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MoHorpadusTa pasriexna paznuunn CTpaTerun 3a yGexkaeHue, CBbP3aHH C TEXHUKHTE H
CPEACTBATa 33 NPEACTaBAHE HA POJIYKTA BLB BepGalHus U HeBepOaHus KOMIIOHEHT Ha 212 peknamu
oT OpuTaHCKH, aMEPUKAHCKH, HEMCKH 1 OBITApCKH IeYaTHY U eNekTpoHHY Mem. Te ce aHanu3upar
criopen knacupukanisTa va P. M. ITspriodh (1993), Tit kaTo ce oTuurar YTUNUTAPHNATE U COLIMANTHUTE
(yHKIMK Ha KOMTIOHEHTHTE B pexiamMara,

InaBa 1 mnocrasst akitent BBPXY PpasIuqHUTE CXBALIAHUA, CBBP3AHH C TOHATHA KATO
cmpameaus, ybesicoene N Manunynayus, a u ¢ udeonozusma Ha e3MKa B peKjaMara.

B TnaBa 2 crpateruvre 3a YOCXKIEHHE Ce W3CIEeNBAT KATO Ce B3eMar IT0J{ BHHMaHHe
NparMaTu4ecKuTe HyHKUUN Ha PEKIIaMAaTa, U Ce OTYUTAT CoMaHaTa NEHCTBUTEHOCT U ICHHOCTHUTE
CHCTEMH B PA3NNYHHTE OOIIECTRA.

FnaBa 3 o6cbxaa HIKOM OT Hafi-BaxcHuTe chepu Ha xuBoT, CKCINTOATHPaHH B peKIaMHUTE
CTPAaTeru, KaTo JOBeUIkoTo Ero u Mukpo cesr; Bps3kara MEXIly HOBEK U CeMEICTBO; rpuxara 3a
10BCKA KaTO COLMANICH €NEMEHT U NPUAOGUBKUTE My, TapaHTUPAHK OT OOLIECTBOTO, B KOETO KHBEE;
B3aMMOOTHOIICHUATA € IPOTHBONOIOXKHHUA 101 M Ap. CaMOOTBBPKIABAHETO HA MHIMBMIA ce
OCHOBABA Na XapMOHMATA MY C OKOJHWS M KMBOTHMHCKHS CBST. OCHOBHITG YOBEUIKH YYBCTBA U
CMOIAK Ca CBBP3aHK € MIEATa 32 YAOBOICTBUETO B PEKITAMATA, KOATO BOJM JIO Ch3JaRaHe Ha WIIO3UH,
MEUTH, BROOPaXEHUs W (DAHTA3MM, a Te OT CBOS CTpana ca NpUYMHA 3a 3aKYMyBAHE HA KeIaHus
TPONYKT HITH BB3MON3BAHE OT MpejaraHata yciyra.

Twii KaTo 06MIECTBOTO, B KOETO KUBEEM, ¢ OTBOPEHO KBM CBETA, PEKIaMUTe He NpeHeGpersar
V3TIOJI3BAHETO Ha YK IOC3UKOBY €/IEMEHTH 34 IIOCTHTAHE Ha HenuTe cil. Tesn YIOTpebu ca 06ChIeHI
B I'nagpa 4.

Caasa 5 npexcraps m3soaute u SAKITFOYCHILATA, HAPABEHM Ha 6a3aTa Ha CTpaTerumTe 3a
yOexIeHne B pasnuyYHATE TUITOBE PEKJIaMHH TEKCTOBe.

B Enmnora ce mnpenmarar co6cTBenute BIDKIIAHWS Ha aBTOpa 32 JeKOIAMpPaHeTo u
NEKOHCTPYKIMATA HA PEKITAMHUS TEKCT.

2. Esuk, KynTypa, pekaama. [ymen: Yaus. usnar. “Emvckon KoHcTautin Ipecnascku”.
2014. 220 c.

Hscnensaneto BrmrouBa GpuTaHCKH, aMEPUKAHCKU ¥ OBarapeku peknamu ot XX n XXI B. u
MPEACTaBs HAKOW NPUIMKH W pasiiiKd B €3MKOBO W KYITYpHO OTHOIIeHHE. Brnpexn we
MHHTBHCTHYRUTE TIPOSBM B T€3M PEKIAMM Ca CHICUM(DHUHN 33 ChOTBETHHTE obwecTBa, HAUUHBT Ha
CTPYKTYpUpaHe Ha HMHQOpMAUMATA € pasimuYeH, WAM B  HAKOW Clly4aH  MAEHTHYEH.
Kynryprocnenuduunure xomose ca CKCHoaTHpann Ha (asata Ha CHINECTBYBALIATE npobnemn B
HOCTMONEPHOTO ODIUECTBO, MPEACTABEHM 110 Pa3BIIEKATeNeH HAYNH Ha (oua Ha mpusTHa oficTaHoska.
Pasrnexjiannre  munpocu  ca CBbp3aHd ¢  rnoGanmsauusTa, MuTOBETE, CTEPEOTHITHTE,
IPEIpasChIBIMTE N JICTEHOUTE, HEHHOCTHUTE CHCTEMH KaTo OPUATENCTBO, CeMeMtHH LEHHOCTH |
YCNeX B peKIlaMHuUTe TeKCTOBE. IIpeicTaBaT ce MOe/lu Ha CBeTa B Pa3TIYHNTE KYATYPHH OOIIHOCTH,
KOHTO IO W3BECTHA CTEIEH CE Pa3IMYaBaT, HO B HIKOH Cllyqau Ce IpenoKPUBAT UITH Ca OIIN3KH eyl
Ao ppyr. Tesw KapTh Ha CBETAa MOTAT JECHO A GBIAT 3aeMAHM OT €IHH TOCTMOAEPHH OOLICCTRBA B
Apyru. ToBa e emHa OT TPHYMHHATE peKIAMHUTE areHTh Jla ce CTpeMAT KbM ENMMHUHMpaHE Ha
KYJITYpHUTE KOZI0BE 34 TIO-JIECEH MIPEHOC Ha CTOKH, YCIIYTH, TeKCTOBE H obpasu.



Faara 1 npennara pasnuunu AeUHUUMA H HHTEPIPETAUMH Ha TOHSTHETO Kynmypa 1
Bpb3KaTa My ¢ esuxa U mucnenemo. OCBeH TOBa c¢ AMCKYTHPAT W IOHATHS KaTo MUH2GOKYIMYPemu U
no20enucmemu. Pasriexuar ce u ce aHaNM3NPAT CIydad, B KOHTO HoNyqaTeuTe Ha UHbOpManus
MOraT J1a pasbepar pekaMara OT e3UKOBA IMIefHA TOUKA, HO 14 He CXBAHAT KYJITYpHOCIEUUBHUHOTO
3HaueHne. YoBEUIKUTE KOTHUTUBHM MOMENH Ca TSCHO CBbp3aHU C HAIlUTEe 3HAHWA 34 CBETa
(ceMaHTHYHA MAMET) U ¢ INYHUTE HU TpSXUBIBAAHMS U ONAT (emu3ofudHa amet). KoHCTpyKiusTa
Ha rMoOANHUTE MO3HABATEHA MOJEIN MOXKe 1a CbBIIaJia, HO MHTEPIIPETAUNATA UM Ja CE pasnyasa
AO TOJIsIMA CTEMEH, Thi KATO MEHTAITHUTE MOJAENH, CTEPEOTHITATE, MUTOBETE I JIETEHUTE BBB BCAKA
KYJITypa ca JocTa crielupUUHN H aKo € HAUIE MHTEPTCKCTYaJIHOCT, T MOXe 12 He ObIe H0JI0BeHa
WIH OPABUIIHO ACKOAUPAHa.

