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	Evaluation justification (strengths and weaknesses of thesis):

The approach of qualitative content analysis combining elements of marketing studies and linguistics makes this thesis original at this level of study. The first background chapter is a 6-page introduction to the theoretical and analytical work of William Lutz based on his concept of Doublespeak, introducing four types: euphemism, jargon, gobbledygook/bureaucratese, and inflated language, two of which were found more frequently in the corpus upon analysis. The next section of the thesis is a 7-page chapter introducing elements of marketing, including within the subchapter 2.2.4 on Promotion 3 subsections covering Advertising on Social Media, the Language of Advertising, and the Use of the Rhetorical Triangle. Subchapters follow on Branding, Content Marketing and Social Media Marketing. Most of the concepts in background are used in the analysis to clarify and expand on the points made by the thesis writer, which creates cohesion in the work overall.

The analytical section begins with the presentation of the research questions, one on “patterns in the language,” another on the use of the 4 modes of Doublespeak listed above. After a discussion of other methodologies used to analyse social media marketing, the methodology based on the article “Three Approaches to Qualitative Content Analysis” by Hsieh and Shannon (2005) is introduced as the approach to be used in the thesis. The thesis writer is aware that her goal is not “an extensive qualitative analysis using a massive corpus.” (23) A corpus of 21 pieces of content from three social media platforms is analysed based on keywords framed within categories by which to describe the goals of each post, all of which were posted between 2021 and 2024. The three “groups” of Emotion-related, Marketing mix-related, and Linguistics-based language help clarity the findings of the analysis. A Results subchapter follows attempting to address the research questions, e.g., in terms of the engagement rate of the posts. This is followed by a thoughtful Discussion which compares the results of the thesis with a 2023 analysis by Keyhole, “a platform which measures social media.”

The language is well done and the use of sources is generally at a suitable level. Although the results of the analysis are a bit uneven, the combination of linguistics, marketing and qualitative analysis is an interesting choice made by the thesis writer as she became more familiar with the concepts involved. All in all a fine job.


	Questions to be answered by student:

1) Does Coca-Cola Česko a Slovensko and other such social media accounts still exist, e.g. on Facebook or Instagram? If so, are there any differences in content, marketing strategies, etc. from the media you studied?

2) How has your research affected your perceptions of social media in general as well as in terms of marketing? Should marketing targeted at children of certain products or services be regulated in some way?
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