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Ha ocuosanue 4. 9 or 3PACPB, 4. 30, an. 3, wi. 31 ot IIII3PACPB u un. 99 ot
[IpaBunnuka 3a yueOHaTa aerinoct Ha YHCC, 3anmoen Ne 2701/01.10.2024 r. na Pextopa Ha
YHCC, pemenue Ha Kareapenus cpBeT Ha Kateqpa ,,MapKeTHHT U CTPATErHuecKo MIaHupaHe
(ITpotokon Ne 12/04.03.2026 r.) u peunienue Ha @axynTeTHUS ChBET Ha (haKkyITeT YTpaBleHUE
u anmuauctpanus (IIporokon Ne 7/24.03.2026 r.) npu YHCC, nocneaanu ot 3amoBe Ne 898
ot 25.03.2026 r. Ha 3am. pexrop no HM/] na YHCC cbm n30pas 3a yien Ha Hay4Ho xxkypm, a
Ha IBpBOTO 3acenaHue Ha xyputo Ha 01.04.2026 r. cbM omnpeneneH 3a pPELEH3EHT Ha
TUCEPTALUOHHUSA TPYA.

B wusnbnHeHue Ha 3aqbJDKEHHMSATA MU IPEACTaBAM CIEAHUTE KOHCTATallMH U
3aKJIIOYeHHusl, KaTo ce cTapas Ja cCla3BaM HalbJIHO TNpernopbuuTEeIHaTa CTPYKTypa 3a

peLeH3us..

1. IHdbopmaumsa 3a gucepTaHTta

Mapuna HOnusHoBa TomopoBa e 3aBbpiinia cpeano oopasoBanue npe3 2015 1. B
Hanmonannata npupomo-matematuyecka rumHasus, Codusi, ¢ npodwmwr: ,Maremaruka u
reorpadus‘.

Bennara crnem ToBa TS 3ammcBa CHEIUATHOCT ,,MapkeTHHT™ B YHHBEpCHUTETa 3a
HanroHaaHo u cBeToBHO cTomancTBO (YHCC), xpaeto mpe3 toau 2019 . ce numiomupa Kato
O0akasaBbp. U cien ToBa T8 npoabikaBa oTHOBO cieaBaHero cu B YHCC B cnermanHocT
»MapKeTuHr* cbc crenuaiu3anus ,bpaHn MEHUDKMBHT®, KBAETO TOJyuyaBa CTENeH
maructsp npe3 oktomBpu 2020 r. lo To3u moBox mMora fa a00aBs, 4e oIle OT BTOPHU KypcC

OICHUX OTIMYHHTE CIIOCOOHOCTHU Ha JOKTOpAaHTKaTa Aa yCBOsBa IIPCNOAaBaHuA MaTCpUall, a



ro o0orarsiBa 4pe3 JOMbIHUTEIHN aKaJeMHUYHU IPOYYBaHUs U J1a CTUTa A0 COOCTBEHH U3BOAU
U 3aKJIFOUEHHUS.

Heiinara mo603HaTeIHOCT M HHTEpEC KbM MAapKETHHTA s HaChpyaBaT Jja KaHH/1aTCTBA
3a Hay4HaTa ¥ 00pa3oBaTeJIHATa CTEIIEH ,,JJOKTOP®, KaTo Clie/l YCIEIHO U3AbpKaH KOHKYPC TS
€ 3a4KCIICHa B PeIOBHA JOKTOpPaHTypa Ha oOydeHue che 3amoBen Ne 1187 ot 21.04.2021 r.
Ha Pexropa na YHCC.

Kakro ce koHCTatupa oT HelHaTa aBTOOMOrpadus, TS YCIHEIIHO ChYETaBa CBOETO
oOydeHne 0 MapKeTUHT ¢ MPaKTHKa UMEHHO 10 MAapKeTUHT, nmoHexe oT 2019 r. ta padotu
KaToO aHAJM3aTOP HA MPOoy4YBaHUA Ha na3apu B ,IIparmatuka®“ EOO/l, kbaeTo ce 3aHuMana
¢ 00paboTKa M aHaIHM3 HAa JaHHU OT MAPKETHHI'OBU NIPOYYBAHHS, TPOBEKIAHE HA TBPBUYHU U
BTOPUYHU MApKETHMHIOBH IPOYYBAHUS, aHAIUW3 Ha MOTPEOUTENCKO IIOBEJIEHUE U
UICHTU(QUIMPAHE HA Ta3apHU BB3MOXKHOCTH, W3MOJ3BaHE HAa CTATUCTHYECKH codTyep 3a
aHaJlu3 Ha TOJIEeMH MAaCUBU JaHHHU.

Hsama kak 1a ce OTMUHAT JIMYHUTE MOCTUKEHHUS Ha JIOKTOPAHTKATa, 8 UMEHHO: ITbPBO
MACTO B KOHKypca Ha kmeta.bg (12 noemBpu 2020), mbpBo Mmscto Ha Haumonainara
omuvnuana mo Mapkerunr (11 maii 2019) m BAAwards - 3marHa Harpaga B KaTeropus
CTYJEHTCKH NpoekTH (24 okromspu 2019).

Otnnuena e u cbe cepTuduraTn Building Digital Branding - SoftUni Digital mpe3 2018
r. u Digital Marketing Basics - SoftUni Digital npe3 2021 r.

Karo wuscnenoBaren Mapuna TomopoBa wiarocTpupa CBOUTE KadecTBa U 4Ype3
JTUCEPTAlMOHHUSA CH TPYJ, KOUTO IMO3BOJISIBAT Ja KOMOMHMPA yCHEIIHO NMpPpHI00MBaHe Ha

HOBHU 3HAHUSA U TAXHOTO NPpUJaraHe B u3cjieaoBarejiCckaTa nIpaKkTuKka.

2. Ob6Lwa xapaKkTepucTmka Ha npeacTtaBeHnst AUcepTaunoHeH Tpya

JlucepTaniuoHHUAT TPy Ha Tema ,,l{eHoBU BiIusiHUSA BbpXY OpaHa UMuIKa” € B 00emM
Ha 194 craHgapTHU CTpaHULM, OT KOUTO 163 CTpaHMIM MpEACTaBIsiBA OCHOBHHSAT TEKCT, a
ocrananute ca oubmuorpadus (90 U3TOUHUIIN) U TIpUIIOKEHUs. TO# ce ChCTOM OT yBOJ, TPU
OCHOBH TJIaBH, 3aKTIOYCHHUE, U3IT0JI3BaHA JTUTEPATYPA U MPUITOKCHHS.