IinaBa 2 pasrmexna Haii-HOBUTE TeHAEHIMH B PeKIaMUPAHETO B IOCTMOIEPHHMS CBAT,
OPUCHTHPAH KbM HOBM TEXHOIOIUH, POGIIEMH, CBBP3aHN ¢ OKOJTHATA cpena u Ap., U eKCINTHLIUTHOTO
¥ VIMIUIMIATHOTO MM NPEJCTABSHE NMOCPENCTBOM DAsHOOOPA3HH €3MKORM U KyJITYPHH KOMOBE.
AHAJIM3UPaT Ce PA3NUYHU POLECH, KOUTO TIpOTU'AT B GpUTAHCKATA, AMEPUKAHCKATA M GHIrapcKaTa
KYITYPH 1 OTPaXCHUETO UM B PEKIIAMHHUTE TEKCTOBE Ype3 U3IION3BAHMIS C3MK U OINTA HA Ch3JaTeNTnTe
¥ NIOTTyHaTeNTe Ha TEKCT, 3HAHMSTA HM 3a CBETA M KyITYpHATA UM opueHTauud. C eTUMUHHPAHETO Ha
HalMOHAHUTE TPAHUIM, GNarofapeHne Ha TIOGANHUTE CONMAIIHK MpPEXHI KOHCYMAaTOPUTE CTaBaT
ICHOBE Ha e[Ha MO-TONAMA OOUIHOCT, BBIPEKH Y€ BCEKH OT TAX HOCH B cebe o COOCTBEHUTE CH
KYJITYPHU ¥ T4HU 0COOeHOCTH. 1leneBnTe ayauTopnu Ha HALMOHANHO ¥ CIOGATHO HIBO ca eIHAKBO
BaXHH, Taka 4¢ DEKNAMHUTC AareHTH H3HACST HA NpENeH TIaH rI100aJlHOTO, JIOKANHOTO WU
PETHOHAITHOTO, B 3aBUCMMOCT OT MOCHAHUATA B pekjamarta. JIWHTBUCTHYHN YepTH, XapaKTepHH 3a
TNOCTMONEPHHUTE OOINECTBA, KATO WHTEPTEKCTYAIHOCT, (parMenTapHOCT, mpuMepn Ha déjd vu,
TlacTaul, mapojus W Ap., ChIo ca ofexT Ha aHamus. Habmopasa ce m3BecTHAa cuMGHO3A MeXIy
enobanuzayus, aokanuzayus u peeuonanusaayus, ChUeTanN 110 eHEeKTUBEH HAHH B 2NOKANU3AYUSL B
JUCKYTHPAHUTE PEeKTaMH,

I'maBa 3 pasrnexna KynTypHOCTICMDUIHU Mumose, cmepeomuni, npedpascvOvy U nezeHOy
1 JIMHTBUCTITYHUTE UM PETIPE3CHTALNY B aHATM3MPAHUTE TEKCTOBE, KAKTO I BPB3KaTa UM € pas3inyHu
UCHHOCTHU cucTemu. MMa ciyyam Ha chBHajeHue Ha MUTOBE, ako IE/CBUTE COLMalIHU TPYIH ca
WICHTUYHU WM NONOGHM, THH KaTO CBETHT ce MPEBPBINA B MOGATHO Celo. Mmutonorusupanero u
CTCPCOTHIM3UPAHETO Ca CBbP3AHU C PA3sNpeNeNeHHETO Ha XOpaTa B KaTeropuu, Ha 6azaTa Ha KOUTO
KOHCYMATOPUTE CH MPEACTABAT CUTYAIMATa, B KOSTO € OMMCAH IIPORYKTET. HAKOM OT Tesd MUTORe ca
CBbP3aHM ¢ AMepHKaHCKaTa MedTa, KpacoTaTa Ha npuponara, TPauuIMK oOMYaW W JIEreHIH,
HALMOHAIIHA rOPAOCT 1 MAEHTHYHOCT, YOBEIIKOTO IIACTHE U JIp.

I'nasa 4 uscnensa npo6aemute Ha HPHATENCTBOTO B CBOTBETHUTE KyNTypH. [IpefcTaBsar ce
TIOHATH, CBBP3AHU C npusmeny W npusimencmeo i MpOMsIHATA HA 3HAYECHUETO UM BLR BPEMETO, KaKTO
1 CBIOCTaBKU W KOHTPaCTM MEXIY pasIUIHUTE IYMH B aHTIMHCKHS W OBITapcKus e3uK.
Wsnonseannte B peknamure AyMH MoraT na UPUAOOUAT pasnu¥eH CMUCHN GlarofapeHde Ha
KyITYPHUTE OCOGEHOCTH M MHTEPIIPETALIMY OT CTPAHA Ha HPEe/ICTABUTENNTE Ha Pa3IMYHUTE KYJITYPHU
OOIIHOCTH MM JIa)Ke OT TE3W OT elHA H ChIUa OBITHOCT. CeMelHnTe UEHHOCTH Ca eKCIIOATHPAHH 10
U3BECTHA CTEIICH 110 aHAJIOTMYEH HAYWH B TPUTE KyJITYPH, HO BCe MAK MMA HM3BECTHU pasuKu mpu
VHTCPIIPETAMITA UM, KAKTO H HA UJIEATa 3 TOM U NPUHALNEKHOCT.

Fnasa 5 uenn na npeacraBn HauunuTe Ha KOHIENTyalu3allus Ha WIeATa 3a ycnexa B
PCKJIaMaTa ¢ IOMOIITa Ha KOTHUTHBHHE MeTad)opH ¥ I03HATH KAPTHPAHUS B peaTHusA CBAT. YCIEXLT e
UBbP3aH CbC CONMANHO KOHCTPYMPAHM CPely, B KOMTO XOPATa TOEMAT PUCKOBE M TICYEIIST WK ryGsr.
B peknamute korHutHBHHMTE MeTadopwy, OpUEHTHPAHH KBM YCIIEXd, CE€ aCOUMMpaT BHHATH C
TOJIOIKUTETHE YYBCTBA W EMOLMH M C MIeATa 3a JBMKeHHE Halpel ¥ HArope BBB BPEMETO W
npocrpatcTeoto. Metagopure JKMBOTBHT E ITBbTYBAHE u YXHUBOTHT E HUI'PA ca
CKCILIOATHPAHW YPE3 €JIHO- 1 JIBYOOIACTHH KapTHpPaHWs! HA CBETA.

lrapa 6 pasriexaa ACKyNTYPAIIU3MPAHETO HA PeKNaMHUTE CHOGHIIEHMS ¢ OMOmTa Ha
PAsIHYHE 00pasH KaTo aHUMATMOHHM IepoH, CTVIMSHPAHK QUIYPH, KYKITH U eMoTukonn i 1p. Tesn
0Bpasi ca NeCHO Pa3Io3HABAAEMH, THIl KATO Ca 3aaNMCTBAHH OT u3BecTHU (HIMM U kHury. J[BeTe
TeHfenmn B XXI Bek, ruoGaidzauds M eTUMHHAIEA Ha KYJITYpHUTE KONOBE Ce H3IIOJ3BAT OT
PEKIIAMHHUTE areHTH C €IHAKBB ycleX. ['MoGanmsaupsrta He BHHATM 03HAYaBa YHUQUKaUs Ha
KynrypHute enementu. Toea ofesnuuaBane Ha KymTypara, obaue, Tomara Ha IIOTy4aTeNnuTe Ha
HH(OPMAMA 1a HHTEPNPETHPAT ChOGBIIEHNITA KAKTO UM xapecBa. O0pa3uTe He 3aCTpalllaBaT HU4MeE



JIMYHO  MPOCTPAHCTBO, CBOOOAM K MpaBa; HANPOTHB Te CHOCOGCTBAT 34 eMOIMOHATHOTO
ChY4aCTHUMECTBO B PEKIAMHMA TEKCT W OTKIHOYBAT CHOMEHM OT JETCTBOTO y PElMIIHEHTHUTE Ha
TeKcTa. B Tesn peknamy ce HaGMmoNaBa MHOTO dparMEHTApHOCT, JHICA HA IMOCHENOBATENHOCT H
pedepeHIIatHa IILTHOCT, HO 110 TO3M HAYMH KOHCYMATOpHTE TyOsIT IpelcTaBa 33 BpeMe U MACTO U
MOraT JIECHO Na OBJAT M3KYLIEHW Ja Ce BB3MON3BAT OT HATIPABEHWTE MpesIoeHus. I paHuIaTa
MEJKIy pCalHOCT U MTpa Ce pasMIBA U TIOYTH U34e3Ba, KaTo Ce Ch3JaBa eHA KOHCTPYMpaHa PEATHOCT,
KOATO PEKNAMHUTE areHTH U3IMOJI3BAaT MHOTO YMEJIO 3a MTOCTUTaHe Ha TeJIUTe CH.

3akouenne. B rnaeata ce 060611aBaT BCHYKY TMHIBHCTHYHT 1 KYNTypHU ABJeHUs Ha XX 1
XXI Bek, M3M10J13BaHY B aHAIM3UPAHHTE PEKTAMHY TEKCTOBE,

YueOnuuu n yuebuu nomarana;
3. Theory and Practice in Textlinguistics. - [IIymen, 2007. - 222 ¢., BTOpo npepab. u3ganue.

4. Insights in Text Linguistics. From Theory to Practice. - lymen. 2012. - 227 c.
5. Cohesion — enexTponen Moay - hitp:/cdo.shu.bg/course/view php?id=315. 2013.

