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written under scientific supervision:df dr,hab_"Anha taszkiewicz, prof. ‘Ut ,
Univers_ifv ,Of»L'od‘z‘, o |

Lodz, 2026

‘ The basis for the review was.a letter from prof. Evva Waliﬁska, dated July 6% 2026. A necessary
documentation concerning»‘tvhe preparation of the_réview ‘of_th'e doctoral dissertation of Sadi
’ Huseynzade titled: ,,The‘ Impact of Sd/es Promo’tions” oh> Consumer ‘Buying Behaviour: A
Comparative Analysis from the Pandemic to the Pbst—Pandemi;: Period” Was attached to this
letter. The doctoral dissertation was written in Englis‘h., »
The assessment of the doctoral dissertation was prepared in accordance with the Act of JUIy
20t, 2018 bn Law on Higher Education and’Science (FDZ.U_., 2024, biterr‘):1571). e
The review of this doctoral'dissertation Wés pr'epare'_d' based on }cr:iteri;a that allow det'e‘rrvnihiing
- compliance with the requirements i_nvthe context Qf.the oiriginal_soll‘uvtioh ofa scientific problem, | B
the general theoretical knowledge of the PhD sfudeht inthe d:isciplin‘e of m‘anageme‘nt:situdies,
as well as his ability to conduct indepehdently scienth;ic' work. ‘
In'my review, | focused on assessing especially the way of fo’rmullating.tbhe’ bresearch problem

and the topic of the dissertation, research objectives, hypothQSes, research.methodology, the

layout of the content presented, as well as the substantive content and formal structure of the -

dissertation. The above elements became the basis for the formulation of final opinion. The.
attached documentation indicates that this PhD thesis is positioned in the discipline of

management and quality studies.
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I. Topic, statement of the research problem and ‘presentation of th_e aims and objectives
The research problem addressed by the doctoral candid'ate concerns the impact of ‘sales
promotions on consumer buying behaviour during the transition from the COVID-19 pandemic.
to the post-pandemic period, with particular emphasis on a comparative analysis-of two distinct
cultural contexts, namely Poland and Azerbaijan. It should be emphasized that this is a timely
. and relevant research topic,. significant from both theOreticai and manageri‘ai perspectives,
while also offering substantial cognitive and scientific value. The selection of the research
problem and dissertation topic can be assessed positively. The'issues addressed in the
dissertation are closely aligned with the ‘contemp‘orary challenges faced. by organizations
operating in-highly competitive markets. Consequently, the topic:is timeiy, sC|entif|cain well
justified, possesses both theoretical and practical value and fits well within the scope of the

discipline of management and quality sciences.

Il. The assessment of the scientific content of the dissertation

According to the applicable regulations, a doctorai dissertatio‘n should demonstrate the
candidate's general theoretical knowledge within a given scientific discipline as well as the
ability to conduct independent scientific research. Based on my analysis of the dissertation, i
conciudethat the Candidate demonstrates a good command of the subject matter and

possesses a solid understanding of the issues addressed in the study.

The first chapter of the dissertation, entitled vlnt'roa’uction, presents the justification of the
research pr‘obiem, researCh gaps, research objective_s, research questions, and hyootheses ina
clear and logical manner. The Candidate convincingiy explains the relevance‘ of the research
topic. However this introductory chapter is predominantiy descriptive rather than critical inf
nature. Aithough the Candidate demonstrates familiarity With the reIevant iiterature the‘v
review lacks a sufﬁcrently crlticai analy5|s of the current state of knowledge ' |
Furthermore, the theoretical foundations of the study are not adequateiy estabiished The""
Candidate discusses several - important constructs inciuding consumer behaV|our percelved

“value, impulse buying, promotional attractiveness, promotionai exposure, ahd promotionai
frequency. However, no overarching theoretical framework is ‘identified to underoin the
proposed research model. The dissertation n_either-refe'rs toa specific behavioural theory such