3ar;iaBueTo0 Ha JUCEPTAIMATA OTTOBOPS HA CHAbPKAHMETO. AKO YHUTATENAT Ce
BIJI€Ia MO-BHUMATEIHO B CHOTBETCTBHETO HA 3arJIaBU€ U TEKCT, TO ChC CUTYPHOCT LI
KOHCTaTHpa caMO Ha HSKOM MecTa (HauCTHHA, B MHOTO OTpaHH4YeH 00eM) 4e TEeKCTHT M3IU3a
M3BBH PaMKHUTE Ha 3arjlaBUETO, HO TE3U ,,0TKJIOHCHH“ ca TIOJIE3HU, TIOHEXKE Ca HANPABEHH B

I10JI3a Ha TbPCCHETO HA JOIMBJIHHUTCIIHN JOKa3aTCIICTBAa U JOIMyCTUMa KOCBCHA apryMCHTAl s,



Hamupam te3u ,,0TKIIOHEHUS® 3a Ba)KHU, IOHEXKE T€ MO0 €IUH WIU JAPYr HAa4MH JOI'BJIBAT
o0Iara KapTHHA Ha U3CIICIBAHETO.

[TpaBriIHO OIIIe B HAYAIOTO c€ OTOEIA3BA Y€ AKTYAJHOCTTA HAa TUCEPTALIMOHHUS TPY L
MOJKe J1a ce 000CHOBE OT ITOHE MET TEOPETUKO-IPUIIOKHU apryMeHTa (c. 2-4).

3HaYMMOCTTa Ha HU3CJIEIBAHETO C€ M3pas3siBa B IpEAJaraHeTo Ha aHAJIUTHYEH U
MPOTHOCTUYEH MOJIEN 3a OIICHKAa Ha MPOIIECUTE B TPU OCHOBHM HAIPaBICHMA: 3a OM3HECA U
HEroBUs OpaH] MEHUIKMBHT; 3a IOTPEOUTENINTE; 32 MapKETUHIOBaTa HaykKa ( ¢.4).

YcraHOoBsIBaM 4e 3HAYMMOCTTA Ha BBIIPOCA 32 LIEHOBUTE BIUSHUS BbPXY OpaHa UMH]IKA
IIPOU3THYA U OT JIMIICATA HA JOCTATHYHO eMIIMPHYHM U3cjeABaHus B beiarapus, Kouto 1a
MPOCIIEAST KaK UMEHHO IIeHaTa BIHSAE BHPXY BB3MPHUATHETO 32 KAYeCTBO M CKIOHHOCTTA 32
MOKYIIKa, KOETO 00yclaBsi HeOOXOAMMOCTTA OT NMPOBeXKIaAHe HA M3CJAeIBAHUS, OTUYUTALIH
crieln(pUKUTE Ha MECTHUS Ma3ap.

B TO3M KOHTEKCT OCHOBHUSAT H3CJENOBATEICKH MPO0JieM, KOWTO JOKTOpaHTKaTa CU
mocrass, €: ,,Kak u B KaKBa cTeleH LleHATa BJUsie BbPXY Bb3NPHATHETO 32 KA4eCTBO Ha
NPOAYKTHTE?", € KOMIUIEKCEH BBIIPOC, KOWTO He € pa3padoTBaH B ObJrapckara Hay4Ha
creqUATU3NPaHa JUTepaTypa.

['opHuTE NMPUUMHM MU TO3BOJISIBAT Jia TBBPIAS Y€ TeMaTa € HOBA, M3KJIKYHMTETHO
OPMIHHAJIHA U 10CTATHYHO AKTYaJIHA.

Henara Ha nucepTallMOHHUS TPYJI € Aa C€ UACHTUPHUIHMPAT 3aKOHOMEPHOCTH MEXKIY
LIeHaTa ¥ BB3MPUATUETO 32 KaYeCTBO U OpaH/l UMMJKA, KAKTO U Jla ce 000ratu pa3onpaHeTo 3a
poJIsiTa Ha IIeHaTa B MOTPEOUTEICKOTO MOBEICHUE Upe3 MpUIarane Ha eMIIMPUYHO 000CHOBaH
MOJIENT 332 OIICHKAa Ha IICHOBUTE e€()eKTH TPU Pa3IMYHHA NMPOJYKTOBH KATETOPWH, TPABUITHO
pasmucaHo Ha c. 6.

O0eKT Ha JUCEPTALIMOHHUSA TPy € B3aUMOBPbB3KaTa MEX/y LieHaTa, Bb3IPUEMAHOTO
Ka4yecTBO U OpaH/] MMHUIPKA B Ipolieca Ha MOTPEOUTEICKOTO BB3MPUATHE U MOBEACHUE NpPU
nokynka. [lpeameT Ha H3CleIBaHETO Ca MEXaHU3MHUTE U e(DEKTUTE Ha IIEHOBOTO BH3/ICHCTBHE
BBPXY BB3NPHEMAHOTO KadeCcTBO, CTOMHOCT ¥ OpaHI WMWK, HW3CICABAHH Ype3 JIBE
MPOAYKTOBU KaTErOPUU - HATYPaJIHU COKOBE M TEJIEBU30PH.

dopmynrpaHa € u3cjeg0BaTe1cKa Te3a, YUATO BATUIHOCT CE TECTBA B MTOCTIE/IBAIIIUTE
rinaBu: ,llenata QyHKIMOHMpPAa KaTO KOMYHUKAIIMOHEH CHUTHAJ, KOHTO OKa3Ba CHIIECTBEHO
BJIMSIHAE BHPXY BB3IPHEMAHOTO KauecTBO M OpaHI MMHKA, KATO CHJIaTa HA TOBA BIIHSHHE

Bapypa B 3aBUCUMOCT OT IIPOJIyKTOBaTa KaTeropus.



Te3ata e KOHKpETHU3MpaHa B YeTHPH H3cJedoBaTeJICKU xunore3n. Hapen c Tsx, BbB
BCSAKO M3clieiBaHe ca (HOpMYyITUpaHU U creuuuYHu paOOTHH XHUIOTE3H, MOJUIeKAIld Ha
CTaTUCTHYECKA MTPOBEPKA.

HanbiHo omoOpsiBaM moaxoja XHUIIOTE3UTE Ja ce TeCcTBAT eMIMPUYHO 4pe3 TPHU
OT/IeJIHU M3CJeIBaHusA, oOxBamamu kKakto 0bp3006opotan (FMCG), Taka U OBJITOTpaliHH
ctoku (DCQG), ¢ nen na ce nmpoBepu BaIUMAHOCTTA HA Te€3aTa C MPEACTABUTEIM Ha Pa3IU4HU
MpoayKTOBH Kareropu B B2C KOHTEKCT: BKYCOB TECT C HATypallHU COKOBE, MPU KOWTO
YYaCTHUIIUTE OLIEHABAT MPOIYKTH 0e3 mH(popMalus 3a MapKa, a eIUHCTBEHO Ha 0a3a IeHa;
KOJMYECTBEHU M3CIICJIBAHUSI C HATYpPAJHU COKOBE M C TEJIEBU30PH, MPU KOUTO CE€ MPOMEHS
[IeHAaTa MMPU WICHTUIHH MTPOTyKTOBH XapaKTEPUCTUKH, 32 Ja C€ IPOCIICIN BIMSHUETO i BBPXY
BB3MPUEMAHOTO KAueCTBO U CKIOHHOCTTa 3a TIOKymka. M JBeTe eKcrepruMeHTaTHU
W3CNeIBaHMs ca MPOEKTHpPAHU CIOpe] JorHKaTa Ha ceteris paribus, T.e. IpU paBHHU JIPYTH
YCIIOBUSL - TIPOMEHS C€ €IWHCTBEHO IIeHOBaTa MPOMEHJIMBA, JIOKATO OCTaHAIHUTE
XapaKTePUCTHKU CE 3ara3BaT KOHCTAHTHHU.