B tpure yuebHuKa 1 y9eGHN TOMarana ce pasriiesxiar BEIIPOCH Ha TMHTBUCTHKATA Ha TEKCTa,
fparMaTykara, JMCKypca, CTWIACTUKATA M CBBP3aHUTE C TIX PasfeNd Ha JTMATBUCTHKATA, KATO
HAMPUMED  KOUHUTHBHATA JIMHIBUCTHKA, IICHXO- M CONMONMHIBHCTHKATA U Jp. TeopeTHdHHMTE
TMOCTAaHOBKK Ca IOAKPEIEH C MHOTO NPUMEPH OT OONAcTTa Ha XyHOXKEeCTBEHATA IUTEpaTypa,
MCIMIARKA TNCKYPC, B TOBA YMCIIO ¥ PEKIaMHUS, pe)epaTHBHN M3TOYHIIN I 1p. Ilpennoxenu ca
YMPKHEHUA, 3411291 U BBIPOCH KbM MOYTH BCHUKY IMIABH. B kpast Ha yqeOHWIATE ¢ MpeACTaBeH U
KIIF0Y KbM IPaKTUYECKATa JacT.

Cryanu:

6. Values of female images in Bulgarian ads before and after the democratic changes: ‘No
more patriarchal mythologies’. // Studia Hungaro-Bulgariaca, Tomus 2, Sumen-Szeged:
YuuB. u3nateiictso “Enuckon KoncTanTun IMpecnascku”. 2008. 159-173.

Crynusita pasriekia HIKOM acleKTH Ha Pepe3cHTAUH Ha SKeHI B OBIrapcku peknamu. Ts
Upe/ICTaBsi HOBM BHKNAHUA 3a Npell- W CHEA-TIOTPeGUTEICKaTa MMArojorus Ha KOHCTpyUpaHe Ha
KEHCKHM 00pasd, ¥ B YaCTHOCT, Ha XEHCKOTO TSIO, B bearapus mpexyr u cren memoxpaTHuHUTE
npoMmenu nipe3 1989 ronuna. Behpeku de TeHIeHIUUTE B PEKITAMHPAHETO B ITOCTCONUANIACTHYECKOTO
OOLIECTBO ca OPUEHTHPAHM KbM IMOGATH3AMNS, PeKITAMHATE areHTH OTIUTAT I €KCII0aTUPAT HAKOU
CIEUPUYHY KYITYPHH U COLUATHN 0COOEHOCTH.

Crartuu:

7. llpusiteam, OpUSITEJCTBO U CeMeilHH UEHHOCTH B pekjaMaTa (3a cO/M:KaBaHeTo,
CnojensneTo 1 ome Hewyo...) // Cn. ,,CBIOCTaBUTENHO e3MKO3HAHHE”, 6p. 3. 2014. 16 c.
(npuera 3a neyar)

B crarusira ce u3cnenBaT NpUATENCTBOTO M CeMelHUTe LIEHHOCTH B OBJITapckdl ¥ aHIIIUHCKY
PEXJIaMI NMOCPEIICTBOM PA3NMYHU PENpe3eHTaluy Ha cBeta. Ts IpencTaBs HAYMHU Ha €KCIUTOaTHpPaHE
W KaTeTOpH3NpaHe Ha EMOLMUTE, YYBCTBAaTa M yGekNCHMATA B OBIrapckaTa, GpuTaHckaTa
aMepnKkaHCKaTa Kyntypu. KynTypHUAT KOHLENT npusmen W HEerOBMTE eKBUBAJECHTH B [BATA e3MKA
MOraT 11a 6BJaT MHTEPNIPETUPAH 1O Pa3lMYHM HAYMHH, B3ABHCUMOCT OT FMOGAIHATE M03HABATENHI
MOJIIC/IM Ha COLMaNHaTa rpyna, KbM KOATO MPMHAIJICKH WHAMBUIBT, WM OT COGCTBEHATA KapTa Ha
CBETA HA BCCKM PEHMIICHT 10 OTHOIEHNE Ha Te3W UEHHOCTHH cucTeMu. JlokaTo mpusmencmeomo n
cemelicmeomo €a UOBCIIKH YHUBEPCAIIMH, TEXHUTE CeMAHTHYHW XapaKTEPUCTUKH CE Pa3iMdYaBaT B
PasIMIHNATE E3UL I KYNTYPY B3ABUCHMOCT OT OPHEHTAIMATA Ha Ch3NATENMTE M TONYYaTeiuTe HA
PCKTAMHH TCKCT, CBBp3aHa C NIO3HAHKATA MM 34 CBeTa. AHANM3UPAT ce TyMHTE npusmen u Sriend v
TEXHATC CUHOHMMH WM OIIM3KHM 1O 3HAYEHHE CXONHHM HOHSITHS, KaKTO W YIOTPEOUTE MM B PasIHYHU
pexJlaMU OT CHOTBETHUTE KYITYPHU OBIIHOCTH.



8. Globalization, Localization, Culture and Advertising. // Cross-linguistic Interaction:
Translation, Contrastive and Cognitive Studies. Liber Amirocum in Honour of Bistra
Alexieva. Ed. D. Yankova. Sofia: St. Kliment Ohridski University Press. 2014, 358-371.

Crarusra pasriexaa no6iemMu, CBbP3aHN ¢ TIPOUECHTE Ha TT0GANM3AIMAT, JIOKaNM3alusTa U
TTokanusaiusira B peknamara. OTYATAT ce KyNTypHOCTIEMUTHUTE ACTIEKTH B TO3M THIT TEKCT, KAKTO
1 JIMHIBUCTUMHUTE HAYMHU 32 U3passBaHe Ha MHGOPMALMSA OT pasNUYHU oOJACTH HA TIO3HAHMUE.
OO0ppina ce BHMMAaHWE Ha WM3MON3BAHETO HA TMACTHIN M o0pa3n KaTo aHMMALUMOHHH TepoH,
CTUIM3UPAHA (GUIypH, KYKIM H eMOTHKOHM. YIIOTpeGaTa Ha MACTHII € CBbP3aHa C NpeACTaBsHEe HA
UIPOLECUTE Ha JIOKAU3ALMUS B PEKIAMHATE TEKCTOBE, NOKATO MOSBATA HA AHUMAIMOHHU TePOM MOXKE
Aa ce OTHece JIo rmodaNu3anuaTa B pekaMara, yHuGUUMpaHe Ha KyNTYPHUTE KOJOBE, A JAXe U HA
TAXHOTO enumunupane. Ilpencrasenata wHGOPMAUMs ce OCHOBaBA HA TEXHUKW, THUIMYHE 3a
MOCTMOAEPHOTO OGIIECTBO KATO MHTEPTEKCTYANHOCT, (ParMEHTAPHOCT Ha HAPATHBA, YTOLOGIRAHE 1
Ap. B nofikpena Ha CIIOMEHATHTe XMIIOTE3W M CTAHOBHINA €A MOCOUEHH OpUMEPH OT aHTJIUMCKH U
ObATapCKM PeKIIAMHU TEKCTOBE.

9. Dress Code as a Cultural and Social Phenomenon. // Jubilee International Congress.
Science, Education, Technologies “40 years Bulgaria — Space Country”. Vol. 1. Konstantin
Preslavsky Publ. House. 230-239. 2013. (B chaBr. cbe 3. Toznopos)

CraTusta pasriexna Ipeckofa KaTo KYNTYPHO H COUMANHO SBICHHC IO NPUHOMI U B
Gparapckata M GpuTAaHCKAaTa KyATYPHM, M B CHOTBETHHTE PEKIAMHM TEKCTORE, Ananusupar ce
APECKOLBT ¥ MOJIATA KATO CTISLM(HUIHN 3HAKOBH CHCTEMH, KOMTO €A BPb3KATa MKy PEallHUs CBAT U
CBETa, B KOHTO IpeXuTe Ce NMpelCTaBAT o BepGaneH U HeBepbanen HauuH. UHTepnpeTauuira Ha Tesn
3Hal{ ¥ TEXHUTE O3HAUABAINY Ca PA3IMUHY 32 PA3IMYHUTE KYNTYPH U HOPH 33 PA3MITHUTE HHIUBHIH
OT €lHA W ChIlA KyNTypa, B3aBUCHMOCT OT TEXHUTE BB3TICNN, YOeXACHWS, 3HAHUI 32 CBeTa,
OTHOIICHNS U peNurus. [TUCMEHNUTE PENpPe3eHTAlMK Ha MOJATa Ce TIPeaBaT MOCPEICTEOM PasiidHA
KPUTEPUM 32 TEKCTYAIHOCT, Taka e afpecaTnte, KOMTO HAMAT HyXJa OT PeKIaMUPAHWTE APEXH H
akcecoapy, 1a ObJAaT M3KYIUEHW Na CH 'l Kymst. [IpuBenenn ca IpuMepH KakTo OT OpuraHcku u
OBITapCKH PEKITAaMH, TAKa W OT PEAJIHHs KUBOT, KaTo HallpuMep XUITH IBIKEHIETO npe3 1960-te.