as the Theory of Planned Behavior, the Consumer Decision i\_/iodel, or the Stimulus-Organism-
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Response (S-0O-R) framework-nor explains why these particular constructs were selected, In my
opinion, this section lacks a clear theoretical g'rounding of the research model in a coherent
theory of consumer behaviour. Although the Candidate draws upon a number of constructs
commonly used to explain consumer purchasing: beha\}iour, no overarching theoretical
perspective is provided to justify the proposed conceptual model: }
Another concern relates to the formulation of the.identified re:search gaps. They are pr_esented;
largely as declarative statements rather than being systematically derived from and supported
by previous empirical research. For example; in justify'in:g;the second'research gap conCerning
the temporal dimension of consumer behaviour, :'th'e Candidate states that only a Iimi‘ted
number of studies have examined whether behavioural changes persist, diminish, or transform
in the post-pandemic environment. However, no specificstudies are cited to justify this claim.
Similarly, the Candidate argues that little research has in\'/estigated how the frequency of sales
promotions shapes consumer responses over time,,p'articularly whether repeated promotional
exposure ‘continues to influence purchasing beha\‘/‘io:ur or in.stead leads to reduced
responsiveness. Once again‘, this a_ssertiOn is not sunported by ev}idence from the-l_iterature.
Similar shortcomings can be observed in the for‘mulation ofthe remainingresearch gaps.
Identifying research gaps requires more than simply sta‘ting that'"there is limited research™ or
that "little is known." A rigorous literature review should first summarize the findings . of
previous studies, critically evaluate their contributions and llmitations identify unresolved
issues or inconsistencies, and only then formulate the research gap In-the revrewed
dissertation, a more in-depth and critical analysis- of previous research is missing—one tha‘t,v
would clearly demonstrate which aspects remain insufficiently explored.' |
The analysis of the research objectives also leads to several observati,ons. First, the objective of
a doctoral dissertation cannot slmply be 'to analyse” (objective 4), Analysis is ‘a research
method employed to achieve a saentific objective rather than an objective itself. Second, the
proposed obJectlves are not con5|stent in terms of their level of spec1f|c1ty For instance,
objective 1 is formulated at a very general Ievel, whereas objective 5 is considerably more
detailed. T‘hird,the Candidate does not clearly distinguish between the cognitive and practical
objectives of the study.'Sc_ientific objectives should sp’ecify what new knowledge the research
seeks to generate ratherthan indicate who may.benefit from-its findings. Finally, the research -
objectives should be fully aligned with the research qUestions. In the'present dissertation, L

however, this consistency is not always maintai,ned.' For example, the first objective concerns :
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examining consumers' perceptions and beh’avi’o‘urs tewards savles promotidns during the |
"~ COVID-19 pandemic and the post-pandemic period. Nevertheiess no research question
explicitly addresses consumer perceptions. Instead the first research question focuses on the
attractiveness of sales promotion tools. These concepts are not synonymous as promotional
attractiveness represents only one aspect of consumers' broader perceptions.
A» particularly significant weakness of this part of the dlssertatlon»concerns the formulation of
the research hypotheses. It should be acI.<nowIedged that the hypotheses are generally linked
to the research objectives, which is a positive ‘aspect of the study.‘ Nevertheless, research
hypotheses should be derived directly from the existing body of literature and supported by
previous empirical findings. In the present dissertation, the rationale und_eriying many of the
hypotheses is not sufficiently exnlained. ft remains unclear Which theoretical arguments or
empirical studies led the Candidate to formulatethe broposed assdmptions. COnseduently, the
hypotheses appear to be based primariiy on the Candidate‘s.s‘ubjectiv__e__expectations rather.
than on a systematic synthesis of prior research:. o _ |
Moreover, several hypotheses areformulated ina descriptiye ra‘ther than explanatory manner’
and therefore lack sufficient scientific value. For example, Hypothesis 1 assumes that the
attractiveness of sales promotion tools ‘differs between the two analysed periods. Such a
statement is largely self-evident and qUite obvious. Instead, the hypethesis should specify the
expected direction of the relationship'or identify the fa’ctorsrespOnsible for the anticipated
differences. In general, research hypotheses-shouid vp‘iossess stronger expianatory power rather
than merely predict the existence of differences.
Some hypotheses also 'Iaci< sufficient precision.” For exampie, Hypothesis 6 assumes that
Azerbaijani and Polish consumers differ in their preferences for specific types of prornotional
offers across various product categories. However, in the detailed hypotheses (H6a and H6b),
the Candidate does not specify which product categories are being considered This omission
makes the hypotheses Iess precise and-more dlfficuit to verify empiricaiiy
Another lmportant limitation of the introductory chapter is the absence of a clear justification‘
for the selection of the variables included in the research. The Candidate focuseson constructs
such as prometional attractiveness, promotional frequency, and premotional exposure, yet
does not explain Whi/ these variables Were' s'elected instead of other constructs widely

recognised in the literature, such as ‘price -consciousness, -trust, perceived ‘risk, or deal

ul. Cukrowa 8, 71-004 Szezecin, tel 91 444 31 15, dyrckmr zart«ousz adu. pi
L wwwbsz.edu, pl




URIVARSYTET 5/ ST RCINGHY

< .
S - | INSTYTUT ZARZADZANIA

proneness. The theoretical rationale for the inclusion:ofthe selected variables is not sufficiently
developed, which weakens the conceptual foundations of the research.