Ornucany ca KOPEKTHO OTPAHMYUTETHUTE PAMKH, B KOUTO C€ OCBIIECTBSIBA HAYIHOTO
u3cneaBaHe. B u3cienBaHeTo ca BB3MPUETH — OTHOBO IMOAYEpTaBaM, Y€ TOBA € IPaBHIICH
MOJXOJI — JIBa THIA OTPaHUYCHHsI: CBBP3aHH C 00XBaTa U ¢ €KCIepUMEHTAIHATA MIPoLeaypa U
wraH. OOXBaThT € IIEJIEHACOYEHO OrpaHWyYeH O TOTPEOMTEICKH CTOKH, TBH KaTo
W3CIIEBAHETO TSN JIa TIPOCIICTN HAYMHA, TT0 KOWTO I[eHaTa Bb3/ICHCTBA BEPXY BB3NPHUATHETO
3a KQUeCTBO U CTOMHOCT MPHU UHAWBUIyATHUTE TOTPEOUTEINH.

B cTpykTypHO OTHOIIEHHE [WCepTaluATa € Uu3rpajJieHa CTPOHHO U JIOTUYHO.
W3nom3Bana e Tpu3BeHHa cTpyktypa. Crnopen MeH T (CTpyKTypara), OamaHChT MEXIY
JaCTUTE W Hal-BeUe TAXHOTO ChIbP)KAHUE TPEJCTABAT B MPHUITHA CBETIMHA JOKTOPAHTKATa
Mapuna ToopoBa KaTo MOJIEPEH M3CIE0BATEN U MOHATHO U3pa3siBalll Ce KOJIera.

IInpBa raaBa, o3arnaBeHa ,,AHaU3 Ha IPEIXOJHUTE U3CIEIBAHUS BbPXY BIUSHUETO
Ha IIEHAaTa BBPXY CKJIOHHOCTTAa KHbM IIOKYIKA, BBH3MPUEMAHOTO KAYeCTBO WM HMHDKA Ha
Mapkara“ (c. 12-54) e onut na ce nmpoydat, 0000IIAT U HHTETPUPAT TEOPETUUHU TOCTAHOBKU U
Jla ce M3rpajyl KOHIENTyaTHaTa OCHOBA HA U3CJIEIBAHETO, KaTO CE U3ACHSABAT KOHIICTITYATHUTE
Y U3CTIEIOBATEJICKM OCHOBH Ha TeMaTa, Jia ce pas3riiefaT ChIIeCTBYBAIIUTEe HAYYHH MMOAXOAU U
EMIUPUYHU H3CJIECBAaHUSI BBPXY pOJSATA HA II€HATA B HM3TPa)XJAaHETO HAa OpaH] HMHJIKA.
AKIICHTBT C€ TTOCTaBs BPXY KOMYHUKAIIMOHHATA (DYHKIUS Ha [IEHATa H BEPXY pa3OUpaHeTo H
KaTO CHUTHAJ 3a Ka4eCTBO M peajHa CTOMHOCT (pa3xo/u + reyanda).

Bropa riaBa, ¢ HaumeHoBaHue ,,MeTononorus Ha u3cineaBaHeTo” (c. 55-98) e ¢

TCOPCTUKO-MCTONOJIOTUYCH XapaKTEP. B Hes ce obGocHoBaBaT I/I36paHI/ITe METOAOJOTMYHHA



noaxonu, (GopMyJIupaT ce XHUIOTE3UTe M ce NpEeACTaBs pa3paboTeHaTa eKCIepUMEHTallHA
pamka Ha u3ciefBaHeTo. OnucBaT ce U3IM0JI3BAaHUTE METOIU, HHCTPYMEHTApUYM M JIOTUKATa
Ha EKCIIEPUMEHTHUTE, IPOBEJCHU B PA3IJIEKIaHUTE NMPOLYyKTOBH rpynu. OLeHsaBaM Ta3u 4acT
KaTo BbB3JI0BA 3a YCIENIHOTO IMOCTUTaHE Ha AHAIWTUYHM W MPOTHOCTHUYHU PE3YJITaTH OT
OCBIIIECTBEHOTO M3CIIEABAHE.

Tpera riaBa, Hocella UMeTo ,,EMnupruyeH aHaan3 Ha LIEHOBUTE Bb3aeHcTBUS (C. 99-
160) e ¢ emnupuyeH xapakrep. Ts mpeactaBs pe3yiaTaTUTE OT IMPOBEIACHUTE U3CIIC/IBAHMS,
aHalM3upa IeHOBUTE e(EeKTH BHPXY BB3MPUATHETO 3a KA4eCTBO M MMHJKA Ha MapkaTa,
CpaBHsiBa €(PEKTUTE B JBETE KATETOPUU M H3BEXKIA TEOPETUYHH U MPAKTHUECKU H3BOJIH.
W3Benen e W emMmupHYHO OOOCHOBAaH MOJENl 3a OLEHKAa Ha IeHoBHTE edexTH. B
3aKIIIOYMTEIHATa 4YacT ce o0oOmaBar pesyiaratute u ce (OpMyJIHpaT NPENOPbKH 32
yIOpaBICHUETO Ha I1IEHOBaTa KOMYHHKAIHMs B OpaHI MeHUKMbHTA. [lo-ronsimara yact ot
XUIOTE3UTE ca MOTBBPACHU, €IHA € YACTMYHO MOTBBPACHA a TPU Ca OTXBBPICHHU, KOETO €
CBILECTBEHO MOCTHKEHUE HA U3CIIEIBAHETO, IOHEKE U OTXBBPICHUTE XUIIOTE3U WIKOCTpUPAT
OIIpe/ieJICHU XapaKTEePUCTUKN HA OTHOILICHUSATA.

B 3akiiloueHneTro ce ChIbpKAT JOKAa3aHUTE OCHOBHHM TOCTAHOBKM M HM3BOAM Ha
aucepTauoHHus Tpya. OCHOBHMST M3BOJ €, Y€ BIMSHUETO HA II€HAaTa BbPXY MOKYIKAaTa ce
OCBIUIECTBSIBA Yp€3 HEMHOTO BB3JIEHCTBUE BHPXY BB3IPUEMAHOTO Kaue€CTBO M MMMJIXKA, a HE
4ype3 TUPEKTEH ePEeKT.

