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1. The goals of the thesis are evident and accomplished 6

2. Demands on the knowledge 9

3. Adequacy and the way of the methods used 7

4. Depth and relevance of the analysis in relation to goals 6

5. Making use of literature/other resources, citing 8

6. The thesis is a well-organised logical whole 7
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The author did not cooperate with the supervisor sufficiently and therefore the thesis has certain weaknesses. The goal of the 

thesis should be more focused (e.g. "proving the assumption that co-branding holds great potential as a strategic tool for 

brand enhancement and democratization of fashion" stated on page 9, is difficult to defend - based just on two case studies; 

also the content of the thesis should be more focused on the goals - for example the "guide" which may be the most important 

goal is described just on one page). Similarly the methods used have several problems (e.g. the focus of the expert interviews 

on the goal of the thesis is in my opinion not adequate). There are also some formal issues. However, the thesis still meets the 

criteria for successful defense. The topic of the thesis is very interesting and recent. The author provides some interesting and 

practical insights. Question for the defense: one of the goals of the thesis was determining positive and negative effects of co-

branding between luxury and mass fashion brands (what can be reached and what can be lost). In my opinion these findings 

were not described properly in the thesis (they are scattered in the text). Can you summarize both potential effects?

 E V A L U A T I O N  O F  T H E  M A S T E R S´ T H E S I S

Determining positive and negative effects of co-branding between luxury and mass fashion brands. Developing a guide for 

successful co-branding strategy.
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