKaTa Ha ueama - Aa C€ UACHTUPUIUPAT 3aKOHOMEPHOCTU MEXKIY
[[EHAaTa U BB3MPHUATHETO 32 KA4eCTBO M OpaH MMHJKa, KAKTO U Ja ce 000raTH pa30upaHeTo
3a ponsiTa Ha IeHaTa B TOTPEOMTENCKOTO MOBEACHHE Ype3 MpHIaraHe Ha EMIIUPHIHO
00OCHOBaH MOJIEIN 32 OLIEHKA Ha IEHOBUTE €(DEeKTH MPH Pa3TUIHU MPOIYKTOBHU KaTETOPHH —
€ MpeLn3Ha 1 aJieKBaTHa Ha N30paHUTEe 00EKT U NMPEeIMET Ha U3CIIEIBAHETO.

Taka ¢dopmynupanaTa 1en IUCEPTAHTHT MpeoOpa3dyBa B OOOCHOBAH KOMILJIEKC OT
CElIEM U3C1e008amesICKU 3a0a4u, KOUTO Ca JOTMYECKU MOAPENEHH H SICHO (POPMYJIMPAHH.
Te ca 10CTaThYHO KOHKPETHU; M3IIBIHEHUETO UM IO3BOJIBA Jla CE MOCTUTHE IMOCTaBEHATa
11€J1; ¥ HACOYBAT U3CJIEIBAHETO B IPABUIIHA [TOCOKA.

Tezama, KOATO [HUCEPTAHTHT € 3aAlUTHI, € Y€ IeHarTa € KOMYHHKAllMOHEH
MHCTPYMEHT, KOWTO OKa3Ba BIIMSIHUE BBPXY BB3IPHUATHETO 3a KAaYECTBO M UMUJKA Ha
JaJieHa CTOKa.

H3nonzeanama nayuyna aumepamypa BkimouBa 90 U3TOUHMKA — KHUTH U
MOHOIrpa(uH; CTATUU B HAYYHU CIIUCAHUA M JOKJIAIU OT HAyYHU KOH(PEPEHLINU; TOKIAIU U
OTYETH HA HAIIMOHAJHU U Ha/lHAlMOHAJIHU MHCTUTYLMU; CAalTOBE 3a Ma3apHa MH(GOpMaLHs.
JluteparypHHUTE U3TOYHHIIM Ca HA OBJITAPCKU U Ha AHTIUICKH €3HuK. bpoar Ha muTHpaHuTe
M3TOYHMIIM CHOTBETCTBA HAa M3UCKBaHUATA KbM MOJAOOHO HAy4yHO TBOPYECTBO.
bubnuorpadusra e peneBaHTHa 3a oO€KkTa M IpeaMeTa Ha H3CIEIBaHE M OTpassiBa
ChbBPEMEHHMTE MOCTUKEHUS MO Pa3IVIeKIaHUsl KPbI' OT BBIIPOCH. AHATM3UPAHUTE HAYyUYHU
U3TOYHHUIM CBHUJETEJNCTBAT 3a MHOIo J0o0pa OCBEJOMEHOCT Ha JAMCEpTaHTa IO

HpO6HeMaTI/IKaTa Ha JUCCPTAMOHHUSA TPYI.

3. OueHka Ha MOJyYeHUTe HAYYHH U HAYYHO-TIPUJIOKHH Pe3yJITaTH

CrpykTypaTa Ha TMpeACTaBeHUs TpyH OTpa3siBa JIOTMYEeCcKaTa IIbJIHOTAa Ha

H3CJICABAHCTO U € M3pa3 Ha ChbUHICCTBYBAIIUTC BPB3KU W 3aBUCUMOCTHU MCKAY CIICMCHTUTC



Ha WBJIO)KCHHETO - KaKTO MEXKIy OTACIHUTE TJIaBH, TaKa M MEXAYy TOUYKHUTE B TSX.
Jlormueckara moapenda Ha TJIaBUTE JaBa BH3MOKHOCT HAa aBTOpa JIa CH 3aJlaBa TOYHHUTE
BBIIPOCH KBbM H3CIIEJAOBATEIICKHs MPOOJIEeM W Ja MpaBU KOPEKTHH OOOOIICHUS OTHOCHO
notpebnennero Ha Trpaxaanute. CTHUIBT W €3UKHT HA JOKTOpPAaHTA C€ OTIMYABAT C
HAy4YHOCT, KaTO B CHIIOTO BPeME ca pa30upaeMu U SICHHU.

B nwpeama 2naea na paborara ¢ HanpaBeH aHAINW3 HA MPEAXOTHUTE WU3CICABAHUS
BBPXY I[I€HATa, CKIOHHOCTTA KbM TIOKYIKAa, BB3MPHUEMAHOTO KAdyeCTBO W HMHJKA Ha
Mapkara.