Oco0eHaTa IEHHOCT HAa JMCEPTALMOHHMS TPYyJA € Y€ M3CIeABa LICHOBUTE BIIMSHUSA
BBPXY OpaHI MUMMJKAa 4pe3 CHUCTEMHMs MOJXOJ KAaTO KOMILIEKCeH Mpomuec, B KOHTO ce
MpeIInTaT MEHMJDKBPCKU, KYJITYPHH, MAapKETHHTOBU M CTPAaTETHYECKH H3MEPEHHUS.
W3cnenBanero nokas3Ba, ye IeHAaTa MpEJCTaBisiBa aJAalTHBHA cHcCTeMa, cliocoOHa Jaa ce
npeoOpassiBa Mo Bb3ACHCTBUETO HA MAPKETMHIOBUTE PELICHHs], HACOUEHH J]a CUTHAIU3UpAT
3a 3HAUMMOCTTa Ha OpaHja.

[Ipuemam cTpyKTypaTa (JIOTMKATA HA M3CJIeJABaHe) 33 CIOJY4WINBA, a TIOJJHECEHUTE
OLICHKM M H3BOAM — TOYHU M KOPEKTHO (JIMYHOCTHH) Qopmynupand. bamancbt Mexay
YACTHUTE HA IUCEPTALIMOHHUS TPY/ € CIIa3€H U NI03BOJISIBA aHAJIN3 U OLIEHKA KaKTO Ha TEOPHSITA,
Taka ¥ Ha MPaKTUKATa.

E3uUKBT € siceH M Hay4eH, TUCEPTAIMOHHUAT TPYJ € OoraTo rapHupaH ¢ Gurypu u
witrocTpauuu. YeTeHeTo Ha AUcepTalusaTa ce ylIecHsBa OT akTa ye TOKTOpaHTKaTa MOHSATHO
Mpe/iCTaBs KaKTO aHAIM3UPAHUTE WM KPUTHUKYBAaHUTE YY>KIU HJIEU, Taka U COOCTBEHUTE CU
BIKJIaHUS, U3BO/IM U 3aKiItoueHus. [IpounThT Ha AMCEPTAMOHHUS TPYA € 00JeKUeH Mopaau

TOYHHTE ABTOPCKM OLEHKHU U npenopbku. llle no0ass, ye Ha GoHaA HA MpPOUYHUTA HA JIPYTH



JUCepTaliy, Ta3M Ile Ce YeTe JEKO M MPUSATHO JaKe OT HECHEelHaTUCTH, HE3aBUCHUMO Ye
CBABPXKA U CIIOKHU XaPAKTEPUCTUKHU HA PA3JIMUHUA OTHOILICHHUS.

JoOpochbBecTHO € M3cie/iBaHa KJIAaCMYeCKa M MOJEpHA, Hallla W YyXKJa Hay4dHa
Jutepatypa u uHgopMmanuonHa 6aza, o6mo 90 u3roununu. Karo Koau4ecTBO U KauecTBO
MoJI3BaHaTa JIUTEpaTypa € IoBeue OT JocTaThyHA. ToBa CTapaHue Ha JIOKTOpaHTKaTa €
IIOXBAJIHO U HE € CAaMOLEJIHO (HampuMep, 3a J1a Ce IEMOHCTPUPA HAYETEHOCT Ype3 1030BaBaHE
Ha CTOTHUIY U3TOYHUIIHN), TO € TapaHLKs 3a KaYeCTBOTO HA HAPABEHUTE U3BAU U U3BEIACHUTE

IPCATIOKCHUS.

3. OueHka Ha noftyv4yeHnTe Hay4Hn N HaydHO-TNPUINOXHWN pe3yntaTt

Bcexku nucepranmuoHeH Tpya TpsAOBa Aa WJIIOCTPUPA KATerOpUu4YHO TPHU HelA:
nvp6o, e aBTOPKaTa € MPOydWsl 3aJbJI00OUYEHO OCHOBHATAa W MOJEpHaTa JUTEparypa o
U3CIIEIBAHUTE BBIIPOCH; 6MOpo, Y€ € u3bpana yJauHa METOJOJIOTUS U METOANKA Ha CBOETO
W3CIIe/IBaHe, aJCKBAaTHM HAa HAJUYHUTE WH(POPMAIMOHHU M3TOYHHIM; mpemo, 4Ye €
OCBIIECTBUIIA CAMOCTOSITEITHO U3CII€/IBaHE, 3aBbPIIUIIO C ICHU U KATETOPUYHM JI0KA3aTeJICTBA,
HU3BOJU U IPCIIOPHKU.

Karo perieH3eHT ¢hbM 00JICKYCH OT (haKTUTE, KOUTO MU ITO3BOJISIBAT Ja JaM Hal-BHCOKA
OLICHKA HA JHCePTALIMOHHUS TPYA [0 TE€3UW TPU HaIpaBieHUs Ha u3cieaBaHeTo. Hemro
I0BeY€e, HAa MHOI'0 MECTa aBTOpKaTa HaJAXBbpJsA TPAAULIMOHHUTE OYAKBAaHUS U CE MPEACTaBs
KaTo CaMOCTOSITETHO MUCJEI] W 3a7bJIO0OYEH HU3CIE0BaTeN, KOMTO HE ce ChoOpaszsiBa C
,»MOJIHATa"* TMHEIHA JIOTUKA B U3BOJIMTE U MPENOpbKUTE. TOBa € OMBIHUTEIICH IUIFOC HE CaMO

3a aBTOpKaTa, HO U 34 HEHUHUA HAy4YCH PBbKOBOJUTCII, a ChIIO — 34 06yanam0T0 3BCHO.

4. OueHka Ha Hay4YHUTE N HAYHYHO-MNPUITOXKHU NMPUNHOCK

TbpceHuTe MPUHOCH Ca SICHU M CPAaBHUTEIHO TOYHM, KaTO CH IO3BOJISIBAM Ja T'd
CHUHTE3UPAM:

4.1. Ilpoyuenu, obobwenu u unmezpupanu ca OCHOGHU MeOPEeMUUHU NOCMAHOBKU 8
cneyuanuupaHama HaydyHa Jaumepamypa 3a 3HAYEHUemo U ponama Ha yeHama 6
nompeoumencKomo nogedeHue, Kamo ca u3ee0eHu mexnume 02paHuyeHus no omHouleHue Ha
UHmMepnpemupanemo Ha YeHama Kamo KOMyHUKayuoreHn cuenan. Pa3mmupena e TeopeTuyHara
paMKa Ha W3CJe/BaHHUATAa Ha IleHaTa, KaTo € 00OCHOBaHA poJsATa M KaTo KOMYHHKAI[OHEH
WHCTPYMEHT, BIIMSIEII BbPXY BB3IPHEMAaHOTO KaueCTBO M OpaH UMHUJIKA.