In my opinion, the Candidate's justification for selecting the two countries for comparison:is
insufficient and lacks precision. The rationale proVided is limited primarily to econormic
differences, such as market maturlty, the retail environment, and.consumer expenditure during
the pandemic and post- pandemlc periods. However Q. more comprehensrve Justlflcatlon ‘
should also incorporate the cultural context, partlcularly g|v_en that one of the almsof the
dissertation (objectives 5 and 6) is to identify.and explain cross-cultural differences in consumer
behaviour. Without a stronger theoretical and contextual justification, the selection of these

two countries appears only partially substantiated.

The second chapter provides the theoretical background for the issues of sales promotion
and consumer purchasing behaviour. The Candldate focuses on organising the fundamental
concepts related to sales promotion, presenting .thge main- promotional technlques, _and
discussing the mechanisms through which sales p,romotion influences consumer behaviour. In
the first part of the chapter, the Candidate appropri‘at‘elly presents v-ario‘us definitions of sales
promotion. Contemporary approaches to conceptualising - this construct are discussed;:
however, the chapter‘lacks the Candidate's own critical.cOntri‘bution. In particular, there is no.

| discussion -of the commo_n elem_ents shared »by the presented defi'nitions,' nor_are th’e'key
; differences between the approaches adopted by theci‘tedauthors critically e‘xam‘in:ed.lln other :
words, the chapter does hot contain a critical discussion of the,‘vario_us ways in which this key ,
concept is deﬂned in the llterature . - |
Furthermore the Candrdate does not specify hovv the concept of sales promotlon will be
understood throughout the remarnder of the dlssertatlon. ft-remains unclear Whether one of
the exrstlng deflnltlons has been adoptedas the conceptual foundatlon of the study or whether
the Candrdate intends to develop an orrglnal interpretation based on the revrewed literature.
Addressing. these issues would demonstrate greater suentlﬂc maturity -and con5|derably
strengthen the theoretlcal argumentatlon presented in'the chapter |
The subsequent part of the chapter discusses the lnstruments of sales promotlon and their
_influence on consumer behavrour The content presented in thls sectlon is substantively correct '
vand demonstrates- a sound understanding of the toplc. Nev_ertheless( it appears that the

Candidate identified the sales promotion instruments largely a priori, based on a subjective
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selection. Unfortunately, the proposed cIassificat’ion of promotionalv'inst_ruments does not
appear to be derived from asystematic revtew of the Iiterature or from a critical analysis of
alternative classification frameworks proposed by previous researchers. Consequentiy, the
chapter lacks a Iiterature—based justification forthe adIOpted classification of sales promotion
instruments, which would have strengthened both the theoretical foundations and the
methodological consistency of the study. The Candidate also fails to justify why, in Table 2 {p. -
34), only six out of the eleven sales promotion vinstru'ments previously discussed. are included
in the summary. Below the table, the Candidate states that it “provides a conceptual foundation
for the selection of the sales promotion techniques adopted in the present study," yet no
explanation is:provided as to why these partlcular promotlonal instruments were selected.
The Candldate further argues that: "Although the //terature d/scusses a. W/de var/ety of ,
promotional tools, the present study focuses specu‘/cal/y on price. d/scounts bund//ng, Buy One. |
Get One Free ( BOGO), loyalty programs, coupons.-or \_/ouchers, a_nd, free trials or demos due to .
their consistent relevance within previous research ond their strong association with consumer
behavioural responses. "’However,"no evidence'is provided to support' thts conclusion. On what
basis does the Candidate claihw that these speciﬁc promotional instruments are consistently
regarded in the literature as being of particular. lmportance or as exertlng a stronger mﬂuence
on consumer behaviour than other promot:onal technlques?

This constitutes a significant weakness of the dlssertatlon and once again demonstrates that
the Candidate_v formulates c0nc|ustons and research assurn“ptions largely on the basis of :
subjective judgement rather than sYstematic evidence dertved. from the literature. Conclusions '
are presented without adequate theoretical or. emplrlcal Justlﬂcatlon Throughout chapter two _

uon

the -Candidate repeatedly refers to "orevious stud/es eXIst/ng //terature . rewewed L
literature, " yet frequently fails to identify the specn‘rc studl'es or provide the relevant refe’rences
supporting these claims. TheSe shortcomings represent serious methodoiogical deficiencies in