B Ta3u yact mppBOHAYAIHO Ca U3SICHEHU TPUTE TIOHATHSI — II€HA, KAYEeCTBO U UMUK,
B3aMMOBPB3KUTE MEXIy KOUTO TMPEACTABISIBAT TEOPETUYHA OCHOBA HA W3CIEIBAHETO.
Hayden pesynTaTr B Tasu 4acT Ha paboTaTa € HANpPaBEHHST MpErjiea Ha pa3OupaHusTa 3a
TPUTE TIOHATHS, OYEPTAHUTE TEXHU CBHIICCTBCHH NPHU3HAIM, W SCHO HW3PA3CHOTO
COOCTBEHOTO MHEHHE KO€ OT ONKHCAHOTO B HayyHaTa JIATEpaTypa € BB3IPUETO KaTo
pazbupane Ha aBTopa. [lo OTHOIIEHWE Ha IIeHATa aBTOPHT OTOENSA3BAa JBOWHCTBEHATA I
pOJIsi: TpaH3aKIMOHHA — Karo pa3MEHEH CKBUBAJICHT, HW3pa3sBalll WKOHOMHYECKATa
CTOMHOCT Ha MPOAYKTA; M IICUXOJIOTHYECKA U KOMyHUKAIIMOHHA — KaTO CUTHAJI 32 CTOMHOCT,
KauecTBO U commalieH craryc. CMsiTaM 3a yadeH U 000OCHOBAH MOAXOMbT Ha JOKTOPAHTA J1a
pasriiexaa IieHaTa Karo KOMYHHKAIMOHEH HOCUTEN, KOWTO OTpa3siBa CHOTHOIICHUETO
MEXTy TIpejiarane, ThPCeHE U Bh3NPUEMaHa CTOWHOCT.

[To oTHOMICHWE HA KAa4YECTBOTO HA MPOAYKTA JOKTOPAHTHT BB3IPHEMA pa3OUpaHETO
3a HEro KaTo 3a ChBKYITHOCT OT CBOMCTBA, Ype3 KOUTO C€ yIIOBJIETBOPSBAT MOTPEOHOCTHUTE
Ha ompeJeeHa rpyna norpedurenn. BaxkHo 3a KOHKpeTHaTa JUCEpTanus € pa30upaHeTo 3a
IIBOSIKAaTa MPUPOJIa HA KAYECTBOTO — OOCKTHUBHO M CYOEKTUBHO, OCOOEHO BTOPHUSAT KOHTEKCT,
T KaTo CyOCKTMBHOTO, WM BB3NPHEMAHOTO, Ka4yeCTBO IMPEJACTABIIABA OICHKA Ha
noTpeOUTENNTEe 3a CBOMCTBATA Ha NPOAYKTa, Oa3upaHa Ha JWYHUTE HYXIH, OMUT U
ouakBaHus. OT Ta3u IIL.T. BE3MPUEMAaHOTO KaueCTBO Ha IMPOJYKTa € MPEJCTaBEHO HE KAaTO
W30JIMpaHa HErOBa XapaKTEPUCTHKA, a KAaTO pe3yiTaT OT B3aUMOJCHCTBHUETO MEXKIY
OOCKTHMBHUTE CBOHCTBA Ha MPOMYKTa, CYOCKTHBHUTE OYAKBAaHUS HA MOTpeOUTens u
Ma3apHUTE CUTHAJH, CPeJ] KOWTO I[eHATa 3aeMa IIEHTPATHO MSICTO.

[To oTHONIEHNE HA UMUKA € BAKHO J1a ¢ OTOENEKH, Y€, MbPBO, aBTOPHT Bh3MpHUEeMa
mozmena Ha Kembp, cmopen KOWTO HWMHDKBT C€ pPa3riiekaa He Karo eIMHUYHA
XapaKTepUCTUKA, a KaTO MpPEka OT B3aWMMOCBBHP3aHU ACOIMAIIUU, KOWTO OIpPENeNsT Kak
MOTPEOUTENSIT BB3MpUEMa MpoaykTa. BTopo, B KOHTEKCTa Ha JucepTanusra OpaH.