4.2. Ilpoyuenu, ananuzupanu KpumuuyHo, o00OOOWEHU U UHMeSPpUPaHu ca OCHOBHU

meopemu4Hu noCcmaHo6Ku ONMHOCHO uscnedosamesicKkume UHCMPpYMeEeHmMU 3a KaiecnmeeHo U



KOJIUYECBEHO U3CNe08AHe HA OMHOWEHUAMA ,,yeHa — Opanod umuoxc’ u e u3ebpuieHd
eMIUpudHa eepugpurayus Ha meopemuunus mMooesl Bb3 OCHOBA Ha CMECEH H3CIIEI0BATEIICKU
NM3aiiH, MPWIOKEH 32 MbPBU IBT B U3cienBaHe B bwirapus. ChIICBPEMEHHO € WU3BBPIICH
IICHEH KPUTHUYCH aHAJIM3 Ha CHIICCTBYBAIIUTE METOJIOJOIMUCCKH TOIXOH 32 U3CIICABAHE Ha
IICHOBUTE e(EKTH BBPXY IOTPCOUTEICKUTE BB3NPUATHA. Pa3paboTeH W MNPHIOKEH €
EKCIIEPUMEHTAJICH H3CJICJIOBATEIICKM JW3aiiH, KOWTO TIO3BOJISIBA W30JIMPAaHE M HAIEKIIHO
M3MEpBaHe Ha BIUSHHUETO Ha I[eHaTa KaTO KOMYHUKAIIMOHEH CUTHAJ BBPXY BB3IMPUEMaHOTO
KauyeCcTBO MW OpaHJ HMHDKA, KaTo ChIICBPEMEHHO OCHIypsBa BB3MOXKHOCT 32
BB3MPOM3BOJAUMOCT W TPHIOKEHHE B Pa3IMYHM TNPOAYKTOBH KATErOPUU U  ObJaCHIN
W3CIICABAHUS.

4.3. OcvwecmseeHo e camocmosmenHo u3scied8ane, 006e10 00 YeHHU HAVYHU U
npakmuyecku u3go0u u npenopvku. Poisra Ha ieHaTa KaTo KOMyHHKAIIMOHEH UHCTPYMEHT 3a
(dbopMupaHe Ha OpaH] UMUK € eMIIMPUYHO M3CJICABaHA U JOKa3aHa B OBJIrapCKus KOHTEKCT.
EmMnupuuHo € 1oKa3aHo BIMSHUETO HA IICHATA BBPXY BB3IMPHUEMAHOTO Ka4eCTBO M OIICHKATa Ha
OpaHJ UMUIDKA B IBETE PA3TUYHH MPOTYKTOBU KATETOPUH - €THA TIPU OBP3000OPOTHUTE CTOKU
W eHa MPU IPEAMETHTE 3a ABJIToTpaiiHO moTpedneHne. OOOCHOBaHM ca BB3MOXKHOCTHTE 32

H3I0JI3BAHE HA PE3YJITATUTC IIPpU pa3pa60TBaHeT0 Ha ONCHOBU CTPATCIruu U YIIPaBJIICHUCTO.

5. OueHka Ha nybnukaummTe No guceprauyusaTa

[IpencraBenu ca 3 myGJaUKANMU, BCHUYKUTE Ca 110 TeMaTa Ha JUCEPTAIMOHHUS TPY.
[TyOnukanuuTe ca KaTeropuyHa WIIOCTpanus Ha ¢akra, 1o Ta3u TeMa € pabOTeHO OTTOBOPHO,
Yye 3HAYMTEIJIHA YaCT OT XUIOTE3UTE U BBIIPOCUTE Ca MPEABAPUTEIHO TECTBAHU HA aBTOPUTETHU
bopymu.

[Tpu npoBepka He HAaMMpaM (PaAKTH 32 JIATKATCTBO. J{ekapupaHo €, ye HacTosIIaTa
JUCepTalusl € M3ISUI0 aBTOPCKH MPOJIYKT U B HEHMHOTO pa3paboTBaHE HE ca W3MOJI3BaHU B

HapyYHUICHUC HAa aBTOPCKUTC UM IIpaBa 9yKIU HY6J'II/IK8.I_II/II/I )51 pa3pa60TKI/I.

6. OueHka Ha aBTOpedepaTa

OHeHSIBaM BHCOKO KOPEKTHOCTTA U CTCIICHTA HA OTPa3dsiBaHC HA CbABPKAHUETO Ha

JTUCEPTAIIMOHHMS TPy B aBTOpedepara.

7. KpuTnyHm 6enexku, npenopbku U BbNPOCK

Hsamam KPUTHYIHHA 0eJIe’KKM  KBbM AUCCPTALIUOHHUA TpPYH. H3xoxgaiiku OT

O6CTO$ITCJ'ICTBOTO, 4C aBTOpKara MapHHa TOI[OpOBa pa3ChbiKaaBa SaIlLH60quO U C Hay4vHa



CMEJIOCT ¥ OTTOBOPHOCT, CH MO3BOJISIBaM JIa IPETopbyaM B CIIE€IBAIN HEHHU U3CIeABAHUS J1a
NPOABIDKK Aa oboraTsiBa Ta3u MpoOJeMaTHKa B HAKOU JONBJIHUTEHU HANPABJIEHUS Ha
u3cieBaHe:

7.1. Ilpu nkoHomuka, GyHKIMOHUpaIIa Ha 6a3a meyanbda (a He Ha Oasa 1Moi3u), ,,Hai-
ecTecTBEHATa* IIpOsBA HA M3BECTHATA KOPIIOPAaTUBHA amyHocT! (corporate greed) — oco6eHo oT
opyramaute THK, nzcnensana ot HoOGenosus aypeat Aursc JuiiteH (Angus Deaton), ca: (1)
acuMeTpHUsiTa Ha HH(pOpMaUUATa 4Ype3 ,,OpaHIMpaHe*, KOraTo KOpIOpalUUTEe MU3I0I3BaT
CJIOKHH YCJIOBHUS 3a IEHOOOpa3yBaHe UM CKPUTAa KOMUCHUOHA (HAmp. BbB (DMHAHCOBUS CEKTOP
WIM TeJIeKOMYJIalMUTe), 32 Ja MaKCUMHU3UpaT medanbara 3a CMeTKa Ha HEOCBEIOMEHHS
notpebuTer; (2) HeHOBO HAaJyBaHe NP JIUIICAa HA 0OCKTHBHU NPUYHHHU Ype3 yBelMYaBaHEe HA
[IEHUTE Ha CTOKHUTE, KOTaTO HsMa peajieH CKOK B ce0EeCTOMHOCTTAa Ha MPOM3BOJICTBOTO, a
€IMHCTBEHO CTPEMEX 3a yeApsBaHe Ha redanbata; (3) I0MbJIHMTEIHA LHEHOBA TeXKecT 3a
MOTpEOUTENUTE Upe3 CBPbXBUCOKU 3ariatu U 6onycu Ha CEO-Ta, KOUTO ca MHOTOKPATHO T10-
BHCOKH OT CpEJHHTE 3aIuiaTé B chimata ¢upma. T.e., OTHOIICHUATA ,,[IeHA — KAaueCTBO Ha
Opanza‘“ ce onpenessiT He upe3 ,,TeOpeTHIHATa" MApKETHHIOBa KOMYHHUKAIUS OT YICOHHUIIUTE,
a upe3 ,JIpakTHUecKara® Tma3zapHa MaHulylanus. B Te3u ciyyam, oOpa3HO KazaHo,
MapKeTOJI03UTe paboTAT B moi3a Ha JlsBona. BbnpochT e: mMa Jin nperpaau, KOMTO MOraT
Aa 0bAAT U3AUTHATH POTUB CTPeMeKa KbM Te3H 3J10BPeIHH MAPKETHUHIOBHM PAKTHKH?