10. IlapoauiinoTo M MapagoKCaTHOTO B peKJaMHUS auckype. // Crnyxenne cnoo. CO0pHHK
TIOCBAIIEHB! 7-NETHIO JOI. 1-pa AHHbI Hukonosoi. I1lymeH: VHEB. uzmatencrso “Emuckor
KoncranruH [pecnaseku”. 274-283.

CrarusiTa [10CTaBs aKLEHT BEPXY pasIMYHUTE HAUUHHM 3a [IOCTHIAHE Ha napoousa U napadoxc B
PEKITAMHHTE TEKCTOBE OT OBITapCKH W aHINMHCKM TeYaTHH W eeKTPOHHU MemuW. Ta mpeicrass
ONpexeNeHusTa Ha Te3u e Qunocoodcku kaTeropun. B HIKOM clydyay Mapomusra ce OCHOBARA Ha
VMHTALAA Ha NPOU3BENEHUA OT BMCOKAaTa JIUTepaTypa WM OT APYTM HMcKypcw. Ilapamoxcure ca
peanusupany OnaronapeHne Ha pasNMYHM eOHOBPEMEHHH WM MAPANCTHH CHTYal|d WIM HA J(BE
pepepeHIMaTim paMKH, CHIIECTBYBAUIM B €MH M CBII TEKCT, MM fnaromapeHne Ha efHa M ChIIA
CATyalus, HO OTHACAIA Ce N0 JBa pPasinuyHu o6GeKTa OT AeHCTBHMTENHOCTTA, KOETO BOAW IO
ABYCMUCIICHOCT, OTCTpaHCHa C TIOMOUITA Ha CHOTBETHMA KOHTEKCT. J[BeTe KaTeropud Morar ja
TMPUCHCTBAT B CAUH M CBIL PEKNAMEH TEKCT, KOETO NPENU3BMKBA XYMODUCTHYHH €(eKTH npu
JEKOIVMPAHETO.

11. Incongruity in Advertising as Prerequisite for Conflict, Change or Adaptation of
Schemas. // Peregrinations of the Text: Reading, Translation, Rewriting. Essays in Honour of
Alexander Shurbanov. Eds. Pancheva, E., Stamenov, C., Pipeva, M., Niagolov, G. Sofia:
Sofia University Press "St. Kliment Ohridski". 453-460.

CratusTa aHaNM3upa ynotpebara Ha e3MKa Ha pekiamara [pH [peLaBaHe Ha uHpopManus 0o
CCH3ALMOHEH M HeOONYaeH Ha4dH, Taka e aipecaTure a ObJaT MHAMPEKTHO MaHUIYIMpaHH aa
3aKYMAT MpeANaraHuTe CTOKM HIIM C€ BB3MON3BAT OT PEKIAMUPAHHUTE yCIyru. EOUH OT HauMHuTe 32



TOCTHraHe HA TOBAa € C TIOMOIITA Ha HEYMECTHOCT, OCHOBABallla CE HA CBHIIOCTABKA MEXIY
NPOTHUBOPEHIBA HH(OPMAIHS BHB BepGAHUS M HeBepOANHUA KOMIOHEHT. Ta3u ynorpeda BoxH J0
KOHQIUKT UM COMBCHK MEXIY IBa KOHTEKCTA, KOWTO ce paspelnaBa upes JEKCHKATHY KOHIEITH,
YJIeCHABAIIN MHTCPIPETALMATA Ha Pa3NiYHH KOTHUTMBHM Mojenu. ITpuBefeHd ca NpuMepH OT
OBIrapckd W OPUTAHCKHE PEKAMHM TEKCTOBE, KOWTO MOMKPENAT PaslMuHHTe TEXHUKH, BOJEUIH 10
TPOMSAHA WM afaNTallsd HA CXEMH M MexAyoOnacTHH KapTupaHws. JIeKOQupaHeTo HA pexITamil,
CHABPKAIIN TaKhBd OTKIOHEHWH, CE yJecHABa GnaromapeHue Ha CIMBAHETO [d HENMHIBUCTUYHU
TIO3HABATENHN CTPYKTYPH OT MbPBUYHH U BTOPUYHM KOTHHTHBHM MOJENIM, KOHTO CE MOSBIBAT HA
NOBBPXHOCTTA KaTO KOHLENTyalHu MeTagopu. KapTupaHeTo Ha uR(GOpMaIiaTa OT U3X0/HATA 06IACT
BBpXY (€eBaTa IIPaBY TEKCTa IIO-UHTEPECEeH U NpeausBukarened. OTKIOHEHUETO OT BCUYKY TORHATH
KOTHUTUBHU MOJE/M IMO3ROJISBA HA YOBEWIKMA MO3BK Ja OTHIAE OTBBJ I'PAHULUTE HA YOBEUIKOTO
BHEOOpaXCHUE U [1a MUCITH 34 TIOBEYe OT e/IHa MHTEPPETAIH Ha PeKIAMHOTO choBIIeHNe.

12. Persuasion in Advertising via the Use of Two-Domain Mappings. Martin Lachout
(Hrsg.). // Aktuelle Tendenzen der Sprachwissenschaft. Ausgewahlte Beitrage zu den GeSuS-
Liguistiktagen an der Metropolitan Universitat Prag, 26-28. Mai 2011. Hamburg: Verlag Dr.
Kovac GmbH. 2013. 447-455. Cited in Web of Knowledge. (c5BM. che 3. Toznopog)

http://apps.webotknowledge.com/Search.do?product=UA&SID=71 O64MIPNZoppIDCycJ&search m
ode=GeneralSearch&prID=e40b0818-ef0c-4041-8bad

Crarusta pesrnex/a TeXHHKY 3a yOexkeHNe B pekllaMaTa, OCHOBABAIU ce Ha ynorpebara Ha
ABYOONacTHUTE KaprTupaHus. ITpefcTaBiT ce KOTHMTMBHH TEPCTEKTHBH 3a TIpUIIaTaHeTO Ha Te3n
TEXHUKH MOCPEICTBOM UHTEPTEKCTYATHOCT, U3rPaJeHa Ha Urpata Ha IyMH, YoTpeGa Ha U3BECTHH U
JIECHO paslo3HaBaeMM H3pasu ¥ HAKOM JPYrM HAYMHU HA KapTUpaHe Ha MO-KOHKPETHM o6IacTH ¢
KOHICLTYaNHU CTPYKTYPH BLPXY HO-a0CTPaKTHY ¢ LN NpeflaBaHe Ha eAUHCTBEHOTO MpeIIoKeHue 3a
Ipojax0a OT CTpaHa Ha PeKIaMHHTE areHTH, HapeX ¢ I0-IPUMAMIABY WIEH 3a HOBH HAUMHY U CTHI
Ha XKUBOT. [[ByoGNAaCTHHTE KapTHPaHNUS [O3BOJNISBAT HE CAMO HACIATBAHE HA HOBWTE MIEH BBLPXY BeUe
CBIICCTBYBAIUATE, HO W IIPEHAPEKNaHE Ha pPAMKH, KAaKTO W CIIMBAHE WIM HECHBMECTHMOCT Ha
MEHTATHH TPOCTPAHCTBA. BCHYKM Te3W TEXHMKH Ca IOAKPENEHH C UPUMEPH OT OPHTAHCKH W
OBITapCKH pexIaml.

13. Memories, reminiscences, senses...and cultures ... // COopnuk ,,ITamer u coomen™, 1. 19,
Enmckon Koncrantunosu derenus, 34-38. (cuM. ¢ H. Tocynosa)
http:/shu.bg/sites/default/files/harakteristiki/thn/EK  19a.pdf.

Craruara uscneBa NOHSTHITA namem U CHOMeH, nemme cemusa W MO KAKbB HAUMH Te Ce
NPOSBABAT B PA3IMYHUTE KyNTypH. Ta pasriexna ceH3opHaTa, KOJICKTHBHATA, KOMYHUKATUBHATA U
KYJITYpHATa TIAMET, KOWTO NPOU3THYAT OT JINYHK croMeHH. OOpbINa ce BHMMAHME HAa HAKOU OT
M3C/IC/IBAHAATA, HANIPABEHU I10 BpeMe Ha paboTara IO NMPOEKT MO JHHWS Ha ['prommBur »KYTHUst Ha
cnoMmenute: I'panvHa Ha mMaMeTTa”, KOHTO 3all0¥Ba C eQWH OT KpaTKuTe pas3ka3d OT KHHTaTa Ha
tbperckus nucaren Oumun JenepM ,,Mankute ymoBOJCTBHA OT >KMBOTA” »ApoMaTr Ha SOBIKH”,
[IpuBenenn ca pa3snudIHA IPUMEPH, CBBP3AHH C aHaIM3UpaHUTE MPOOTIEMH.