HUMUJKBT CC pa3rjiCiKaa KaTto pe3yiTar OT B3aHMOHGﬁCTBHGTO MCXKY ICHA, BB3INPUCMAHO



KauecTBO U JoBepue. llenara nelicTBa KaTto cuUrHaja, KOWTO (opMupa OYaKBaHUATA 3a
KauyecTBO, JOKATO KauyeCTBOTO € E€MIMPHYHOTO JI0KA3aTEJICTBO, KOETO MOTBBP)KIaBa WU
OTXBBpJIA Te€3UW OdvakBaHMs. Koraro BB3NPUATHETO 3a CTOWHOCT € IOJIOKHUTEIHO U
MOCTIEIOBATEIHO MOAKPENIEHO OT PEaTHOTO MPEKMBABAHE, CE M3TPaXKAa CUJICH U CTaOWIIeH
UMUK Ha MapkaTta. OOpaTHO, HECHOTBETCTBUETO MEXKIY II€HA, KAa4eCTBO U MOTPEOUTENICKU
OIUT MOKE J1a MTOJIKOIIae JJOBEPUETO U J1a €pO3Hpa UMHUIKA.

Wmaiiku mpeaBua TOpHUTE MOHATHS W pa30HpaHeTo 3a TIX, HAMHpaM 3a Hay4IHO-
MPUJIOKEH pe3ynTaT W O0OOOIICHWETO Ha aBTOpa, 4Ye IIeHATa, BB3MPHEMAaHOTO KadyeCTBO U
OpaHax WMUIKBT TPEACTABISBAT B3aMMOCBBP3aHM €JIEMEHTH B CHCTEMara Ha
MOTPEOUTEICKOTO BB3MPHUATHE 32 CTOMHOCT. bpaH MMHIDKBT MOXE Jla Ce pasriexaa KaTo
pe3yJITar OT B3aUMOJECHCTBUETO MEKIY LIEHOBUTE BB3IPUITHS U OLIEHKaTa Ha KAYeCTBOTO —
IIpoLEC, MPU KOWTO LIEHaTa U3IIBJIHIBA POJIATA HA CUTHAJ, KAYECTBOTO — HA OTBBPKICHUE,
a UMUIKBT — Ha KpallHa KOTHUTHBHO-€MOLIMOHAJHA KOHCTPYKLMS, OTpa3siBalla
BB3IIPUETAaTa CTOMHOCT Ha MapKaTa.

[IpaBu BmeuaTiieHue, 4Ye H3IOKEHUETO € n00pe opranmsupano. Kopekrtno ca
UUTUPAHU HW3MOJI3BAHUTE JINTEPATYPHU HU3TOYHHMIM. MHOrO Ba)KHO €, Y€ JUCEPTAHTHT €
u3pa3miI cOOCTBEHO MHEHHE U € Jall aprTyMEHTH KO€ OT YYXXAWTE CTAaHOBHIIA IIpHUeMa, 1 KOe
— He.

Bmopama 2naea e mocBeTeHa Ha METOJOJIOTHATA Ha wu3ciensaHero. HayuHo-
OPUJIOKEH pe3yaTar B Hes € O00OCHOBKara Ha MpHJIAaraHeTo Ha KOJIWYECTBEHA
u3cnenosareincka nporpama. Ilociennata e opraHuzupaHa B JIBa CaMOCTOSTEIHH, HO
B3aMMO/IONBJIBAIIM CE€ €Tara, KOUTO MPEJOCTaBAT Pa3IudeH THIl eMIIMPUYHA HH(POPMALIHUS.
[IbpBUAT eTanm € HacOYEH KbM YCTAaHOBSIBAHE HA BIUSHUETO HA IIEHATa BBPXY BKYCOBOTO
BB3NPUATHE HA NPOAYKTa M KbM M3SACHSABAHE Jalud CaMOTO OOsBSIBAHE Ha IlI€HAaTa
NpeIU3BUKBA OLIEHKA 32 KAa4eCTBO, HE3aBUCHUMO OT PEAJIHUTE BKYCOBH XapaKTEPUCTUKH.
BropusT eran nopa3BuBa aHanu3a, KaTo pasrieXkaa BIMSHHETO Ha 1IEHATa B KOHTEKCTa Ha
peanmHu OpanoBe (YTBBPIAEH W HOB) U MPOIYKTOBH KaTErOpuMU — eaHa OBP3000OpOTHA H
€[lHa IbJIrOTpaiHa.

3a BCeKkHW OT JBaTa eTarna ca 000OCHOBAHU HETOBUTE LIEJIM; HApaBeHa € CPaBHUTEIHA
XapaKTepUCTUKA HAa ChOTBETHUTE METOJM 3a ChOMpaHe Ha JaHHU U € 00OCHOBAaH M300pa Ha
KOHKPETEH METOJA. 3a BKYCOBHS TeCT € 00OCHOBaHa IabopaTopHa EKCIIePHMEHTATHA
TEXHUKaTa ,,caMO CJIeI™“ C KOHTpPOJHA rpyna. 3a BTOpHs €Tall Ha H3clefoBaTescKaTa
mporeaypa € o00CHOBaHO m3mnoii3BaHe Ha nHTEepHET aHkera (CAWI) kato HAM-1TOAX OIS

KOJINYCCTBCH MCTO/J HAa JOIIUTBAHEC.



