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	Justification of the topic choice. Accuracy in defining the aim and objectives of the thesis. Justification of the topic choice; accuracy in defining the aim and tasks of the thesis; originality of the topic and the extent to which it was covered; alignment of the thesis’ topic, aim and objectives.
	5
	4
	3
	2

	Structure and logic of the text flow. Logic of research; full scope of the thesis; alignment of thesis’ structural parts, i.e. theoretical and empirical parts.
	5
	4
	3
	2

	Quality of analytical approach and quality of offered solution to the research objectives. Adequacy of objectives coverage; ability to formulate and convey the research problem; ability to offer options for its solution; application of the latest trends in relevant research are for the set objectives.
	5
	
	3
	2

	Quality of data gathering and description. Quality of selecting research tools and methods; data validity adequacy; adequacy of used data for chosen research tools and methods; completeness and relevance of the list of references.
	5
	4
	3
	2

	Scientific aspect of the thesis. Independent scientific thinking in solving the set problem/objectives; the extent to which the student contributed to selecting and justifying the research model (conceptual  and/or quantitative), developing methodology/approach to set objectives.
	5
	
	3
	2

	Practical/applied nature of research. Extent to which the theoretical background is related to the international or Russian managerial practice; development of applied recommendations; justification and interpretation of the empirical/applied results. 
	4
	4
	3
	2

	Quality of thesis layout. Layout fulfils the requirements of the Regulations for master thesis preparation and defense, correct layout of tables, figures, references.
	5
	4
	3
	2


Each item above is evaluated on the following scale, as applicable: 5 = the thesis meets all the requirements, 4 = the thesis meets almost all the requirements, 3 = a lot of the requirements are not met in the thesis, 2 = the thesis does not meet the requirements.

Additional comments: 
The author has selected for his study a topic which is exceptionally actual although still quite complicated to uncover.  There are numerous knowledge gaps in the marketing theory which lead  to develop this study, mainly that  of origin effect is not clearly defined in the literature and is currently not taken as a full and relevant part of marketing and brand management  studies.


The goal of current study is to identify the influence of perceived brand foreignness, implemented through usage of foreign branding strategy, on product evaluation and purchase intention, moderated by product category involvement and brand (or product) familiarity.


Topic actuality and research goal both are clearly defined and justified, the objectives are also consistent and coherent with the goal. In theoretical part author presents an analysis 

In general the work gives an impression of a complete and logical study. The thesis consists  of  three  chapters that are closely interconnected as they follow the objectives stated in the introductions. The first chapter is wholly dedicated to the review of the extant research. The second chapter outlines the methodology of the research. The third chapter contains discussion of the results of the analysis and managerial implications for companies that consider the employment of the foreign branding strategy. Additionally, it specifies the limitations of the current research. 


The diploma project is a topical study of the problem studied at a high theoretical level.
Theoretical significance of the research results consists in the development of theoretical and methodical  concept of country of origin   in brand management theory. The author has made a real contribution to  some aspects  of the theory of country of origin effect  in the context of Russian market.

The strong points of  theoretical results are:
1) The author narrows the scope of possible topics by focusing on the perceived brand foreignness concept, its implementation through foreign branding strategy (or intentional use of foreign countries’ markers in branding and advertising activities), and its effect on attitudinal and behavioral constructs of the consumers. The concept of pseudo foreign branding has not been thoroughly researched in both Western and Russian academic business literature, hence the significance of the current study as one of the first steps to form the body of the research on the topic.
2) One of the advantages is the comprehensive and novel approach of the author: she measures not only the effectiveness of perceived brand foreignness integration, but also the durability of the effect. Few of the researchers has combined these two aspects within one study;  however, for pseudo foreign brands, the underlying principle of which is borrowing foreign image, the steadiness on the effect produced on consumers is of high importance, since after the actual origin detection the brand image is challenged. This is performed via efficiently constructed research design, integrating the experiment, measuring the durability of the effect, into the survey, measuring the effectiveness of the foreign branding strategy. 
3) The model of the research is realistic and logical (p.42); the inclusion of modifying factors (product category involvement and brand familiarity) allows for more thorough analysis, testing the potency of perceived brand foreignness for different levels of involvement and familiarity, thus enabling the author to provide more detailed and thorough recommendations. 

Nevertheless, there are also several critical comments and questions to the author:
1) The author repeatedly refers to the concept of consumer ethnocentrism, referring to the data of public opinion polls and other studies on the topic that signifies the presence of ethnocentric moods among Russian consumers that might have affected their consumption practices (pp.15-16, p.34, p.76). However, consumer ethnocentrism is not included into the analysis as a variable neither at a present cut off, nor in the longitudinal manner (that would be more preferred to track the changes in the trend). This does not fully authorize the author to make conclusions about the dynamics of perceived brand foreignness perception among Russian consumers under the influence of latest political and economic incidences (sanctions and other conflicts). 
2)  The author generalizes the results to the three product categories (home appliances, fashion items and food products). However, each category is represented by one product type (fridges, shoes and tea correspondingly). While fridges and shoes are representative of their product categories, tea might not be illustrative within the whole food products category. 
At the same time, these remarks do not cancel the merits of the thesis. On the whole, the proposed thesis  carries creative, individual approach character.
     Master thesis has neat appearance and makes a positive overall impression. All the figures and tables of the thesis have sources and references.
Master thesis of Marina Likhovolova «THE IMPACT OF PERCEIVED BRAND FOREIGNNESS ON PRODUCT EVALUATION AND PURCHASE INTENTION: THE RUSSIAN MARKET CASE»  meets the requirements of MIM program, and according to the reviewer’s opinion deserves an “excellent (B)” grade, thus the author can be given the desired degree.
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