7.2. MHoro ot OpaHa0oBeTe MOraT Jla HOCAT JBJITOCPOYHU MOJI3U 32 KOPIOPALUNUTE U
€IHOBPEMEHHO KpaTKOCPOYHO YJOBOJCTBHE 3a NOTPEOMTENUTE MpH IIEHH, OTpa3siBallu
MOMEHTHOTO Ka4eCTBO (Ha MOJI3HM M yA0BoJcTBHEe). HO chluTe Te3n meHu He 0TpassiBar
ABJITOCPOYHHMTE epeKTH Ha OpaHa0BeTE BbpXY NoTpedurenure. Kakro cnony4inBo otoenssa
Jxopmk Kapnun: ,,3akyckata Ha ,,MaknoHanac™ 3a jojap BCBHITHOCT € MO-CKbIa OT TOBA.
TpsbBa na B3emere mHpeaBuA M IieHaTa Ha OaifmacHara omepauus.” KakTto mpaBuiIHO €
JIONyCHATO B IIbpBaTa M3CIEA0BATEICKA XMIIOTE3a, MI0-BUCOKATA 1IE€HA OKa3Ba IMOJIOXKUTEITHO
BIIUSIHUE BBPXY OpaH] UMHUIKA, HE3aBUCUMO OT PEaJTHUTE MPOAYKTOBU XapaKTEPUCTHKHU (U
pealHuTe pa3xoiu MO MPOU3BOACTBOTO). BbIpochT Mu, OT rienHa Touka Ha ,,leopus Ha
MopaiHuTe 4yBcTBa Ha AnaMm CMuT, e: Tpsi0OBa JIM U pa3pelieHo JIU ¢ Ha MAPKeTO0JI03hTe

Aa 0bJaT MOPAJIHU, T.€. YeCTHU?

! B nkoHOMMYECKaTa HAYKa € TPYIHO Ja CE JOKAKE ,,Al4HOCTTA* KATO MCHXOJIOTHIECKA YepTa. 3aToBa JIMHTHH
1 IpyTUTE ChBPEMEHHH HKOHOMHUCTH (KaTo J[oy3ed Cturimnir) 0OMKHOBEHO TOBOPST 32 ,,BIACT HA MOHOIIOJIUTE
nm ,,Hee(heKTUBHOCT Ha perymanusara”. Te TBBpAAT, e KOraTo MHCTUTYLUHUTE ca ci1abu (cpaeOHa cuctema,
AHTUTPBCTOBU DETYJIALNH, JAaHBYHA AJIMUHHCTPALNA), HA HAKOM KOPHOPAIMU CE€ IO3BOJIABA J1a MEUENAT IO
Ha4MHHA, KOUTO BPEASAT Ha OOMOTO OJAarochCTOSIHUE — M TOYHO TOBA ,,[TO3BOJICHO TOBEJCHHE € CKPUTO 3ajl
MOHATHUETO ,,KOPIOPATUBHA AITYHOCT".



3amaBaM Te3U BBIIPOCHU HE 3all[0TO AbPrKa Ja MoIyda MoApoOHU OTTOBOPH 10 BpeMeE Ha
3allUTaTa, a 3a JAa NpPeaJiokKa J0NbJIHUTETHH Bb3MOKHOCTH 32 IPOYYBAHNS M ThbpPCeHe HA

HOBH Pa3ChKACHUS, OUCHKHU U PE3YJITATH, 0co0€eHo B 6’bI[eH_[I/I n3CJIICABaHUA.

3aknroyeHue

JlucepTalluOHHUAT TPy OTrOBaps Ha BUCOKUTE M3MCKBAHUS 32 ChUeTaBaHE Ha TEOPUs,
MPAKTUYECKHU M3CIICJIBAHUS U MPOU3THYAIIM OT TOBA U3BOJU. TON ChIbpKa HAyUYHU, HAYUYHO-
MPUJIOKHU U MPUIIOKHH PE3YATATH, KOUTO MPEJICTABISABAT OPUTUHAJIEH IPUHOC U OTTOBAPST
Ha M3UCKBAaHWATA Ha 3aKOHA 3a pa3BUTHE Ha aKaJeMH4YHHUA cbcTaB B PemyOmuka buarapus
(BPACPDB) u IlpaBunuuka Ha YHCC. [lucepTallMOHHUAT TPYA MOKa3Ba, Y€ JOKTOPAHTKATA
Mapuna TogopoBa npurtexaBa 3HaHUS ¥ NPOGeCHOHATHH YMEHHs, KaTO JEMOHCTpHUpa
KauecTBa 3a CAMOCTOATEIIHO TPOBEK/IaHE HA HAYUYHU U3CJICIBAHMUS.

[Topaau ropensnokeHoTo, 1aBaM CBOSITa KATETOPUYHA BUCOKOIOJIOKUTEIHA OlleHKA
Yype3 IPOBEICHOTO OT MEH U3CJIEIBAHE BBPXY PELEH3UPAHUTE MO-TOpEe TUCEPTAUOHEH TPY/I,
aBTopedepar, MOCTUTHATU Pe3yATaT! U MPUHOCH, U IIpeJjiaraM Ha IOYUTAeMOTO HAYyYHO KYpPHU
Ja MPUCHAU 00pa3oBaTeIHATA M HAy4YHATa CTemeH ,,JOKTOP* B 00JacT Ha BHUCIIETO
obpaszoBanue 3 ,,ConuaiHyu, CTOMMAHCKHA U TIPaBHU HAYKH", TPOQECUOHATHO HANpaBiIcHUE 3.8
,,/IKOHOMHUKaA", HayyHa cequaiHocT ,,Mapketunr Ha Mapuna FOnusnosa Tonoposa.

Ha ¢unanHoTo 3acemaHme Ha HAydyHOTO KYpH Mpu NyOnMyHATa 3alluTa Ha

JTUCEPTAIIMOHHUS TPY/ I1Ie TJIacyBaM yoeneHo ¢ ,,JJA*!

Penensenr:

03 ampun 2026 1. (npogh. 0-p boan JIrvvoomupos /lypankes)
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Pursuant to Article 9 of the Higher Education Act, Article 30(3) and Article 31 of the
Regulations for the Implementation of the Higher Education Act, and Article 99 of the
Regulations on Academic Activities at UNWE, Order No. 2701/October 1, 2024, of the Rector
of UNWE, a decision of the Department Council of the Department of Marketing and Strategic
Planning (Minutes No. 12/04.03.2026) and a decision of the Faculty Council of the Faculty of
Management and Administration (Minutes No. 7/24.03.2026) at UNWE, followed by Order
No. 898 of March 25, 2026, of the Vice Rector for Scientific Research at UNWE, I was selected
as a member of the Scientific Jury, and at the first meeting of the jury on April 1, 2026, I was
appointed as a reviewer of the dissertation.