Jlpyr HayqHO-TIPHIIOKEH PE3yiTaT B Ta3W 4acT HA W3CJICIBAHETO Ca Pa3paOOTCHUTE
WHCTPYMEHTH 3a CHOMpaHE Ha JaHHUTE, 1 0OOCHOBKATa Ha IIeJIeBaTa ChBKYITHOCT, MOJIENA U
oOeMa Ha U3BaJIKaTa.

BbB BTOpara rinaBa Ha pasmIekKAaHUS MPOEKT € W3BBPIICHa M 00OCHOBKaTa Ha
MPOAYKTOBUTE KATErOpWUH, KOWTO Ja Obaar wuscineaBanu. [lo oTHomieHue Ha
O0bp30000POTHUTE CTOKH € apTyMEHTHPaH W300phT HA KaTErOpUsATA HAa HATYPAITHUTE COKOBE
3a JOMalllHa KOHCyMamWs TOpaau KOMOWHAIUs OT Ila3apHa 3HAYUMOCT, MIUPOKa
pPa3NpOCTPaHEHOCT W aHATMTHUYHA MPUTOJHOCT 3a LIeJIUTEe Ha u3ciensanero. Kareropusra
TEJEBU30PH € M30paHa KaTo MPEACTABUTENI HA MACOBUTE ABITOTPAHU TOTPEOUTEIICKH
crtoku (DCQG) nopanu HeliHaTa YHHMBEpCalHa pPa3NpOCTPAHEHOCT, BHUCOKA CTEMEH Ha
MPOHUKBAHE U OTYETIIMBO PAIIMOHATIN3UPAH XapaKTep Ha MOTPEOUTEIICKOTO TIOBEICHNE.

B mpemama 2naea na pabortara € HampaBeH aHAIW3 HA PE3YITATHTE OT
EMIIMPUYHUTE MPOYUYBAHUS 32 BB3ACHCTBUETO Ha IieHaTa. OCHOBHUTE HAyYHU U HAYYHO-
MPUJIOKHU PE3YITaTH, 10 KOUTO JOCTUTa IUCEPTAHTa, Ca CIACIHUTE:

[IspBO, KaTo mpenmnocraBKka 3a TMPaBWIHO ThHIKYBAaHE Ha PpE3yJITaTUTE OT
EMIIMPUYHUTE TPOYUYBAHUS € U3CJIEe/IBAaHA IIECHOBaTa YyBCTBUTEIHOCT BBB BCSKA OT JBETE
npoaykTtoBu kareropuu. C momomra Ha Mojena Ha [abop—I'panapp ca ouepranm
TpaHUIIUTE Ha IeHaTa, B KOUTO TMOTPEOUTENSIT C€ YyBCTBA KOMQOpPTHO, U ca
UJICHTUPUIMPAHU T.HApP. ONTUMAJIHA [IEHOBA TOYKA, KAKTO U MPEACIHUTE LICHHU.

Btopo, ananusupanu ca pe3ysiTatute OT MPOBEICHUS €KCIEPUMEHTAIEH BKYCOB TECT
3a BIUSHHUETO HA IIEHATa BBPXY BB3MPUEMAHOTO KadecTBO. Pe3ynrarure oT mpoBeleHUs
EKCIIEpUMEHT MOKa3BaT, Y€ JBE OT XUIIOTE3UTE C€ MOTBbPXKAABaT, a UMEHHO, ue CpeaHure
OLICHKHU 32 BBHHIIIEH BHUJ Ha €UH U ChIIl MPOAYKT C€ Pa3inyaBaT B 3aBUCUMOCT OT LIEHOBOTO
paBHuie, u 4ye CpeaHUTE OLIEHKM 3a BKYC HAa €IMH U ChII MPOAYKT CE€ pas3inyaBaT B
3aBUCHUMOCT OT IIEHOBOTO paBHHIIE. YacTUYHO ce MOTBbpxkAaBa, ue llenara Biusie BbpXy
OLICHKUTE JIOKOJIKO MPOAYKTHT CHOTBETCTBA Ha MpeJICTaBaTa 3a ,,MCTUHCKHA HaTypajeH COK™,
kakTo W ue [lo-BHCOKMTE 1IEHOBH paBHHUIIA CE€ CBBP3BAT C IO-BUCOKM OLCHKH 3a
BB3IPUEMAHO KaYeCTBO.

