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I. Summarized data on the candidate's dissertation and activities 

The content of the dissertation, the other submitted documents, and also the 
previous professional experience of Violina Petrova show that she is a 
researcher with good experience in the field of communications – mainly in the 
institutional sphere. There is one co-authored publication presented, which is of 
serious value. 

The dissertation has a total volume of 260 pages, the content contains an 
introduction, three chapters, a conclusion, contributions, literature and 
appendices. As indicated, a total of 173 references and 30 online sources were 
used. The good thing is that at the end of each chapter, the main conclusions and 
summaries are presented. There are all the academic requisites in the 
introduction, and even a main thesis and a working hypothesis are presented, the 
latter being much more interesting and substantial in terms of wording, and the 
former (the thesis) somewhat obvious. 

 



II. Evaluation of the scientific and applied results and contributions of the 
presented dissertation 

The text is focused on an extremely important, at the same time widely 
developed topic in academic circles and in the business. As we can say, the 
corporate social responsibility, and recently ESG as well, is the “new black” in 
communications, which sets quite serious challenges to every researcher, mainly 
related to information filtering. However, a good study of this subject has the 
potential to bring benefits not only to this field, but also to communications in 
business and in general, contributing to the improvement of communications in 
general. 

The relations between social responsibility and image have also been widely 
researched, and it extends from the benefits to society as a whole, to the purely 
economic proposition (reaffirmed to some extent in the empirical research in 
this dissertation) that, other things being equal, consumers prefer to buy from 
socially responsible companies. 

Despite these particularities of the topic, the candidate has managed to extract 
and present the most essential and important aspects of the concept, which is 
obviously due both to her knowledge and to the selection of the sources used. 
And several more scientific and practical results are good to be mentioned. 

First, the understandings of social responsibility and the image of companies 
and contribution to business are global, ambitious and in this sense relevant to 
reality and with serious prospects for development. In the theoretical part, both 
right-wing and left-wing views on the role of social responsibility in business 
are perfectly combined – they are essentially somewhat opposite, but objectivity 
requires paying attention to both of them. 

Second, the existing knowledge is systematized and developed in a perfect way. 
Almost everywhere there are author's interpretations of the presented theories 
and concepts and this is done in the context of the main topic of the dissertation. 
Table 3 on p. 37 is the apotheosis of this – a meaningful and extremely useful 
summary and comparison. The focus on reporting and standards (p. 66 and next) 
is also great, as this is one of the main topics in current discussions of CSR. 

Third, empirical studies have value in their own right. The combination of three 
methods deserves admiration, the research itself creates essential prerequisites 
for objectivity and relevance. Empirical data have been processed with the 
necessary responsibility and objectivity. 

And fourth, the language and style are at a sufficiently high level. 
Terminological precision is combined with comprehensibility, which is a clear 
sign of purity of thought. 



III. Notes and recommendations 

Considering all this, two notes and recommendations can be highlighted that can 
be addressed further.  

First, in the context of the topic, it is appropriate to highlight something related 
to corporate reputation. Although personally I do not support this view, many 
researchers consider image and reputation to be different phenomena and even 
associate CSR with the latter. Even if it isn't, it's appropriate that this concept be 
singled out, it's a bit scattered in the text at the moment. 

Second, there is something to think about in interpreting the results of the Lidl 
case study. For example, the result that 84% of the posts on the company's 
Facebook page are CSR oriented (p. 177 – 178) seems hyperbolized, this is not 
the practice of companies. There are other examples as well. It would be 
appropriate in this situation to introduce more precise criteria and/or to present 
examples, perhaps in an appendix. 

 

IV. Conclusion 

Taking into account the benefits of the work, the topicality and specificity of the 
problems studied, their practicability, the excellent theoretical level of the 
problems studied and analyzed and everything else, my overall assessment of 
the PhD thesis is positive. In this regard, I would like to recommend to the 
esteemed scientific jury to award the PhD degree to Violina Petrova in the 
professional field 3.5. Public Communications and Information Sciences. 
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