In fulfillment of my duties, I present the following findings and conclusions, striving to

fully adhere to the recommended structure for a review.

1. Information about the doctoral candidate

Marina Yulianova Todorova graduated from high school in 2015 from the National
High School of Natural Sciences and Mathematics in Sofia, majoring in “Mathematics and
Geography.”

Immediately afterward, she enrolled in the “Marketing” program at the University of
National and World Economy (UNWE), where she graduated with a bachelor’s degree in July
2019. She then continued her studies at UNWE in the “Marketing” program with a
specialization in “Brand Management,” where she received her master’s degree in October

2020. On this note, I would like to add that as early as her second year, I recognized the doctoral



candidate’s exceptional ability to master the course material, enrich it through additional
academic research, and arrive at her own conclusions and insights.

Her curiosity and interest in marketing encouraged her to apply for the academic and
educational degree of “Doctor,” and after successfully passing the competitive examination,
she was enrolled in a full-time doctoral program by Order No. 1187 of April 21, 2021, issued
by the Rector of UNWE.

As noted in her resume, she successfully combines her marketing studies with practical
marketing experience, as she has been working since 2019 as a market research analyst at
Pragmatika LLC, where she processes and analyzes data from marketing research, conducts
primary and secondary marketing research, analyzes consumer behavior and identifies market
opportunities, and uses statistical software to analyze large data sets..

The doctoral student’s personal achievements cannot be overlooked, namely: first place
in the kmeta.bg competition (November 12, 2020), first place at the National Marketing
Olympiad (May 11, 2019), and the BAAwards—a gold award in the student projects category
(October 24, 2019).

She has also been awarded certificates in Building Digital Branding - SoftUni Digital in
2018 and Digital Marketing Basics - SoftUni Digital in 2021.

As a researcher, Marina Todorova demonstrates her qualities through her dissertation,
which allows her to successfully combine the acquisition of new knowledge with its application

in research practice.

2. General description of the dissertation

The dissertation titled “The Impact of Price on Brand Image” is 194 standard pages long,
of which 163 pages comprise the main text, while the remainder consists of a bibliography (90
sources) and appendices. It consists of an introduction, three main chapters, a conclusion, a list
of references, and appendices.

The title of the dissertation corresponds to its content. If the reader looks more closely
at the correspondence between the title and the text, they will certainly notice only in a few
places (indeed, to a very limited extent) that the text goes beyond the scope of the title, but these
“deviations” are useful, as they are made in the interest of seeking additional evidence and
permissible indirect argumentation. I find these “deviations” important, as they in one way or
another complement the overall picture of the study.

It is correctly noted at the outset that the relevance of the dissertation can be

substantiated by at least five theoretical and applied arguments (pp. 2—4).



The significance of the study lies in the proposal of an analytical and predictive model
for evaluating processes in three main areas: business and brand management; consumers; and
marketing science (p. 4).

I note that the significance of the issue of price influences on brand image also stems
from the lack of sufficient empirical research in Bulgaria that tracks exactly how price affects
perceptions of quality and purchase intent, which necessitates conducting studies that account
for the specifics of the local market.

In this context, the main research question posed by the doctoral candidate is: “How and
to what extent does price influence the perception of product quality?” This is a complex issue
that has not been explored in the Bulgarian specialized scientific literature.

The above reasons allow me to assert that the topic is novel, highly original, and
sufficiently relevant.

The aim of this dissertation is to identify patterns between price and perceptions of
quality and brand image, as well as to enrich the understanding of the role of price in consumer
behavior by applying an empirically grounded model for assessing price effects across different
product categories, correctly stated on p. 6.

The subject of the dissertation is the interrelationship between price, perceived quality,
and brand image in the process of consumer perception and purchasing behavior. The subject
of the study is the mechanisms and effects of price influence on perceived quality, value, and
brand image, examined through two product categories—natural juices and televisions.

A research hypothesis is formulated, the validity of which is tested in the following
chapters: “Price functions as a communication signal that exerts a significant influence on
perceived quality and brand image, with the strength of this influence varying depending on the
product category.”

The thesis is articulated in four research hypotheses. In addition, each study formulates
specific working hypotheses that are subject to statistical testing.

I fully endorse the approach of testing the hypotheses empirically through three separate
studies covering both fast-moving consumer goods (FMCG) and durable consumer goods
(DCG), with the aim of verifying the validity of the thesis using representatives of different
product categories in a B2C context: a taste test with natural juices, in which participants
evaluate products without brand information, based solely on price; quantitative studies with
natural juices and televisions, in which the price is varied while product characteristics remain

identical, to track its impact on perceived quality and purchase intention. Both experimental



studies were designed according to the ceteris paribus principle, i.e., all other things being
equal—only the price variable is changed, while the other characteristics remain constant.

The study’s scope is clearly defined. The research adopts—and I emphasize again that
this is the correct approach—two types of limitations: those related to the scope and those
related to the experimental procedure and design. The scope is deliberately limited to consumer
goods, as the study aims to examine how price influences individual consumers’ perceptions of
quality and value.

Structurally, the dissertation is well-organized and logical. A three-part structure is
employed. In my opinion, this structure, the balance between the sections, and above all their
content, present the doctoral candidate Marina Todorova in a favorable light as a modern
researcher and a colleague who expresses herself clearly.

Chapter One, titled “A Review of Previous Research on the Influence of Price on
Purchase Intention, Perceived Quality, and Brand Image” (pp. 12—54), is an attempt to examine,
summarize, and integrate theoretical frameworks and to establish the conceptual foundation of
the study by clarifying the conceptual and research foundations of the topic, as well as to review
existing scientific approaches and empirical studies on the role of price in building brand image.
The emphasis is placed on the communicative function of price and on understanding it as a
signal of quality and real value (costs + profit).

The second chapter, titled “Research Methodology” (pp. 55-98), is of a theoretical and
methodological nature. It justifies the selected methodological approaches, formulates the
hypotheses, and presents the developed experimental framework of the study. It describes the
methods, tools, and logic of the experiments conducted in the product groups under
consideration. I consider this section to be crucial for the successful attainment of analytical
and predictive results from the study.

Chapter Three, titled “Empirical Analysis of Price Effects” (pp. 99-160), is empirical
in nature. It presents the results of the conducted studies, analyzes the price effects on the
perception of quality and brand image, compares the effects in both categories, and draws
theoretical and practical conclusions. An empirically grounded model for assessing price effects
is also derived. The concluding section summarizes the results and formulates
recommendations for managing price communication in brand management. Most of the
hypotheses are confirmed, one is partially confirmed, and three are rejected, which is a
significant achievement of the study, since even the rejected hypotheses illustrate certain

characteristics of the relationships.



The conclusion contains the proven main propositions and conclusions of the
dissertation. The main conclusion is that the influence of price on purchasing occurs through
its impact on perceived quality and image, rather than through a direct effect.

The particular value of this dissertation lies in its examination of the impact of pricing
on brand image through a systematic approach, treating it as a complex process in which
managerial, cultural, marketing, and strategic dimensions intertwine. The study demonstrates
that price constitutes an adaptive system capable of transforming under the influence of
marketing decisions aimed at signaling the brand’s significance.