Tpero, 3a nma Obme wu3CIENBAHO BIUSHUETO HA IleHaTa BBPXY HWMHUKOBHUTE
WU3MEPEHUSI Ha HOB MPOAYKT, B JIBETE KATETOPUH Ca MPOBEICHU KOJIMUYECTBEHU U3CICABAHUS
C EKCIIEpMMEHTAJICH JU3aiiH C JB€ HE3aBUCUMHU U3BaJKU. Pe3ynrature mo OTHOIIEHHE HA
COKOBETE MOKa3BaT, 4€ IM0-BUCOKaTa I[€Ha CUCTEMATHUYHO MOBUINIABA OLICHKUTE 3a MPOJIYKTa,
KaTo €(eKTHhT Ce MPOSBIBA KAKTO HA HUBO OTJICITHH aTpUOYTH, TaKa U HA HUBO 0000IIECHU

uHAekcu. EQexThT Ha LieHaTa cie/Ba Jorukara Ha mojena Ha Kenbp: mbpBO ce IPOMEHST



aTpuOyTHUTE, CJIel TOBa MOJ3UTE, a HarjJacuTe OCTaBaT Hal-ycroiuuBu. [lo oTHOmEHNE Ha
TEJIEBU30PUTE MO-BUCOKATA [IEHA CHUCTEMAaTUYHO TMOBMINIABA OLEHKUTE 3a OO0 KaueCTBO U
U3IPBRKIMBOCT, HO €IHOBPEMEHHO C TOBA 3aCWJIBA KPUTUYHOCTTA KBM CBOTHOIIEHHUETO
,lieHa—kadecTBO". [lo-BucOKaTa 1eHa BOIU JI0 MO-0JIarONpPUATHA aTPUOYTHU OIICHKH U JI0
MO-BHCOKO BB3MpHUEMaHO 00110 kadecTBo. LleHaTa Bimsie Hal-CHIIHO BBPXY TEXHUYECKHUTE
aTpuOyTH, CBbP3aHU C HAACKIHOCT M TEXHOJIIOTUYHA CHBPEMEHHOCT.

Bendko or6ens3aHo mo-rope OTHOCHO MOCTUTHATHUTE HAYYHH M HAYYHO-TIPUIIOKHH
pe3yaTaTi MU JJaBa OCHOBAHME /1A 3aKJII0Ya, Y€ IOCTAaBEHUTE 3aJa4M Ca U3IIBIHEHH, a C TOBA

€ MMOCTUTHATA U IECJITa HA JUCCPTAINOHHUA TPY .

4. OueHka HAa HAYYHHUTE U HAYYHO-NIPUJIOKHH NPUHOCH

B aBTOpedepara aucepraHThT € (QopMyiMpasn LIECT NpuHOca. Te ca ONuUCaHu B
aBTOpe(depaTa Ha TpyJa U 3aTOBA HE I'M BB3NPOU3BEKIaM TyK. BaxkHOTO €, ye npuemam 3a
HAJIMYHY B JIUCEPTAlUATa Ha BCUYKU MPUHOCH, Makap 4e OM Morio te aa ce ¢hopMyaupar

MaJIKO MMO-CTCTHATO U MMO-CUHTC3UPAHO.

5. Ouenka Ha nyﬁ.mmaumne mo jucepranuara

JIMCepTaHTHT MPEICTaBs YETUPHU ITyOIUKANU — JOKIAJN OT HayYHH KOH(EpPECHINH,

KaKTO CIie/IBa:

1. TomopoBa, M., TeneBususiTa B epara Ha [AWTHUTATHUS MApKETUHI: JOBEpHE W
noTpeOuTencko BiusHUE, MexayHaponaHa HayyHa KoH(epeHmus "CrpaTernyecko
TaHupane U Mapketunr B purutanaus cBat', YHCC, noemBpu, 2025r. /mpuer 3a
neyvar/.

2. Todorova, M., Impact of price on perceived quality: an experimental taste test in the
natural juice category, International Scientific Conference "Strategic Planning and
Marketing in Digital World", UNWE, November, 2025 /accepted for publication/.

3. Todorova, M., Price as a Communication Signal: Theoretical Dependencies between
Price and Perceived Quality. Open Journal of Business and Management, 14, 681-692.
doi: 10.4236/0jbm.2026.141040.

[TyOnukamuure ca MO Temara Ha [OUCEpTalUsATa W MPEACTaBAT TNpea HaydHaTa

OOIIHOCT CBHIIECTBEHH YacTH OT Tpyna. [lo cBoure Tum n 0b6eM myOIMKAIUUTE MOKPUBAT

MUHHMAJIHUTE HAllMOHAIHU U3UCKBaHUs 3a npuchxaane Ha OHC ,, JlokTop®.



6. Ouenka Ha aBTOpedepara

ABTopedeparsT € mpeACcTaBeH Ha OBJITAPCKU U HA aHTJIMHCKU €3UK U € B 0011 00eM
or 74 crpanmmu. ABTopedepaThT ChIbpKAa BCHYKH HeoOXomuMmu eleMeHTH. B Hero

KOPCKTHO, TBJIHO W aICKBATHO € OTPA3C€HO ChbABPIKAHUCTO HA NUCCPTAIITUOHHUA TPYA.