14. Kyatypuu acriekTH B GBJIrapcku pexjiamMu 3a ycayru Ha 6aHKH H MOGHJIHU OTlepaTopH.
/' W1 Caposa, B. Tlonosa (pex.). 40 rogunu [llymencku yuusepcurer 1971-2011. C6opnuxk
Hay4yHd TpynoBe OT HallMoHanHata koH(pepeHIMs ¢ MexIyHaponHo yuactue. Illymen:
YHuBepeurercko uznarenctso "Emuckon Koncrantun Ipecnascku', 2012. 452-460.

Tsit xaTo PEKIIaMUTE BUHATU ca IpSTCHAUPAITH, Y€ Ca OTpaKeHUEe Ha KYyJITypara, B KOATO Ce
NOABABAT, OCBEH B CIIYYaWTE, B KOUTO Ca JIOIIA MMHUTAIASd Ha CBIIECTBYBAIN TCKCTOBE OT Apyru
KYJITYPH, HACTOAIOTO M3CJIEABAHE € OMUT 33 aHAIWU3 HA KyHTypHOCHeHI/I(i)I/I‘IHI/ITe 1 JIMHTBUCTUYHHUTE
aCIICKTH B 6’BHFapCKI/I PEKIIaMHA B objacTra Ha YCIYTATE, OpelaTaHu OT MOOHIHU orneparopu u
OaHKH, PCB}’HTaTI/ITC OT aHalM3a co4aT, 4Ye €OHA OT O0COOEHOCTUTE B Te3H PEKIIaMHU TEKCTOBE €
CBBp3aHa HE CaMO C HapOIOIICWUXOJIOTHATA Ha 6’BﬂrapCKI/IH KynyBad, HO M C HOBOCB3agCHUTE



YCIIOBUA, IIOPOACHU OT UKOHOMHUYEcKaTa KpH3a, KOETO BOOU IO U3II0J3BaHE Ha CTpATETUMN U TaKTUKU,
Pa3IMIHUA OT HACTOSIIIUTE.

15. Advertising and Popular Culture. / Esux na KynTypaTa U KynaTypa Ha e3uka. COOpHUK ¢
HaydHH CTaTHH B 4eCT Ha mpod. X.¢.H. Ana Jmmoa. Pen. II. ITetkos, C. Boifuesa, A.
Humurposa. B. TspHoBO: @abep. 2012. 123-130.

Cratuara pasriexnaa Bpb3Kara MeXIy PeKiaMa U MacoBa Kyntypa. M3scnensauu ca ape ot
M3MONSBAHNTC B IOCTCAHO BPEME TECHUCHUMM B PEKIaMHATA MHIYCTPHNA, a WMEHHO Hacmumi W
npHOATBaHe N0 0Opasd Ha aHUMAWUOHHU 2epou, OCOGEHO B TeNIeBU3HOHHITE peknamu. Enna or
IPIMUHATE 33 NPUTAraHETO Ha Te3M TEXHWKH €, Ye PeKNaMHTe B eeKTPOHHUTE MEIUH ca C TOBeue
CMOLHMOHAIHM  apryMEHTH OT Te3M B MEYaTHUTE MENHH, KBAETO CE pA3unTa NPEIMMHO Ha
PalMOHAITHATE apryMeRTH. [IpUI0XeH1Te W aHAM3UPaHH PAMEPH Ca OT GBHITapcky | AMEPUKAHCKH
TCICBU3UONHM peknaMM. J[BeTe TEXHUKM MONYEpTABAT B3aMMOOTHOIIEHWETO MEXKIY pekiiaMa H
KyITypa, W IIO-KOHKPETHO MacoBa KyINTypa, HO MO CBBBPINEHO pPA3IMYHM HAYMHW, KOUTO ca
HPENCTaBeH! W 06ChAEHY B CTATHATA.

16. KorHHTHBHY NipeanocTaBKH 3a abeypaHoTo B peknamata. // TIpo6GieMsl KOTHUTHBHOTO 1
(DYHKIMOHANBHOTO ONMMCAHUA PYCCKOrO U Gonrapckoro s3bikoB. Bum. 8. Penm. kom. T.
Wsanosa, W. CaBoBa, B. ApamoBa, A. Huxonosa. lymen: YU , Enuckon K. Ipecnabeki.
2011. 99-107.

Crarusra pasriexpga aGCTPakTHOTO KaTo dunocodeka kareropus m mpunoxenuero i B
pexnamata. Ilpexcrasar ce werupure W popmm — aHTPONIOMOpHU3LM, aneropus, xunepboma u
KOMIYHOTO — MOAKPCNIEHN ¢ KOHKPETHH TIPUMEPH OT OBRITApCKH pekinamu. Tesn cpelcTBa OTBIMYAT
BHEMAHMETO Ha IOTPEOMTENMTE OT HUCKOTO KAYECTBO HA HIKOM CTOKM U ycnyru, AGcypmHOTO B
PeKIIaMaTa HOHAKOTa IPaHUYH ChC CIOPPEAINIEM U arpecHBHOCT, KATO 110 TO3M HAYMH CE PasuylBaT
KOHBEHIHOHANHATE (OpMH Ha 3HaueHMeTo. CBHITOCTABIHETO HA HECHIIOCTABHMH CLOOUIEHUsT BBHE
BepOATHHA U HeBepOANHYS KOMITOHEHT HA TE3M TEKCTOBE TIOCPENICTBOM aHTPONIOMOPHU3BM, aeropus
1 xurepborna npasy abCypIHOTO B PEKIIaMaTa otle MTO-UHTEPECHO U ITPEAU3BUKATEITHO.

17. Emotion and Personal Involvement As Principles in Advertising Discourse. / Ezux,
nosHadue, komyHukanus. lymen: YU , Enuckon K. Ipecmaseku. 2010. 88-92. (chBM. CBC 3.
Tonopog)

Crarusra uscinefsa ciydyaute Ha yrnotpeba Ha memadopu, uepa na Oymu U Xymop B
pexniamara. IIpencTaBsaT ce pasmiuHU CTAHOBUINA 33 Te3y MOHATHS OT JMHIBHCTHYHA M KOTHHTHBHA
TIeNHa ToYKa. Pasriesxaa ce BBIIPOCHT 32 CIMBAHETO Ha oGNAcTH, PeOpraHu3upaaHeTo Ha PAMKH,
HECBEMECTUMOCT MEXJy NPOCTPAHCTBA ¥ ABOMHO WM3NOJI3BAHE HA WAEH M TeMH. AHaNN3Upa ce
CMOIMOHANHATA BPB3Ka Ha GpaHia ¢ noTpeGurenure. [IprBeenn ca IPUMEPH ¢ PeKTaMH, H3ITHUBAHI
no ObirapckaTa TENEBU3HA, KATO MOKA3aTelCTBO 33 DAIMYHATE TMONXONH B3aBHCHMOCT OT
peKIaMUpaHus TIPOAYKT WK YCIIyTa,

18. Tendencies in Bulgarian Advertising in a Global Context (before and after the
Democratic Changes in 1989) // CG. crareii Pexnama u MEXKYIBTYPHBIE KOMMYHHKAIUK:
UCcTopusin cospeMerHocTs. Ots. pen. WM. H. Hukynuna, H. I'. Tlasnosa. baprayn: uzn. Jlom
Bapnayn. 2010. 45-51.

Cratusta ananusypa pekiamara Mpemd M ciex AeMOKpaTHYHUATE TIpoMeHu. OOChKIaT ce
TIOHSTAS  KaToO riobanu3anus, pPeTHOHANIM3ANMA, JOKANM3AUS U riokanusanusi. I[lpusenenure
NpuMepy Ha OBJrapcKu peklaMM JI0Ka3BaT CTpeMea Ha OBNrapckuTe peKNaMUCTU Ha CIEHBAT
TCHICHIMMTE B CBETOBEH Mall[ab, OpPHEHTHPaHH KbM IIPHHANIEKHOCTTA HA Brarapus xeMm
»TJTO0ATHOTO celio”.



19. Social and Cultural Challenges in Advertising (Revisited): Advertising and Everyday

Communication. // B: Esux, kynrypa, uientuanoct. B. TspHOBO: ®abep. 2010. 1. II. 36-41.
(¢BBM. cBe 3. TonopoB)

Cratusra 1pelcTaBs ¥ aHAIM3UPA HAKOM CIy4al HA  COMMANHE W KYJITYpHH
IpEAM3BUKATEIICTBA B pekaMupaHeTo B brirapus n Xomanmus. Hikom pekilaMHI TEKCTOBE MOraT J1a
6BIaT NpaBUIIHO AEKOJMPAHT CAMO B COUMATHUA U KyJITYPHIS KOHTEKCT, B KOITO ce mosBaBaT. Tosa
O3HataBa, Y€ 1IeN1eBaTa ayIUTOPUA CE CHCTOU OT MPEJCTABUTENM Ha ChOTBETHATA KyTypa. JIOpH I ako
C3UKBT HE MPEACTABIABA Oapuepa, HIKOU OT KyNTypHOCTEU(pHUIHNTE 0COBEHOCTH MOTaT 42 OCTAHAT
Hepasbpann. O6eKT Ha W3CIEZBAHETO ca peKaMH Ha KameHuna, W3nb4yBanm No TeleBU3UATA U
OKa4eHM Ha GnibopaoBe, KaKTO 1 XONAHACKH PEKIAMH OT KapTHUKH, PasNpoCTpaHsBaHN GE3MIIATHO B
kadeTa, KPhUMHU, PECTOPAHTH | Ap. B XOMaHIUA.