I consider the structure (research logic) to be well-conceived, and the presented
assessments and conclusions to be accurate and correctly (personally) formulated. The balance
between the parts of the dissertation is maintained and allows for the analysis and evaluation of
both theory and practice.

The language is clear and scholarly, and the dissertation is richly illustrated with figures
and diagrams. Reading the dissertation is made easier by the fact that the doctoral candidate
clearly presents both the ideas of others that she analyzes or critiques and her own views,
findings, and conclusions. Reading the dissertation is made easier by the author’s precise
assessments and recommendations. I would add that, compared to other dissertations, this one
reads easily and pleasantly even for non-specialists, despite containing complex descriptions of
various relationships.

Classical and modern, domestic and foreign scientific literature and information sources
have been thoroughly researched, totaling 90 sources. In terms of both quantity and quality, the
literature used is more than sufficient. This diligence on the part of the doctoral candidate is
commendable and not an end in itself (for example, to demonstrate erudition by citing hundreds
of sources); rather, it is a guarantee of the quality of the conclusions drawn and the proposals

made.

3. Evaluation of the scientific and applied scientific results obtained

Every dissertation must unequivocally demonstrate three things: first, that the author
has thoroughly studied the foundational and contemporary literature on the issues under
investigation; second, that she has chosen an appropriate methodology and research methods
suited to the available sources of information; third, that she has conducted independent
research, resulting in clear and definitive evidence, conclusions, and recommendations.

As a reviewer, | am relieved by the facts that allow me to give the highest rating to the

dissertation in these three areas of research. Moreover, in many places the author exceeds



traditional expectations and presents herself as an independent-minded and thorough researcher
who does not conform to the “trendy” linear logic in her conclusions and recommendations.
This is an additional plus not only for the author, but also for her academic advisor, as well as

for the academic unit.

4. Evaluation of scientific and applied scientific contributions

The contributions sought are clear and relatively precise, and [ will summarize them as
follows:

4.1. Key theoretical propositions in the specialized scientific literature regarding the
significance and role of price in consumer behavior have been examined, summarized, and
integrated, and their limitations regarding the interpretation of price as a communication signal
have been identified. The theoretical framework of price research has been expanded,
substantiating its role as a communication tool that influences perceived quality and brand
image.

4.2. The main theoretical concepts regarding research tools for qualitative and
quantitative studies of the “price—brand image” relationship have been examined, critically
analyzed, summarized, and integrated, and an empirical verification of the theoretical model
was conducted based on a mixed-methods research design, applied for the first time in a study
in Bulgaria. At the same time, a valuable critical analysis of existing methodological approaches
to studying price effects on consumer perceptions has been conducted. An experimental
research design was developed and applied, which allows for the isolation and reliable
measurement of the influence of price as a communication signal on perceived quality and
brand image, while also ensuring reproducibility and applicability across different product
categories and future studies.

4.3. An independent study was conducted, leading to valuable scientific and practical
conclusions and recommendations. The role of price as a communication tool for shaping brand
image has been empirically investigated and proven in the Bulgarian context. The influence of
price on perceived quality and brand image evaluation has been empirically demonstrated in
two distinct product categories—one involving fast-moving consumer goods and the other
involving durable goods. The potential for applying these findings in the development of pricing

strategies and management has been substantiated..



5. Evaluation of the publications related to the dissertation

Three publications are presented, all of which pertain to the topic of the dissertation.
These publications clearly demonstrate that the topic has been approached with due diligence,
and that a significant portion of the hypotheses and research questions have been previously
tested in authoritative forums.

Upon review, I found no evidence of plagiarism. It has been declared that this
dissertation is entirely the author’s own work and that no third-party publications or research

were used in its development in violation of copyright.

6. Evaluation of the Abstract

I highly appreciate the accuracy and the extent to which the content of the dissertation

is reflected in the abstract.

7. Critical comments, recommendations, and questions

I have no critical comments regarding the dissertation. Given that the author, Marina
Todorova, approaches the subject with depth, scholarly courage, and a sense of responsibility,
I would like to recommend that she continue to explore this topic in further research, expanding
into some additional areas of study:

7.1. In an economy driven by profit (rather than benefits), the “most natural”
manifestations of the well-known phenomenon of corporate greed—particularly among ruthless
transnational corporations, as studied by Nobel laureate Angus Deaton—are: (1) information
asymmetry through “branding,” where corporations use complex pricing terms or hidden fees
(e.g., in the financial sector or telecommunications) to maximize profits at the expense of the
uninformed consumer; (2) price inflation without objective justification by raising the prices of
goods when there is no real increase in production costs, but only a desire to boost profits; (3)
an additional price burden on consumers through excessively high salaries and bonuses for
CEOQOs, which are many times higher than the average salaries in the same company. In other
words, the “price-brand quality” relationship is determined not by the “theoretical” marketing
communication found in textbooks, but by “practical” market manipulation. In these cases,
figuratively speaking, marketers are working in the Devil’s service. The question is: are there
any barriers that can be erected against the pursuit of these malicious marketing practices?

7.2. Many brands can provide long-term benefits to corporations and, at the same time,
short-term satisfaction to consumers at prices that reflect the current level of quality (in terms

of benefits and satisfaction). But these same prices do not reflect the long-term effects of brands



on consumers. As George Carlin aptly noted: “A dollar breakfast at McDonald’s is actually
more expensive than that. You have to factor in the cost of the bypass surgery.” As correctly
posited in the first research hypothesis, a higher price has a positive impact on brand image,
regardless of actual product characteristics (and actual production costs). My question, from
the perspective of Adam Smith’s “Theory of Moral Sentiments,” is: should marketers be
moral—that is, honest—and is it permissible for them to be so?

I am asking these questions not because I insist on receiving detailed answers during the
defense, but to suggest further avenues for research and the exploration of new ideas,

assessments, and findings, particularly in future studies.

Conclusion

The dissertation meets the high standards for integrating theory, practical research, and
the resulting conclusions. It contains scientific, applied scientific, and applied results that
represent an original contribution and meet the requirements of the Law on the Development
of Academic Staff in the Republic of Bulgaria (LDASRB) and the Regulations of the University
of National and World Economy (UNWE). The dissertation demonstrates that doctoral
candidate Marina Todorova possesses the knowledge and professional skills necessary to
conduct independent scientific research.

In light of the foregoing, I offer my unequivocally positive assessment based on my
review of the dissertation, abstract, results, and contributions discussed above, and I recommend
that the distinguished academic jury award the academic and scientific degree of “Doctor” in
the field of higher education 3 “Social, Economic, and Legal Sciences,” professional field 3.8
“Economics,” scientific specialty “Marketing,” to Marina Yulianova Todorova.

At the final meeting of the academic jury during the public defense of the dissertation,

I will vote with conviction “YES”!

Reviewer:
April 4, 2026 (Prof. Dr. Boyan Lyubomirov Durankev,

Professor Emeritus)