7. KpuTHYHH 0eJIe:KKH, IPENOPbKH U BLIIPOCH

BbB BBBEAECHUETO HA M3CIEABAHETO KOPEKTHO Ca ONMCAHU HETOBUTE OTPAaHUYCHHS.
BbB Bpb3Ka ¢ OrpaHUYCHUSATA MTPABUIIHO € IOCOYEHO, Y€ €IHO OT TSX €, Y€ U3CIECABAHETO €
(bOoKycHpaHO BBPXY MOTPEOUTEICKH MPOIYKTH, T.€. HW3KIIOUEHW Ca HWHBECTUIIMOHHHUTE
NPOAYKTH. BBIIPOCHT MU € KaKBM Ca OYAKBAHUATA HAa aBTOPAa OTHOCHO NIPOSIBJICHUATA Ha
3aKOHOMEPHOCTUTE, YCTAaHOBEHHW B JUCEPTALMATA, MO OTHOIIEHWE HA WHBECTULWOHHHUTE

MPOIYKTH?
8. 3akioueHne
[IpeacraBeHUST JUCEPTALMOHEH TPYA € CaMOCTOSITETHO MIPOBEACHO HAy4yHO

H3CJICABAHC C ACHO OTKPOCHU PE3YJITATH U HAYIHO-IIPUJIOKHU NMTPUHOCH, CbOTBCTCTBAIIIO HA

HU3NCKBAaHHUATA KbM HOZ[O6€H HAY4CH TpPYyA. ToBa MH J1aBa OCHOBaHMeE JIa NIpeNnopbyaM Ha

HAVYHOTO KypH Aa npuchau Ha Mapuna IOausnosa ToaopoBa o0Opa3oBaTeHATA U

HAVYHA CcTeneH ../loKTOp* nmo HavyHa cnemuajgHocT .. MapkeTHHr®“., A3 caMHAT IIe

rJjacyBam voeaeHo ¢ ..Jla“.

06.04.2026 .
Codus npo¢. a-p Kpacumup Mapunos
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1. Information about the doctoral candidate

The doctoral candidate studied on the PhD programme in Marketing, professional
field 3.8. Economics, at the Department of Marketing and Strategic Planning, Faculty of
Management and Administration, UNWE, in accordance with Order No. 1187 of 21 April
2021 of the Rector of UNWE. The programme was undertaken as a full-time course during
the period 2021-2024, and in 2024 Marina Todorova was granted permission to defend her
thesis.

The PhD candidate completed her secondary education at the National Natural
Sciences and Mathematics High School, Sofia, specialising in Mathematics and Geography.
In 2019, she obtained a Bachelor’s degree in Marketing from the University of National and
World Economy. In 2020, she obtained a Master’s degree in Marketing, specialising in

Advertising Management, at our university.



The PhD candidate has considerable experience as a market research analyst. Since
2019, Marina has been responsible for processing and analysing data from marketing
research, analysing consumer behaviour and identifying market opportunities, as well as
using statistical software to analyse large datasets.

Particular mention should be made of Marina’s work at UNWE as a part-time
assistant lecturer in Marketing and Marketing Research. 1 have very positive personal
impressions, as well as positive feedback from students regarding the delivery of the courses
she has taught.

2. General description of the thesis

The presented dissertation comprises 194 pages and includes an introduction, three
chapters, a conclusion, a bibliography and appendices. In terms of its length and structure,
this thesis meets the parameters that are acceptable and within the usual limits for such
academic works. The thesis complies with the requirements of Article 27(2) of the
Regulations for the Implementation of the Law on the Development of Academic Staff in
the Republic of Bulgaria.

In the introduction to the thesis, the candidate, following good practice, has presented
the concept and methodological framework of their dissertation.

As regards the topicality of the subject and the significance of the research, it can
undoubtedly be stated that these are present. The arguments for this assertion are well
systematised by the author in several respects. Firstly, the significance of the research for
business and brand management lies in a better understanding of price perceptions, which,
in turn, aids the formulation of effective strategies for positioning and image management.
This ensures better alignment between pricing and communication messages, which
strengthens brand trust, stimulates sales and enables the maintenance of an appropriate price
level. Secondly, the significance of the research for consumers lies in the fact that correct
pricing creates the conditions for a better alignment between perceived quality and price
level. Thirdly, the significance for marketing science and practice lies in enriching the
research database with data on the relationship between price and perceived quality. From a
practical perspective, this helps marketing professionals to understand the role of price as a
communication tool and to manage both image and sales more effectively.