20. Bpeme, penecust, pexjiaMu u ome Hemo... / B: Ci. “Jlio6ocmorme” Ne 10. 20009, lymen:
Yuus. n3a. “Emumckon K, IMpecmascku™. 63-71.

Cratiara pasriiexua IOHATHETO 6peMe OT IOTMYECKA W KOTHWTHMBHA TIIeNHA TOUKA.
AKIIEHTHpPAT Ce Ba Pa3MYHHU acIeKTa, OTPA3sIBAIIM OOEIMHSBAIIATA HACS 32 BpEME B peKlaMaTa.
EXnHUAT MOMEHT TpeTHpa HadiMHA Ha NpefaBane Ha MHGOPMALHA B PCKIIaMH Ha JIyKCO3HH, CKBITO
CTpYBallll  4aCOBHMIM, KOUTO KOCBEHO WM IMPEKTHO “eKCIIOATHPAT” KOHIENTa “BpeMe”.
Hsnonzeany ca NpecTIXHN peKiaMu Ha TO3M THII CTOKH, B KOMTO peKJlaMHUTE areHTu 6u Tpsi6Bano na
BIIOKAT ILUIOTO €M YMEHHE, 33 Ja M3KYIIAT CBEHTYalHMTE KyMyBadd. IIpelcraBeHa ca pasimdHA
TJIEAHM TOHUKM B paslMYHUTE KYNTypH OTHOCHO HZeATa 3a 6peme. BTOPUAT MOMEHT € CBBP3aH C
pasiKaTa B peKIlaMHATE HOCHAHMSA, OTHACAIIN CE IO CXOIHHA IIEPUOJN OT MKOHOMHYECKOTO Pa3sBUTHE
Ha pasAiHu OBPKABH, 2 IMEHHO (HHAHCOBUTE Kpu3u mpe3 1980-te u HawamoTo Ha 1990-Te TOIVHH,
W HadajioTo Ha ceralllHata Kpusa, KOATO Ce OKa3Ba MHOro0 Io-MalabHa Mo pasMepd, H Bede ce
TIpEeBBPHA B PeLECHA 32 CTpaHUTE oT EBpomnelickus chio3.

21. Hsixon HaG.110deHHsl BBLPXY e3HKa Ha OBrapexus Meauen auckype. / OTroBOpHOCTTA
npen e3vka. kuura 2. 2009. Ulymen: Vums. m3patenctso “Emmckon K. ITpecmaBcku™. 150-
155.

Cratusara pasriexnaa HAKOM NPOGIEMH, ¢ KOUTO GBIrapCcKUTe eNeKTPOHHM U MeYaTHH MeIuH
ce CONBCKBAT 10 OTHOIIEHWE HAa HAYMHATE HA W3MON3BAHE HA GBHICApCKH €3MK, KATO HarpuMep
HETIPAaBUIIHK YNIOTPEON Ha 3a€MKH, OGUKHOBEHO OT aHMMHUCKH MPOM3XOL, KOMOUHAIMHI Ha Onarapcku
W aHITIAHACKA MR B €[HA CIIOXKHA, PEJlyHJTAHTHOCT HA AYMHM M M3a3H C €[HO U ChINO 3HAYECHWE,
HOBOM3MHMCIICHM JIyMH, HENPABIIHA YNIOTpeOa Ha NyMu, BpeMeHa u ap. Mima cimydan, B kouto mymure
Ui KOMOMHALIMUTE OT XYMH Ca CAMO TPAaHCIMTEPUPAHU HA GBITApCKH, M TOTaBAa U KOHTEKCTHT He

nmoMara MHOI'O 3a TIXHOTO HHTEPIIpETHUPaAHE. Bewuku tesn ynOTpe6I/I Ca TIOAKPEIEeHN C IIPUMEPH OT
GLHFapCKI/ITe MCIOuH.

22. IlapuTe KaTo KyATYpeH ¢eHoMen B peknamaTta. / Enuckon KOHCTAHTHHOBM HeTeHUS, T.
12.2009. llymen: Vaue. usn. “Enuckon K. TIpecmasckn®, 70-74. (B cBaBT. ¢Be 31 Tonopos)

Uscnensanero pasrmexna BbIpocH, CBBP3aHU C TapuTe KaTro abCTpakTHO IIOHATHE,
U3II0JI3BAHA KATO MEPUIIO 33 Pa3siMIHH LIEHHOCTHH CUCTEMH B peallHns XKUBOT. Te ce TIPENICTABIT KATO
MKOHOMHUYECKM U KyNTYpeH cUMBOIL. [TOHATHETO napu e TACHO CBBP3aHO ¢ JPYTY KyJITYpHHU MOHATHS
KaTo npusmencmso, wacmue, cnpaseonusoc, wecm, cvananue, yenex u 0ocmotincmeo. Bermuko Topa
€ OTpa3€HO B PEKNAMHUTE TCKCTOBE IO PA3NMUYHH HAYMHM, B3aBUCUMOCT OT CHELU(UIHUTE COLUATHY
U KYNTYpHM 0OCTOATEIICTBA, P KOUTO CE ITOABSBAT peKIaMHTe.

23. Wymenckata Ilnasza, wymenckust MOJ w mawmmsT cTpuiiT. // OTroBopHOCTTa mpen
e3uka. kH. 3. [llymen: Vaus. m3n. “Enmckorn K. Ipecnaseku”. 2009. 331-337.



Wscnenpanero anammsmpa HAKoW OT aBCypIHTe M HEChOTBETCTBUATA Ha PEKNaMHpPaHETO 110
OTHOMICHNE Ha MPEACTABAHETO Ha NHGOOPMALA BHB BEPOANHUA KOMIIOHEHT Ha TO3W THII TeKcT. Hakom
OT PEKIIaMHUTE €a KOHCTPYHpPaHW BLB HOpMaTa Ha JHUBHUIM, NPHUKa3KH, PELIENTH i ap. Ornasa ce
CHCLHMANIHO  BHUMAHHE HA WHTEPTEKCTYaJHWTE BPB3KH, HA OKA3MOHANM3MUTE, KaKTO W Ha
HEOOMHaltHOTO ChueTaHye Ha GYKBA Ha KUPHIIALA U Ha JaTVHUIA, KAKTO U Ha ChUETaHMETO HA JBE HA
TPbB TIOTIe HECBBMECTHME MM eJIHA JIO APYTa.

24. The Beauty Myth in Advertising: Gender Portrayals in Advertising Revisited. //
(Inter)Cultural Communication. Proceedings of the International Conference of the BASA and
the BSBS Conference, Plovdiv, 3-5.11.2006. Sofia: Polis Publishers. 2009. 401-408. (8 cbasr.
cee 3. Toopos)

Cratusra pasriiexua MHTOBE W CTEPEOTHINH, CBBP3aHM C MUTA 34 KpacotaTa W HayMHA HA
KOHCTPYUPAHE B pasiMaHM PEKNaMHM TeKCTOBe. [IpeCTaBIHeTO M MpobieMaTi3MpaeTo Ha oA e
TACHO CBBHP3aHO CHC COLMAIHY B3AWMONEHCTBHSA M CIIOJENEHU KyNTYPHH CHMBOJH. Xopara B Te3n
PEKIIAMI CE M3IION3BAT KaTO PAa3MEHHN MOHETH M KaTO CUMBONM B CHOTBETHUTE MIEONOTHYECKH
CHCTEMHU. UOBCIIKOTO TANO € MycHAaToO B OGpBUICHHE IpH NPEANaraHeTo Ha CTOKM M YCNYTH.
AHAIH3NPAHN Ca AHIMHICKU W GBITAPCKH PeKIIaMH, aipECUPaHH 10 MBXKKATa U KEHCKATa ayIUTOpU,
KaTo Ca TI0COYCHH pa3iKUTE B HAYMHUTE Ha KOHCTPYMPaHe Ha TeKCTa U H3MON3BAHNTE JIMHTBUCTHIHY
CpericTBa.