" the preparatlon of a scientific dlssertatlon _ | , | » |
An .important strength of this chapter is the well- executed d|scussron of the benefits that
consumers derive from sales promotlon techmques -as well as the analysis of the behawoural.
effects of promotlonal activities, partlcularly Wlth rega rdto thelr |nﬂuence on brand knowledge,

consumer perceptlons and emotional responses However thIS section lacks ‘conceptual

oherence.
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Atthe beginning of section 2.3, the Candidate states. that thrs part ofthe dlssertat|on exam/nes
the broader influence of sales promotions on consumer percept/ons emot/ona/ responses,
brand-related outcomes, and purchasing behaviour." However, the subsequent:subsections
discuss only the effects of sales promotion on consurner perceptions and emotional responses,
while largely omitting its. influence on brand—related*outc_omes and purchasing behaviour. -
Although these issues are briefly mentioned in section .Zv.l,'. devoted to the benefits of sales
promotion, they are not systematically analysed. Consequently, neither the structure of
chapter two nor the content presented clearly and explicitly addresses the impact of sales
promotion on the four dimensions identified by the Candidate. This inconsistency weakens the
logical organisation of the chapter and reduces the clarity of the theoretical framework.

In summary, chapter two demonstrates that the Candidate has drawn upon a broad range of
relevant literature and has made a genuine effort to present different research perspectrves on
sales promotion. The mdmdual topics are presented in-aclear and well- structured manner,
making it easier for the reader to understand the lssues that form the basis for the subsequent ,
empirical analysis..The 'Candidate demonstrates a good familiarity w:ith the:subject Iiterature
and a:sound understanding of the fundamental rnarketing concepts related to sales promotion.
At the same time, it should be noted that the chapter is .predo‘minantly descriptive and
compilatory in nature. The literature:is presented primariily through a sequential review of the
different authors’ approaches, while considerabvly tess' attention is devoted to their critical
evaluatlon comparison, or synthe5|s The chapter lacks a discussion of the srmrlarltles and
differences between the: presented concepts, as well as a justification of which theoretical
perspectives constitute the foundation for the,subsequent‘ 'research;_ Likewise, the Candidate
does not offer any.original -conceptualisations,- deﬂnitions;: c_Iassiﬁcations, or: theoretical
interpretations of the discussed issues. | | ' | ‘
Equally importantly, the chapter does not culmlnate m the development of a coherent
theoretical model that could subsequently serve as the foundatlon forthe research hypotheses ’
and the relatlonshlps examined in the empirical part of the dls_sertatlon.

Overall, chapter two constitutes a substantively,sound cornpilatiOn of knowledge on sales
promotion. However, due to-its predom_inantlyvdescriptive ch‘araCter,-Iimited'critiCaI analysis,

nd insufficient theoretical integration, its scientific contribution remains relatively modest.
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Chapter Three presents a systematic literature review examining the impact of sales
promotion on consumer purchasing behaviour during the COVID-19 pandemic and the post-
pandemic period. Its stated objective is to.analyse the current state of knowledge regarding the
influence of sales promotion on consumers' purchasing decisions during this unique period and
to identify changes in consumer behaviour triggere’d by the pandemic. , |
The first part of the chapter presents the process of searching, selecting, -and screening’
scientific publications, with the review belng conducted |n accordance ‘with the PRISMA
framework, This section, however, raises serious.concerns rega‘rdlng the time frame adopted
for the systematic literature review. It remains unclear why:the Candidate limited the review
to publications covering the period from 2012 to 2»02'2. Unfortunately, no justification for this
decision is.provided and, in my opinion, the selected time frame is not appropriate.

The very title of the divssertation indicates that its purpose is to examine consumer behaviour
during the COVID-19 vpander‘nic and in the post—pandernic:' peri‘od. According to the World
Health Organization, the COVID-19 pandemic was officially declared in March 2020,
Subsequently, in May 2023, the»WHO announced the'end of the Public Health Emergency of
International Concern,a date that is widely reg_arded as marking the beginning of the post-
pandemic period. This_raisesthe question of why, when‘ aiming to-analyse consumer behzaviOUr
from the pandemic through the post—pandemic period the Candidate selected 2012 (eight
years before the outbreak of the pandemic) asthe starting pomt and 2022 (one year before the
official end of the pandemic) as the end point of the review. '

In my.opinion, the adoption of this time frame'is methodologically unjustified. Analysing studies
,published between 2012 and 2020 provides Iittle'insight. into consumer behaviour during the
pandemic itself, While'limiting the.review to studies-published up to 2022 does not aIIow for '
meaningful conclusrons regarding consumer behav:our Jin’ the post-pandemic - period.
Consequently, the inappropriate selectlon of the review period presents a distorted picture of
consumer: behaviour in the analysed context and undermines the validity of the analyses
presented throughout chapter three. | ‘