The research objective and subject are correctly formulated and correspond to the

research contained in the thesis. The research objective is the interrelationship between
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price, perceived quality and brand image in the process of consumer perception and
purchasing behaviour. The subject of the study is the mechanisms and effects of price on
perceived quality, value and brand image, examined across two product categories — natural
juices and televisions.

The objective is to identify patterns between price and perceptions of quality and
brand image, as well as to enhance understanding of the role of price in consumer behaviour
by applying an empirically grounded model for assessing price effects across different
product categories — is precise and appropriate to the chosen object and subject of the study.

The doctoral candidate has transformed this stated objective into a well-founded set
of seven research tasks, which are logically structured and clearly formulated. They are
sufficiently specific; their completion enables the stated objective to be achieved; and they
guide the research in the right direction.

The thesis defended by the doctoral candidate is that price is a communication tool
that influences the perception of quality and the image of a given product.

The academic literature used comprises 90 sources — books and monographs;
articles in academic journals and papers from academic conferences; reports and statements
from national and supranational institutions; and market information websites. The literature
sources are in Bulgarian and English. The number of cited sources meets the requirements
for such academic work. The bibliography is relevant to the object and subject of the
research and reflects current developments in the range of issues under consideration. The
analysed academic sources demonstrate the doctoral candidate’s excellent knowledge of the

subject matter of the thesis.

3. Assessment of the scientific and applied scientific results obtained

The structure of the presented work reflects the logical completeness of the research
and expresses the existing links and interdependencies between the elements of the
exposition — both between the individual chapters and between the points within them. The
logical arrangement of the chapters enables the author to pose the precise questions
regarding the research problem and to draw accurate conclusions concerning consumer
behaviour. The doctoral candidate’s style and language are distinguished by their scientific
rigour, whilst remaining comprehensible and clear.

The first chapter of the thesis analyses previous research on price, purchase

intention, perceived quality and brand image.
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In this section, the three concepts — price, quality and image — are first clarified, the
interrelationships between which form the theoretical basis of the study. The academic
contribution in this part of the work is the review of the understandings of the three
concepts, the outline of their essential characteristics, and the clearly expressed personal
opinion as to which of the views described in the academic literature is accepted as the
author’s understanding. With regard to price, the author notes its dual role: transactional —
as an exchange equivalent expressing the economic value of the product; and psychological
and communicative — as a signal of value, quality and social status. I consider the PhD
candidate’s approach of viewing price as a communicative medium that reflects the
relationship between supply, demand and perceived value to be appropriate and well-
founded.

With regard to product quality, the doctoral candidate views it as a set of properties
through which the needs of a specific group of consumers are met. Crucial to this particular
thesis is the understanding of the dual nature of quality — objective and subjective —
particularly the latter, as subjective, or perceived, quality represents consumers’ assessment
of a product’s attributes based on personal needs, experience and expectations. From this
perspective, the perceived quality of the product is presented not as an isolated
characteristic, but as the result of the interaction between the objective properties of the
product, the consumer’s subjective expectations and market signals, amongst which price
occupies a central place.

With regard to image, it is important to note that, firstly, the author adopts Keller’s
model, according to which image is viewed not as a single characteristic but as a network of
interrelated associations that determine how the consumer perceives the product. Secondly,
in the context of the thesis, brand image is viewed as the result of the interaction between
price, perceived quality and trust. Price acts as a signal that shapes expectations of quality,
whilst quality is the empirical evidence that confirms or refutes these expectations. When
the perception of value is positive and consistently supported by the actual experience, a
strong and stable brand image is built. Conversely, a mismatch between price, quality and
consumer experience can undermine trust and erode the image.

Bearing in mind the above concepts and understanding of them, I find the author’s
conclusion that price, perceived quality and brand image represent interrelated elements in
the system of consumer perception of value to be a scientifically sound finding. Brand
image can be viewed as the result of the interaction between price perceptions and quality

assessment — a process in which price acts as a signal, quality acts as confirmation, and
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image as a final cognitive-emotional construct reflecting the perceived value of the brand.

It is striking that the presentation is well organised. The literary sources used are
correctly cited. It is very important that the doctoral candidate has expressed his own
opinion and has provided arguments as to which of the other authors’ views he accepts and
which he does not.

The second chapter is devoted to the research methodology. Its scientific and
practical contribution lies in justifying the use of a quantitative research programme. This
programme is organised into two distinct yet complementary stages, which provide different
types of empirical data. The first stage aims to establish the influence of price on the taste
perception of the product and to clarify whether the mere announcement of the price triggers
a quality assessment, regardless of the actual taste characteristics. The second stage further
develops the analysis by examining the influence of price in the context of real brands
(established and new) and product categories — one fast-moving and one durable.

