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It has been proven many times that globalizatianleen changing marketing- in the
broadest meaning — conceptually and in detail. Mi@mg of luxury brands is a perfect piece
of evidence of such impact but there are few comptady materials elaborating on that. The
reviewed PhD thesis brings such a complex viewhattend and shifts.

The aim of the thesis is ..."to explore conceptud#lig nature of value creation and
how the relationship gets translated and commusdchyy a means of store, also to identify
the key determinants for the value creation withie formats while looking at which levels it
brings to ability to co-create the experiential uaalwith consumers...” | appreciate this

ambitious aim, especially the part of co-creatiom éxperiential value with consumers.

The thesis has a logical structure promising to tget defined aim; it consists of
introduction, four chapters, and conclusion. Methlodical framework is adequate and it
includes array of modern research and conceptusttuments coming from classical
marketing disciplines and also from aesthetics mament, psychology, ethnography, etc.
The proportion of theoretical and research partsalanced, though | can imagine a broader

focus on the primary research.

The first chapter is the largest part of the thdsisollects background and literature
review and presents new concepts regarding luxtayds. | highly appreciate that the author
gathered many articles, books, research materald, web information and presented a
comprehensive description and explanation of nemds and concepts in marketing of luxury

brands.

Marketing of luxury brands is interconnected witltsato a higher extent than
“common” marketing which makes its management mieenanding. Emotions that are

typical of any brand play in this segment extremedgortant role and it is not easy to capture



and “manage” them in a classic way. Experientiakke@ng is a good way for further
development of marketing luxury brands becauseirigh new concepts and procedures that
answer new demands of the market. It is more seadib customers’ voice and develops
their perception and satisfaction to the top leydlthe same time, it is more difficult for
managers both from retail and production. Expeiaémbarketing applied to luxury brands is
also a suitable way in understanding the proces&lole co-creation. Building on emotions
means to give more room and activity to consuniargis respect, consumers are co-creators

of brand values, reputation, and equity.

Strong points of the thesis are — from my pointiefv:
» very complex overview of new marketing conceptsl amstruments that are useful for
marketing of luxury brands, and to some extentheiospecialization of marketing,
» detailed description and explanation of functioniegv concepts,
» global approach to the topic,

 application of ethnographic research.

On the other hand, |I miss following topics that Vaouncrease complexity and
completeness of the thesis:
1. Concepts of brand identity, place identity, reidintity, and social identity would
deserve a brief explanation.
2. Internet as a driver of communication should besatered in the context of
distribution and building brands

3. Conclusion should be completed with “a contributiew” of the thesis.

Summary
| value the thesis of Marija Tisovski as a worknefv approaches, applications of new
concepts and new opinions on marketing. She wastabkrite a dissertation of “experiential

nature” with a focus on marketing of luxury brands.

| also appreciate her research project based amogtaphic type of research and

incorporation of the findings in the thesis.



| am convinced that the thesis of Marija Tisovskia unique piece of marketing

material that deserves further development andigathdn.

| recommend the thesis of Marija Tisovski to théedse with the respective board.
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