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	Odůvodnění hodnocení práce:
The thesis deals with the very popular social media platform TikTok and aims to discover the commutative potential of one of its feature – hashtags. In order to do that, the author analyses 11 top beauty and fashion brands. The thesis also looks at the communication and hashtags used by the followers of these brands.

Strengths:

1. The author attempts to analyze both the use of hashtags as well as the particular context of the promotional strategy of each brand. She does so by analyzing the TikTok accounts as well as a solid corpus of posts.

2. Some of the findings (the apparent importance of specificity of hashtags) seem quite beneficial to modern marketers who aim to use TikTok as their main platform.
3. Bar the mistakes mentioned in weaknesses below, the thesis reads rather well and the author’s thoughts are structured quite clearly.

4. Despite working with a fresh topic, the author manages to use proper sources and use them well.
Weaknesses:

1. Some chapters could have been more thorough in order to understand the matter at hand better – e.g. in 4.2 it is difficult to understand how hashtags actually work, what makes them useful while searching or how these searches work exactly. 4.2 does not specify how Facebook uses # at all.

2. The aims of the thesis are laid out in a rather awkward manner and thus also incompletely accomplished, in my opinion, due to this. Basically, the three aims listed (as seen in Introduction) are:
a. “find out how hashtags are used by multiple brands to target audiences better” – this is done to some extent but the ambiguity of the “to target audiences better” is a problematic area which is not thoroughly examined.
b. “how these brands communicate” – this is done mainly through the analysis of visual sides and the videos and/or texts themselves. In order to better deal with this aim, however, the thesis should have had a chapter on brand/marketing communication and analyze each brand’s communication more thoroughly (kinds of communication, frequency of communication, what is happening in the videos, with narration/without narration, brand appeals etc.) and more consistently.

c. „how successful they are in terms of promotion of products on TikTok“ – this is done by looking at the sales revenue generated by each brand from TikTok ads, but success can be measured by a plethora of other things in marketing (brand reach, brand awareness, brand recognition, market share, etc.) – many likely outside of the scope of this thesis. More importantly, since there are also costs to revenues – it is likely very difficult to analyze the success without knowing the actual profitability of each post/video/promotion in general. This is not to say that what the author did is not one of the ways to reach her goal, but as with the other two goals, this aim, too, should have been refined more. 
3. The discourse analysis promised in Methodology does not go much beyond looking at syntax and a few lexical points (ASMR).

4. Some analyses are inconsistent and sometimes produce incorrect results – e.g. sometimes #tryonhaul is analysed as a noun phrase (p. 38) and then as a verb phrase (p. 42); #unboxing is treated as a verb (p. 46), or “verbal” (p. 46). The author once treats #mentalhealthmatters as a verb phrase (p. 37) while categorizes #whatdoyoudoforliving as “a full interrogative sentence” (p.42)

5. Sometimes in her analysis, the author is quite specific about occurrences, while in other chapters she is not (“…from around three (13 videos) to more hashtags per video.” p. 36)
6. In chapter 17.1 on promotional strategies used, the author seems to be inconsistent in how she approaches her material. Sometimes she delves deeper into characteristics such as “affordability” or “aims” of the product/brand while not looking at these with other brands. (e.g. SHEIN is narrowed down to what kinds of influencers the brand uses).

7. The thesis could have benefited from summarizing tables, example images, comparative tables, concrete number of occurrences mentioned throughout.
8. Conclusions about the success of Rare Beauty do not, in my opinion, take into account the nature of the brand, its target audience and the main persona of the brand – one assumption to be made is that this brand, out of all the others the most, aligns best with the users of TikTok and that Selena Gomez is probably extremely popular among these groups (mostly females, ages 18-29 see 3.1).
9. The thesis could have been better proofread – there are several typos and grammatical errors. Some sentences are difficult to comprehend (“YouTube algorithm is also going to show only those videos that are considered irrespective of the number of views or shares”)

	Otázky k obhajobě:

1. Most # seem to be nouns, noun phrases – isn’t this something to be expected? What are some of the “rules” when writing hashtags – either some best practices or use cases from other social sites?
2. Does there seem to be an optimal amount of hashtags to be used in communication on TikTok? 
3. How could gender (either of the person posting or the brand’s target audience) influence the hashtags used? Do you have anything in your analysis that would demonstrate the difference/similarity? Are there any gender-specific hashtags?
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