The objectives of each of the two stages are justified; a comparative analysis of the
relevant data collection methods is provided, and the choice of a specific method is justified.
For the taste test, the ‘immediately after’ laboratory experimental technique with a control
group is justified. For the second stage of the research procedure, the use of an online
survey (CAWI) is justified as the most appropriate quantitative survey method.

Another applied research outcome in this part of the study is the development of data
collection tools, and the justification of the target population, the sampling frame and the
sample size.

The second chapter of the project under consideration also provides the rationale for
the product categories to be studied. With regard to fast-moving consumer goods, the choice
of the category of natural juices for home consumption is justified by a combination of
market significance, widespread availability and analytical suitability for the purposes of the
study. The television category has been selected as representative of durable consumer
goods (DCG) due to its universal prevalence, high penetration rate and distinctly
rationalised nature of consumer behaviour.

The third chapter of the thesis analyses the results of the empirical studies on the
impact of price. The main scientific and applied scientific findings reached by the author are
as follows:

Firstly, as a prerequisite for the correct interpretation of the results of the empirical
studies, price sensitivity is examined in each of the two product categories. Using the

Gabor—Grunder model, the price ranges within which the consumer feels comfortable were
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outlined, and the so-called optimal price point, as well as the marginal prices, were
identified.

Secondly, the results of the experimental taste test on the influence of price on
perceived quality were analysed. The results of the experiment show that two of the
hypotheses are confirmed, namely that the average ratings for the appearance of the same
product vary depending on the price level, and that the average ratings for the taste of the
same product vary depending on the price level. It is partially confirmed that price
influences ratings of the extent to which the product corresponds to the perception of
‘genuine natural juice’, and that higher price levels are associated with higher ratings of
perceived quality.

Thirdly, to investigate the influence of price on the image dimensions of a new
product, quantitative studies with an experimental design involving two independent
samples were conducted in both categories. The results regarding juices show that a higher
price systematically increases product ratings, with the effect manifesting itself both at the
level of individual attributes and at the level of summary indices. The effect of price follows
the logic of Keller’s model: first the attributes change , then the benefits, whilst attitudes
remain the most stable. With regard to televisions, a higher price systematically increases
ratings for overall quality and durability, but at the same time heightens criticism of the
‘price—quality’ ratio. A higher price leads to more favourable attribute ratings and a higher
perceived overall quality. Price has the strongest influence on technical attributes related to
reliability and technological modernity.

Everything noted above regarding the scientific and applied scientific results
achieved gives me grounds to conclude that the set tasks have been fulfilled, and with this,

the aim of the thesis has been achieved.

4. Assessment of scientific and applied scientific contributions

In the abstract, the author has identified six contributions. These are described in the
abstract of the thesis and I therefore do not reproduce them here. The important point is that

I accept all the contributions as present in the thesis, although they could have been

formulated in a slightly more concise and synthesised manner.
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5. Assessment of the publications related to the thesis

The doctoral candidate presents four publications — papers from academic
conferences, as follows:

4. Todorova, M., Television in the era of digital marketing: trust and consumer influence,
International Scientific Conference ‘Strategic Planning and Marketing in the Digital
World’, UNWE, November 2025 /accepted for publication/.

5. Todorova, M., Impact of price on perceived quality: an experimental taste test in the
natural juice category, International Scientific Conference "Strategic Planning and
Marketing in the Digital World", UNWE, November 2025 /accepted for publication/.

6. Todorova, M., Price as a Communication Signal: Theoretical Dependencies between
Price and Perceived Quality. Open Journal of Business and Management, 14, 681-692.
doi: 10.4236/0jbm.2026.141040.

The publications are on the topic of the thesis and present significant parts of the
work to the academic community. In terms of their type and scope, the publications meet

the minimum national requirements for the award of the academic degree of ‘Doctor’.

6. Assessment of the abstract

The abstract is presented in Bulgarian and English and has a total length of 74 pages.
The abstract contains all the necessary elements. It accurately, fully and adequately reflects
the content of the thesis.

7. Critical comments, recommendations and questions

The introduction to the study correctly describes its limitations. In relation to the
limitations, it is correctly stated that one of them is that the study focuses on consumer
products, i.e. investment products are excluded. My question is: what are the author’s
expectations regarding the manifestations of the patterns identified in the thesis in relation
to investment products?

8. Conclusion

The presented thesis is an independently conducted scientific study with clearly
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defined results and scientific and applied contributions, meeting the requirements for such a

scientific work. This gives me grounds to recommend to the academic jury that Marina

Yulianova Todorova be awarded the academic and scientific degree of ‘Doctor’ in the

scientific discipline of ‘Marketing’. I myself will vote a resounding ‘Yes’.

6 April 2026

Sofia Prof. Dr. Krasimir Marinov
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