The subsequent sections review the literature concerning both the positive and negative effects
of 'sales promotion instruments, highlighting their role in enhancing brandattitud‘es and
purchase decisions while also acknowledging their potential to 'generate con.sumer_discomfort 5

or raise concerns about brand quality. The Candidate aISo-ana_lys‘e's changes in  consumer
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purchasing - behaV|our by discussing developments in dlgltal consumer behawour across
different sectors payment methods, and electronlc commerce.
One aspect that raises some concern is the title of Section 3.3.4. According to its title, this
subsection is intended to examine changes in consumer behavlo‘ur during the pandemic in the
context of impulse buying. However, the content of this section contains virtually no discussion
of impulse buying itself, Instead, it focuses on geographical differences in consumer behaviour,
shifts in product categories purchased during the pandemic, and related issues. Impulse buying ‘
refers to unplanned and spontaneous purchasing behaviour‘resulting from a sudden urge to
buyy typically characterised by limited cognitive deliberat-ion and driven primarily by emotional
and situational factors. This perspectiye is largely absent fromthe- discussion presented in this
part of the dissertation ‘ ‘, B » ' 3 | _ S
A noteworthy strength of the cha pter.is the conuse tabular summaries presented at the end of
each subsection. These tables effectlvely synthe5|se the ﬂndlngs of previous studies whlle also
providing brief mformat|on about the research methods and statlstlcal techniques employed in
the revlewed.'publications, thereby enhancing the vclarity and readability of the literature
revrew | o v g |
The chapter concludes with a blbllometrlc analy5|s coverrng trends in publlcatlon output, the
journals publishing most frequently on the toprc, the geographlcal drstrlbutlon of research, as
well as the distribution of research methods and research in_struments used in previous studies.
The Candidate deserves recognition' for undertaking a 'systematic l‘iterature review, i'a B
_ methodology that has become increasingly important in management and quallty sciences. The
chapter presents the publication selection procedure and organlses preVIous research flndlngs
~into clearly defined thematic areas. As a result |t provrdes a structured overview of changes in
~ consumer behaviour associated with the COVID 19 pandemlc | |
Nevertheless the chapter also raises several |mportant methodologlcal concerns. The first
relates to the lnapproprlate time frame adopted for the review. The second concerns. the
msuffrcrent adherence to the methodologlcal rlgour requrred for conductmg a systematic’
literature review. The description of the review _procedure remalns relatlvely general and does
not'include all the elements r'equired by widely accepted repor_tin_g: standards such as PRISMA.
fn: particular, the chapter ‘lacks a. :detailed justific’ation for..the choice of databases, a
comprehensive search strategy, clearly specified qualit-yvvassesSment criteria_for the included
studies, and.a more transparent description of the articlescreening and selection process.
-9
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‘Consequently, the presented review resembles a conventional literature review rather than a
systematic literature review in the full methodologicalsense of the term. |
Similarly.to Chapter Two, the Candidate presents the ﬁnding_s of_previous studies in a clear and
organised manner. However,. considerably. less attentio_n is devoted to critical discussion, -
comparing different approaches; and interpreting-these ﬂnjdings‘.’,The‘ bibliometric analysis,
although informative and interesting, remains primarily descriptive and does not lead to more
profound conclusions regarding either the evolution :of thi‘s research'field or the development

of research methodologies applied within it.

Chapter Four focuses on the  socio-economic .and cultural characteristics. of -the two
countries‘ selected for: the empirical"investi‘gation, na_mel'y_Pol"and and Azerbaijan. The
Candidate‘ assumes that consumers' responses .to‘ sales promotion instruments may be
influenced by these contextual factors. Accordingly, the chapter discusses the economic
context of the pandemic perlod in both countries, the d\v/namics of digital transformation;, and
the characteristics of consumer behawour followmg the outbreak of the. COVID 19 pandemlc '

In addltlon the Candidate compares the two countries from a cultural perspectlve usmg

Hofstede's cultural drmens|ons framework. The purpose of th|s chapter is to demonstrate the‘-' -

exustence of significant differences between the selected countrles that may contrlbute to
variations |n consumer behaviour and to prowde an mterpretatlve context for the empirical
findings presented in the subsequent chapters of the drssertatlon ‘
The Candidate has made a successful attempt to place the pIanned emplrrcal research within a.'v
broader souo—economlccontext.» The chapter makes good use of up—to—date stat|st|cal data
obtained from reliable internatlonal sources, suchb as-the World Bank, and presents these data
- clearly through Well—designed figures and sta_tist’ical tables. :
However, it is not clear why the Candidate adopted a differenttime frame. for the analyses -
presented in this chapter than the‘one used in chapter three. It should be noted that the time
frame employed in chapter four offers considera_bly greaterpotential for capturing d_ifferenc‘es
in consumer behaviour during the pandemic and the post—pand,emic period. The only issue that
" might be reconsidered is the inclusion of a relatlvevly‘ long five—ye_arpre—pandemic period, given
thatthe dissertation is primarily concerned wrth consumer b’evha\./lour du:ring"énd Yalt_er the g

pandemic.