25. HaynHu HA NMpeAcTaBAHE HA YYBCTBO 32 MsCToO, MIPOCTPAHCTEO U NpHHAANexnocT. // C6.
BeekunneBrero: Mecra, mamer, es3unu. Benmmko Toproso: ®abep. 2009. 77-83. (B chaBT. Che
C. O6eiin, 3. Tomopos)

CraTysra I0CTaBs TEOPETHHHA PaMKa Ha H3TPaXIAHETO ¥ TIPEACTAaBAHETO HA TyBCTBOTO 3a
MACTO, NMPOCTPAHCTBO M IPUHAMIEKHOCT, B KOATO CE AHANM3UPAT €ceTa HA CTYIEeHTH AHrmmiicka
(MITONOrKA M MPUTOXKHA JIMHIBACTHKA, GakaTaBbpcKa CTENEH, 1O NpPeJBAPUTENHO 3alaJeHu TEMH,
CBEp3aHM C npodneMatrkara. UyBCTBOTO 3a NPHHANTENKHOCT Ce pasTiexTa OT IBa acIleKkTa, Karo
OTHACAMO ce N0 HBE pasiuiHM OONACTH: Ha MPUHAIIEKHOCTTAa HH KBM OIpeleieHa rpyna win
KynTypa, ¥ Ha (M3MYECKOTO NpPOCTPaHCTBO. MHOr0 uecTo QU3YIecKOTO MPOCTPaHCTBO ce
HIEHTUOMLUpPA C NalieHa KyJITypa.

26. Cognitive Aspects in Advertising. // Text Processing and Cognitive Technologies. XIIth
International Conference “Cognitive Modeling in Linguistics” Proceedings. Croatia.
Dubrovnik. 2009. 210-212.

B wuscrnensaneto ca mpencTaBeHNH KOTHUTHBHH acHeKTH Npy TpefiaBaHe Ha WHGOpMarums B
pexmaMHK TekcToBe. Mresta 3a ylOBOJNCTBUETO € M3MON3BAHA B PasiIMYHHM BUIORE peKllaM# B TI0
PasITICH HawhH, B3aBUCHMOCT OT NpeJilaraHiTe CTOKM M yeiyrn. MieTa 3a ¢hyqacTHHYECTBOTO €
TIPAIKO CEBP3aHA ¢ LUCHHOCTHH CHCTEMH, HYX/IU 1 THPCEHNS OT CTpaHa Ha KOHCYMATOpPHTe. ITpuBenenn
Ca MpUMepH OT OPUTAHCKM M OBATAPCKH PEKIaMH, JEMOHCTPHPALLH pasNMYHY HauWHM Ha
eKCIUIoaTUpaHe Ha Te3H TPoBIIeMH.

27. PexknaMure —~ Urpu 3a Majku u rojemMn, Ho Hali-Beye 3a ,,Hanpennaan”. / Enuckon
Koncranrurosu uerenns. llymen, 1. 13. “Urpn u urpauku”. 2008. Illymen: YHuuBepcuteTcko
n3mpatenctso “Emnckon KoHCTaHTUH Ipecnascku™. 110-116.

Cratmsita 00CHXAAa HEeATa 3a HIPHTE, W3IION3BAHA BHB BepOannuTe W HeBepOanHHUTE
KOMIOHEHTH Ha PEKNAMHH TEKCTOBE. PekiamMuTe ce CpaBHABAT C PA3NMYHHI UIPH, Thil KATO U eIHUTE 1
APYTUTE MPCACTABAT €HA KOHCTPYMpaHa PealHoCT, KOATO Haogobspa aelicTBuTenHoCTTa. M exruTe
v JpyruTe C¢ OCHOBABAT Ha NPEAWINHUA HH ONUT 3a CBETd, HO MO EIUH UIIFO30PEH Ha4MH.
Llpencrasenn ca w ca aHaNM3UpPaHM pasiMuHU OpPEeAU3BUKATENCTBA. PUCKBT U mofemaTa ca apara
KOTHUTHBHHM KOHICMTa, OKONO KOMTO €a KOHCTPYHPAHH M WIPHTE M pPeKIaMuTe. IlpuBenenu ca
NPUMEPK KaTo JOKAa3aTeNCTRO 32 Te3U TRbPACHH.



28. Advertising as a Transcultural and Transnational Phenomenon. // Discourses of
Globalization. Selected papers of 13th International Conference of BSBS, November 7-9
2008. Sofia: Sofia University “St. Kliment Ohridski”. 230-233.

Wscnenpanero ananmmsnpa GpuTaHCKH TEKCTOBE, KOUTO PEKIAMHUPAT XOTENICKU BEPUTH, ¢ LEN
TpeACTaBAHE Ha UALATA 33 UHTEPHAIMOHAU3ALMS B CbBPEMEHHOTO OGILECTRO, OT eHa CTpaHa, KakTo
M MACTOTO, KBIETO JKUBEEM U 4YBCTBOTO 3a MPHHALJIEXHOCT, OT Jpyra CTpaHa, KaTo ce ThpcH
U3BECTEH OallaHC MeXIy JBeTe, Taka Ye eBEHTYalHHTe KIMEHTH Ia ObAaT MaKCHMAJIHO MONACKaHM.
Haunnwt, mo koifro e crpykrypupana pekamara, Ch3naBa YyBCTBO 33 NPUHAIEKHOCT U
UICHTHYHOCT Ha KOHCYMaTOPHTE B CBETa M KbM MACTOTO, KbM KOETO GIXa UCKaNu A3 MpUHANJIeKaT.
M3nom3BanusT aHTIIMICKH €31k TIpETEeHMpa J1a OBAe 110-CKOPOO IMM0GAlleH OTKOITKOTO JNOKANIEH, H €
TNPAKTHICCKI 1 KOMYHWKATUBHO OPUEHTHPAH, a He KyJITypHO 0OBB3aH.

29. The Concept of Aggressiveness in Advertisements. / Text Processing and Cognitive
Technologies. Cognitive Modeling in Linguistics: Proceedings of the 10th International
Conference. Vol. 1. Becici: Kazan State University Press. 2008. 31-37. ‘

CraTwsTa pasriexna MOHSTHETO aTPECHBHOCT M HETOBHTE YNoTpe6u MOCPENCTBOM e3MKa 1
00pasuTe B peknamMaTa. ArpecUBHOCTTa (B TOBa YHCIIO U CeKCyallHaTa) ¢ BCHUKUTe if IposiBY Ha 31004,
THAB ¥ 310paficTBO B TO3M THI TEKCTOBE CE€ WU3MON3Ba C Lied HpUBNUYaHe BHUMAHUETO Ha
KoHcymaropure. BspHo e, ye ToBa ce nmpasu 1o enun XYMOPHCTHYCH HAYMH, HO B JHEIHO BpeMe
XOpaTa Ca TyBCTBHTCIIHM KbM TaKiBa HAYMHM Ha U3MON3BaHe HA BepOanuu u HeBepOANHH eNeMeHTH.
puBenenu ca mpuMepy or Gbirapckus u OpUTaHCKUS pekIaMeH IMCKYpC B MOIKPeNa Ha Tesu
TBBPIOCHU. |
30. Fear and Pleasure as Two Opposing and Co-existent Concépts of Emotion in

Advertising. / 3a yoreka 1 e3nka, CGopHuk Hay4HU CTaTHH, TOCBETCHN Ha 60-Tof1. Ha npod.
A.¢$.H. Maits ITenuesa. Codms: YHub., w3, »CB. K. Oxpumcku”. 2007. 365-370.
Unpexcupana B Haunonannara Oubimorpadpmst va PBuarapns.

Crarusra o6cwikaa wiesTa 3a eKCIUTMIITHOTO M MMILTHIIMTHOTO W3HON3BAHE HA TIOHSTHS,
CEBP3AHU C eMOyu1l B PEKIIAMHU TEKCTOBE, U 110-CIICUHATHO IOHATHATA CIMpax u ydosoncmesue. Te3n
TIOHATHA €€ CHOTHACAT C APYTH, CXOHN MO 3HAYEHUE, HO B HIKOU CITyday MparMaTudecKysT daxTop e
OT TIO-TOJIMO 3HAYCHUC OTKOIKOTO CEMAHTHYECKMS, @ H KOHTEKCTBHT MIpae ChiIeCTBEHA pons Tipu
MHTEPIIPCTUPAHETO MM. ATENBT 3a YJOBOJCTBHETO € OT rONAMO 3HAUCHHE 3a YBENNYaBaHe Ha
HOBCUIKUTE JKENAHMs, KOETO BOHM 10 pasno3HaBaHe Ha OpaHna M 3akymyBaHe Ha IIPONYKTA.
Hpennoxennero 3a mpomaxfa e ychmemHo, camo 3amoTo ce urpae ¢ 4YOBENIKHTE CTPaXoBe,
TIPUTECHEHUS 1 YyBCTRO 332 MAOIIEHHOCT.

