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	Evaluation justification (strengths and weaknesses of thesis):

The thesis deals with the linguistic analysis of the selected slogans from the domain of fast food. It looks at the phonological, lexical, phraseological, syntactical aspects of slogans as well as intertextual links and persuasive language. 
Strengths:

1. The analysis tries to look at the selected slogans wholistically: all the linguistic levels are aimed to be discussed along with the rhetorical potential of the stylistic and rhetorical choices identified. 

2. Bibliography includes quite a number of very recent publications and reflects some newer approaches to advertising discourse. 

Weaknesses:

1. Though the bibliography is quite impressive, it still lacks some classics such as Aristotles or Burke, for example. Additionally, some entries are not formatted correctly (e.g., Baicchi 2020 or Fadilah & Tawami 2020). 
2. The text requires better proofreading in terms of grammar and style, since some parts are hard to read and understand: e.g., Additionally, in the lower-right corner is the small picture of the burger the 12 (p. 36) or Assuming that this advertisement was used in the United kingdom because crisps is a word for chips used in British English (p. 46). 
3. There is a lack of connection between the theoretical and analytical parts at times. Though theoretical part announces that the rhetorical triangle and framing are the two “methods of persuasion” (p. 32), these 2 terms are not mentioned again in the analytical part. Additionally, the student uses elements of multimodal analysis in the analytical part, not mentioned in the theoretical part. 
4. The analytical aspect of the thesis is somewhat weak. The student makes some statements which without good argumentation sound superficial or redundant: e.g., I suppose that many linguistic features appear in this sample, since advertising language is creative (p. 35) or Moreover, if someone is described as a king, it carries a positive connotation in most cases, hence it is metaphor (p. 44). 
5. The conclusion does not really explain what the analysis of the slogans leads to. Additionally, some statements are truisms: e.g. Regarding phraseological units, slogans are in many of these advertisements as is expected since slogans are created for business field as well as advertisement (p. 48). 

	Questions to be answered by student:
1. Please, give an example of how the appeals to ethos, pathos and/or logos create an effective ad. 

2. Please, give an example of how linguistic framing works in ads.  
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