. 10
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Unfortunately, a further analysisv of the chapter confirms ‘that the Candidate does not
consistently define what is COnsidered asthe pandernic period and what time frame constitutes
the post-pandemic period. Consequently, several of the contextual analyses, particularly those
concerning economic conditions, lose much of their analytical value. ' ‘
A good example is the discussion of GDP trends in the two countries. On page 77, the Candidate
analyses the period from 2015 to 2019, which appears to b_e treated as the pre'—pandemic_
period. The year 2020.is then identified as representing the pandemic pe’riod However the |
subsequent analysis of GDP for the years 2020- 2024 is descrlbed as coverlng the post- pandemlc ,
period. Thisimplies that the year 2020 is S|multaneously cIa55|f|ed as both part of the pandemic
and the post-pandemic period, which is conceptually mconsrstent.
Giventhe title of the dissertation and its stated research objecth/es, this represents a significant

" methodological shortcoming. A clear and consis'tent operattonalisation of the pandemic and
post-pandemic periods isfundamental to the va_Iidity‘ofthe analyses and conclusions presented .
throughout the dissertation.. The lack of such 'c'onsi,stency‘weakens the reIiabiIi‘ty of the
Candidate's ‘interpretation ‘of‘the empirical evidence v.anid raises concerns regarding the

soundness of the subsequent inferences.

Chapter V is devoted to the presentation of the research methodolog.y adopted to verify the
proposed research hypotheses and achleve the stated research objectlves This part of the
dissertation serves as a brldge between the theoretlcal con5|derat|ons presented |n the
preceding chapters and the 'empirical findings .dlscussed Iater. The author employed a mlxed—_

" methods approach, combining. quantitative findings derived from a survey with qualzitative:'
insights obtamed through in- depth interviews. |
In the first part of the chapter, the Author seeks to explam the process of data collectlon
However, this sectron is Iargely devoted to a theoretical dlscu55|on on mlxed methods research
and the rationale for conductlng quantltatlve: research - using: an, on||ne questionnaire,
particularly in light of the dynami:c development :of the Internet in Poland and 'Azerbaijan.
' Relatively little information is provi‘ded about the actual 'er'npirical .study itself, apart from the
fact that a structured questlonnalre was used to collect standardlzed and comparable data on
demographic characteristics, shoppmg frequency, deus&on maklng factors, and perceptlons of
various sales promotron tools (e.g., prlce discounts, free trlals bundllng, coupons loyalty cards, -
and "buy one, get one free" offers) The Author also states that the qualltatlve data prowded -
1
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interpretative insights into how and why con‘sumersrespond’ed differently to promotionai
activities across the pandemic timeline and within different cultural contexts.

A particularly valuable aspect of this chapter-is the clear presentation of the structure of the
survey questionnaire used in the guantitative study, as WeiI as the interview guide employed in
the qualitative phase of the research

Nevertheless, the chapter lacks several important methodological details. First, the Author
does not present a conceptual modei presenting relations he intends to analyze. Second, he
does not justify neither the sampling procedure nor the sample size. Why were exactly 300
respondents selected, with 150 participants from each country? Third, no information: is
provided regarding the pilot study. It remains unclear whether a pilot study was conducted at
all -and, if 50, what its outcomes were, Fourth, the .chapter does not explain how the’-
measurement scales were deveioped oradapted. Did the Au,thor employ measuremen_t scales
previously validated in the literature? If »so, .whos_e conceptuaiizatiOn was adopted? |
Alternatively, if original measurement scales were developed, what procedure was followed in
their construction? Fifth, there is no discussion of the reliability assessment or vaiidatiOn‘of the
research instrument, Sixth, although the Author.identifies thestatisticai techniques used in the
analysis, the rationale for selecting these particuiar methods is not explained. It would be
beneficial to justify why these analytical techniques Were considered the most appropriate for
addressing the research questions and testing thehy‘potheses. _

Finally, given that the 'study was conducted in two  different countries, ensuring the
translational equivalence of the research instrument' is of fundamentai importance This.
requires not only the accurate transiation of the measurement scales but aiso the careful_'
adaptation: of the terminoiogy ‘and expressions used in. the questlonnaire High- quaiity
translation is essential to ensure that respondents in different linguistic contexts interpret the
questions consistently, thereby enhancing the re:iiabiiity, validity, and comparability of the
findings. However, the dissertation provides no information on this issue. How did the Author
en‘sure the translational equivalenc_e of the resea'rch instrument? Vv

In summary, chapter V preSents a coherent research d'e.sign and dem_onstrates that the Author
selected an appropriate overall research strategy;:Ne\'/e'rtheiess,i‘rom the perspective of the
methodological rigor expected in a doctoraidissertation,:the' chapter would benefit from a
more comprehensive description of several key m'ethodoiogical 'aspects,_particularly those

concerning sampling, instrument deveiopment'and validation, pilot- testing, statistical
| 12

ul, Cukrowa 8, 71 004 Szezecin, tel 91 444 3115, dyrektur Lar@usz edu Pt
WIW.UISZ, edu.pl




Sk RS”

< i /::{ USRS -nr*;uﬁlh S0
LU | INSTYTUT ZARZADZANIA
Copa™

justification, and cross-cultural measurement equivalence. The research instruments used in

the study should-be also included as appendixes.

