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	Odůvodnění hodnocení práce (silné a slabé stránky práce):
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	Otázky k obhajobě:
1) One of your main assumptions is that original (non-adapted and untranslated) slogans have more impact on the customers. Why do you think so? Have you done any research on your own (e.g. reviewing recourses and statistics, own questionnaire, interviews, etc.)?
2) Successful advertisements aim to appeal to emotions and senses of the customers; saying that “they refer to our emotions” is not accurate. Saying that metaphors and other stylistic devices (SDs) fulfil this purpose is common generalization – in what way specifically do SDs appeal to senses and emotions? 

3) What is the role of (social, cultural, historical etc.) context in the study of advertising slogans? Your commentary on mistranslated or clumsy slogans may have obtained more credibility if you considered the role of context.   
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