31. Success — That’s the Name of the Game. // Cognitive Modeling in Linguistics. Proceedings
of the IXth International Conference. Kasancxkuit rocyapcTeeHHEIN yHNBepcuTeT. 2007,

Cratusta pasriexia uesTa 3a ycliexa i NOHATHATA, CBBP3aHU C HETO B CBETA HA PEKNIAMATa,
TIpA WrpaTa Ha MOKep W Xa3apTa, KaKTO U B peKIaMuTe 3a Mokep. B roBeuero ClIy4al M3ION3BaHHTE
CTPYKTYPH NpU MPEACTABIHE HA HH(POPMALKATA Ca HOBH I HEOYAKBAHH, HO HH(OPMALMITA TpAGBa Ia
CC BMECTH B TO3HATUTE MEHTAIIHH CXEMU M OYAKBAHHS 33 PEAlHHS CBAT Ha anmpecaTHUTe, ako
PCKIAMHITE areHTH UCKAT peKklaMaTa Jia ¢ ycllewna. KoHIenTyanusamsTa Ha pasuuHuTe MueH ce
TI0CTHra  IIOCPEACTBOM KOTHUTHUBHM METadopy, ¢ YHATO IIOMOLN MEHTAJTHHTE KOHCTPYKTH Ha
CEeMHOTHYHNUTE CBETOBE Ce KApTHUPAT BLPXY PeallHOCTTa.

32. To the Global Village via the Local Pub. // Spaces, Gaps, Borders. 1. II. Linguistics and
TEFL. Ed. M. Georgieva. Sofia: St. K1. Ohridski University Press. 2005.75-78.



Cratuara npeacTass mpobIeMuTe, CBBP3aHH ¢ MEHTAIHH KOHIEITH I IIPOCTPaHCTRA, KAaKTO 1
KOTHUTHBHI MOJEIH, KOUTO CITYXaT KaTo OPHEHTHP 32 KONUPAHETO U AEKOLMPAHETO HA PEKIAMHTE,
KOMTO MPEACTABAT KyJITYyPHOCICUUYUYHM acTieKTH. MEHTAHATE TIPOCTPAHCTBA, KAKTO M MEYTHHTE
TIPOCTPAHCTRA Ca pasIiTiHU 32 PATUYHUTE PEIUIHEHTH. MTeaTa 3a IPHHALIEKHOCT KbM ONPEIENeH0
MIACTO CC CKCIIOATHPA B PEKIIAMH Ha TOJIEMH KOPIIOPALK ¢ MEXIyHAPOIHA I3BECTHOCT. PekmaMumTe
AreHTU EKCILIOATHPAT HAEATa, 1€ aIPEcaThre CIOAENAT TO3HATH KYNTYPHM KapTH B PaMKWUTE Ha
pasmMyHN KOHCTPYHpPaHU TIPOCTPAHCTBA.

33. Coumannn v KyJITYpHH NPAKTHKH B pexiaamarta. // Biactra na Menuure. llymen: YHus.
w3z, “Emackon K. Tpecnasexu”. 2005. 251-256.

W3cnensaneTo mpencTaBs HAKOU KyNTYpPHH U COLMATHY UPAKTHKY, CBBP3aHU C IEHHOCTHTE U
MHTOBETC, Ha KOUTO p4a34MTa peKkfaMara Mpu TpofjaxGaTa Ha CTOKM M YCIYTH. Peknamucrurte
M3IOJI3BAT CHTYalMM OT NEMCTBHTENHOCTTa, OT OGNACTUTE HA ITyGIIMYHATA M JNMYHATA chepa Ha
KUBOT, OTHaCANKA M OT €JHA CTpaHa 110 OGIIONPHUeTHTE MUTOBE M CTEPEOTHIH, 4 OT JIpyra — Io
IPOMEHSIIIUTE Ce HOPMH 1 BB3TJIE/N 32 CBeTa. CTaThsATa HOCTaBs YAapeHue BbPXy e3nKa M 06pasuTe B
peKiaMaTa, KONTO CTaBaT BCe NO-NeNePCOHATU3NPANH, BYITapHN, IIOHSKOra IOPY arPeCUBHH, KATo M0
TO3H HAYMH HapyllaBaT JUYHOTO TPOCTPAHCTBO HA TOTPEGHTENUTE, KOWTO CTABAT BCE MIO-
YBCTBUTENIHA B TOBA OTHOWICHME. APIyMEHTAlMATa € OCHOBaHA Ha GBITapCKH W 9y XKICCTPaHHH
PeKlaMM ¥ HAa HA4YMHa, 10 KOMTO Te pasrfexaar acleKTH Ha COLMANMHU B3aUMOOTHOLICHHS W
VHCTUTYIMOHAIM3UPAHHU JUCKYPCUBHH NTPAKTHKH.

34. University Prestige Advertising and the Way It Works on Both Sides of the Atlantic. //
The Transatlantic and the Transnational in a Changing Cultural Context. Shumen University.
Ed. M. Danova. Sofia: Polis Publishing. 2004. 126-129.

Hscnenpanero pasriexna pasnuuyHMTE MHTEPNPETALMH HA  TTOHATHATA npecmudic |
npecmudicna. peknama. AHAI3UpAaT ce peKNaMu, GpOWIYPH, KaTalosd M WHTEpHeT caiiToBe Ha
OBITapcKky, eBpoleHCKH W aMepUKaHCKH yRuBepcuTeTH. IlpencTaBena e WH(pOpMANWA 33 CTYIEHTH,
KOUTO KaHIMNATCTBAT 33 TC3U YHUBEPCUTETH. OGCHKIAT Ce MPUITMKMUTE W PasTHKUTe MEXIy HAIHHA
Ha peKIaMUpaHe Ha Pa3IMIHATE YHUBEPCUTETH.

35. “Don’t Sell the Steak, Sell the Sizzle”. The Sensational and the Informational as
Persuaders in Short News Items and Advertisements. // FNopgumuuk Ha [TV, T. XVI-XVII
A. OUIONOrMYECKH, HCTOPUYECKK U GOTOCTOBCKH Hayku. Ilymen. 2003. 137-143,

Crarusita pasrnexia Bph3KaTa MexIy pekJIaMaTa M KpaTkoTo BECTHHUKAPCKO ChOOIIEHNE KATO
THIl MEJIMAHM TEKCTOBE M aHAIM3MPA MMINTMUMTHOTO ,HANPEXEHHE” MEXKIy HH()OPMATHBHOTO H
CCH3AlIMOHHOTO KAaTO TIPUBEXIAa MpHUMEpPH OoT OpUTAHCKM BecTHMIM. VM B IBaTa THIA TEeKCT ca
V3MOJI3BAHN M3BECTHM W3Pasd W MHTEPTEKCTYalHHM TPENpaTKH, KOMTO DA3UMTaT Ha TPABHIHHS
[IPOYMT OT CTpaHa Ha aApEcaTUTe. YCTAHOBABA Ce, He HE € JIECHO 3a CH3JATENINTe Ha TEKCT JIa
TMOZrbpAkAT GalTaHC MeXIy pasTOBOPHMS M MMCMEHUA e3HK, a TOBA € HeoGXOIMMO, 3aI[0TO Le/IeBUTe
AyIUTOPUM TIPOU3IM3AT OT Pa3NMiHM CIIOERBE HA 06LIECTBOTO.

36. (Mis)conceptions of Reality in Advertising. // COopruk moxmamu or IOGuneitna
xonepenmms B ITY: Dialogues: A Decade of American and British Studies. Ed. M. Katsarska.
[InoBaus. 2002. (B chaBT. cbe 3. Tomopos). 2005. c. 366-368.

Craruara pasrimekaa pasliMiHM HauMHM 3a IIpefaBaHe Ha JNEUCTBUTETTHOCTTa, KAKTO |
HEMHOTO U3KPUBABAHE, M3TION3BAHO 34 OCTHrAHE LeIUTe Ha pexnaMHuTe areHTH. XKeHckara kpacora
ce sABsBA Karo OOMeHHa BalyTa, KOATO MPOLABA MBXKATE (aHTasuu 3a KEHNTe, OTKOJIKOTO XA
NPOCKTHPA KCHUTE 10 HAYUHA, TI0 KOUTO Te OMXa MCKAIM Ha GBIAT MpeACTABEHH B TE3H TEKCTORE.
IlpuBenenu ca mpuMepu ot pekmamu Ha Nike, KakTo M OT peKiIaMH, B KOMTO C€ CKCIUIOATHpar
OUONECKU CIOKETH, CBBP3aHU HalIPUMED ChC 3abpanenus nnod. AHaNTM3npa ce 4yBCTBOTO 33 BHHA,
KOCTO pEKITAMUCTUTE PAa3IUTAT 1a TPEIN3BUKAT UPE3 KOHCTPYHpaHe Ha MH(POPMAIUATA.