Chapter six constitutes the empirical part of the dissertation and presents the fndings of
both the qualitative and quantitative studies. Based on these results the Candidate proceeds
to verify the research hypotheses formulated in‘the dissertation ' ' _

The chapter begins with the presentation of the qualitative findings, which were analysed using ‘
Reflective Thematic Analysis (RTA) to identify, analyse, and interpret patterns of shared
meaning across the qualitative dataset. The Candidate identified three overarching themes.
The first concerns the eyolution of purchasing behayiour ac'rOSs the different phases of the

- pandemic, the second relates to the changing role of promotional offers in consumers
decision-making . processes, "and the third addresses cuIturaI differences in promotional
sensrtivrty and consumer preferences. ‘
One issue that raises concerns is that the claSS|f|cat|on of the product categories analysed m"
the study is introduced only at the stage of presenting the emplrical findings. Given that the
research objectives, research questions, and hypotheses. hadalready in.dicated that different
product categories would be examined, the methodological'-chaptershould‘ have"pro‘videda i
clear justification for selecting specifically these product categories Explaining why these
product groups:were chosen, rather than aIternative classrﬂcations avallable in the literature
would have strengthened the methodological rigour of the study _ |

" The subsequent part of the chapter presents the results ofthe quantitative study conducted'to.
verify the research hypotheses. Having. revrewed this section, | have serious reservatlons
regarding the scientific value of the respondents': 'retro'spective assess'ments. The quantitative
survey was conducted betWeen June‘2024 and December 2025. This raises the question of
whether respondents were still-able:to accurately recall their detalled purchasmg behavrours :
during the pandemic period (2020 2023 accordlng to WHO classifications) as well as during’
the post-pandemic period I\/lore specn‘rcally, can it reasonably be assumed that respondents .

were capable of reliably evaluating the attractiveness of six different sales promotlon_._»:

instruments separately for each of these periods fand'acc'urat'ely assessing the extent to which -~~~

each of these instruments influenced their purchasrng habits?

In‘my opinion, if the Candidate intended to compare consumers attitudes and such detailed :

purchasing behaV|ours across two distinct periods the pandemic (2020 2023) and the post-
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pandemic period (2023-2025), the study should ha\‘/e.adopted a longitudinal research design,
with data collected during both periods. Such an approach_would have substantially increased
the reliability and validity of the findings.
Another major concern relates to the way. in whiich the Candidate verifies the research
hypotheses. First, there is an inconsistency in the wording ofseveral hypotheses, including H1a.
Inthe /ntroduction and the methodological chapter V(Chapter Five), Hla is formulated as follows:
"Consumers' evaluat/ons of the attractiveness of price d/scount dea/s d/ffered 51gn/f/cant/yv
between the pandemic and post-pandemic periods." However, in chapter six (p. 126), the
Candidate states that Hypothesis 1la assumes th‘at:‘ “Price dis‘count dealslhave a significant/y
stronger influence on consumers' buying habits... ".bT_hesetwo:formulatiOns are not equivalent.
The original hypothesis concerns differences infthe 'perceived' attractiveness of promotional ,
instruments, whereas the latter refers to their influence on consumer buying habits. |
Second, according to the questionnaire (see, for example, Tvable',le, respondents were asked
only to evaluate the attractiveness of the various sales promotion'instruments. They were not
asked to assess the influence of these instruments on their buying habits. Nevertheless, based -
solely on respondents' .evaluations of - attractiveness, the: Candidate proceeds to - verify
hypotheses concerning the influence of these promotional instruments.on consumer habits. It
is not clear how such conclusions can be formulated? On what basrs does the Candidate mfer
the existence or strength of behawoural influence from measures of percelved attractlveness?
The fact that respondents perceive a particular promotlonal .mstrument as’ attractlve does not
necessarily imply that it affects their buying hablts These. are conceptually d|st|nct constructs
and should not be treated mterchangeably :
[t should be emphasised once again that the hypotheses formulated |n both the Introduct/on '
and. the methodological ‘ chapter concern dlfferences |’n th'e evaluatlon of promotlonal
attractiveness rather than causal relationships petw_e“en_prornotional instruments and
consumer behaviour. The interpretation adopted: in chapte:r Six therefore represents a
conceptual shift that is neither explained nor methodologlcallyJustlfled The same observation

~applies to several other hypotheses, lncludlng Hilb. |
A further concern relates to the verification of hypotheses 6a and 6b. Earlier in this review,
while discussing the qualitative study, | pointed out that the methodological chapter-failed»to
justify the selection of the product categories used in the analyses. Setting this issué aside, |

accepted that the Candidate classified the products into five categories: daily products,
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consumer electronics, style and fashion, home appliances and health-and wellness (pp 115-
116). Itis therefore difficult to understand why, in. the quantitative part of the study devoted
to testing Hypotheses 6a and 6b, an entireiy dlfferent cIa55|f|cat|on of product categories is
adopted. The inconsistency exists not only between the quaiitatlve and quantitatlve studies but
also within the quantitative study itself. Spec_ifically-, one cIasslficatlon of product categories is
used to verify hypothesis 6a (Table 34), while another is employed to test hypothesis 6b (Table
35). This inconsistency is difficult to justify methodologically and significantly undermines the
coherence of the empirical analyses. |
Furthermore, it is not clear.what the Candidate intended to achieve by presenting the analyses
included in section 6.2.3. This subsection does not:appear.to cor.respond to any of theresearch
hypotheses, nor is it clearly lin'ked to'any of the research obje‘ctives or research questions. The
notion of "promotion perception and consumer behaviour” discussed in this section is not
sufficiently defined. The Candidate proposes twoconceptualjmodels describing r_eiationships
between promotion perception and consumer‘:hehaviour. Althodghvthe_anaiyses themselves d
appear to be technically correct, | do not see how th‘ispar’t of the chapter reIates tothe research'
assumptions.adopted in'the dissertation. Consequen‘tly, the p_urpose of the models presented
in Figures 31 and 32 remains unclear. . |
It should aiso. be noted that chapter six is exceptionally exte_nsive; partly because of the large
- number of research hypotheses: As a result, it becomes Zdifficult for the reader to identifyv the
most important findings of the study. The chapter wo‘uldvbe.nefit considerably from concise
summary tables presenting the v_erification status ofeaCh hypothesis, thereby improving both

clarity and readability.

The final chapter presents the:discussion of.,the 'r'esear'ch findings. | appreciate the
‘ Candidate's effort to integrate the quantitative and quaiitative results. iCombining’ evidence
from both parts of the study undoubtedly contributes to.a more comprehenswe mterpretation
of the observed phenomena Nevertheless, the Candidate continues to mismterpret several of ‘
the empirical findings: For example, when d_isc»ussmg the verlﬂcation of hypothesis Hlc, the "
Candidate r-epeatediy states that the Buy One Get One Fir:ee (BOGO) promotion exerted a -
stronger influence during the pandemic period. Leai/ing‘ a'side the imprecise wording of t‘his
statement - since any discussion of "influence" should clearly specify the causal relationship |
involved - it should be emphasised that the hypothvesis itself did n'ot concern the influence of
15
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BOGO promotions on consumer behaviour, Rather, |t referred solely to differences in
respondents' evaluations of the attractiveness of this promotional instrument. The same
criticism: applies to the interpretation of the fi.ndingskconcerning the remaining promotional
techniques.

Finally, both this chapter and the concluding section of the dissertation lack avsystematic
discussion of the extent to which the research. objéotives were aehieved and the research. A
questions answered. Such a synthesis would hat/e provided a :more (.:oherent,‘conclusion to the
dissertation and strengthened the logical connection vbetweenthe theoretical assumptions, the

empirical findings, and the final conclusions.

Final conclusion ‘ v 7 |

Having evaluated the overaII‘content of the doctoral dissertation b'submitted by Sadi -
Huseynzade, entitled: The Impact of Sales Prornotions on Consumer Buying Behaviour: A
Comparative Analysis from the Pandemic to the Post;Pandemic Period, | conclude that although
its scientific contribution is substantlally limited by a number of methodologlcal shortcomings
and deﬂaenues |dent|f|ed throughout thls review. it meets the reqwrements of a doctoral
dissertationto a mrnl‘mum extend. The dissertation addres'ses an important and timely research
‘topic, the Candidate conducted an mdependent hterature review, demonstrated general.lf
knowledge in the dlscrplme of management and quallty suences and mdependently carrled
out both qualitative and quantitative research _ .

| therefore request Scientific. Commlttee of the Management and Quallty Dlscrpllne of
University of Lodz to admit the doctoral dissertation authored by Mr. Sadi Huseynzade, under

the supervision of dr hab. Anna taszkiewicz, prof. Ut.
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