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Adam Szyszka*

Editorial

https://doi.org/10.2478/ijme-2022-0015

Welcome to the second issue of the International Journal of Management and Economics this year (volume 
58). In this issue we offer five empirical papers in management and one in-depth literature review in 
economics. Taking into account a geographical approach – this time five out of six papers are of Polish 
origin, but often with an international context or with findings which not necessarily are specific only to 
Poland, but also might be extended to other markets or economies. In addition, one paper is dedicated to 
the Iraq and neighboring oil-exporting countries. 

The issue starts with the paper by Marzanna Witek-Hajduk and Piotr Zaborek, entitled “Social Media 
Use in International Marketing: Impact on Brand and Firm Performance”. The paper investigates how 
engagement in social media marketing of a company’s main brand in the key foreign market is related to its 
brand and firm performance. The findings suggest that social media marketing is generally advantageous 
but not all areas of it are equally important. The study relies on a survey of a representative sample of 
245 medium and large companies from Poland using social media in international branding. Performance 
metrics include an index of brand performance in a foreign market and return on assets (ROA). The 
foreign-market use of social media consists of brand-equity creation, sales support, market research and 
information dissemination. The conceptual model is complemented by two antecedents (brand orientation 
and consumer orientation) and four control variables (content localization, foreign partner involvement, 
centralization degree and ownership structure). The analysis reveals the overall effect of social media use 
in international branding is positive, with brand-image creation and market research being significant 
contributors to brand and firm performance in the foreign market. Social media effectiveness is also 
negatively moderated by foreign partner involvement and centralization degree. Firms co-owned by foreign 
capital turn out to be more successful than their Polish-only counterparts. Of the two antecedents of social 
media international marketing engagement, customer orientation is significant for all firms, while brand 
orientation is meaningful only for those with foreign capital.

The second article is about the on-line shopping during the COVID-19 pandemic. More specifically, 
Marzanna Witek-Hajduk and Anna Grudecka, in their paper “Consumer intentions to purchase on foreign 
multi-sided digital platforms: The context of the COVID-19 pandemic”, explore the determinants of 
consumer purchase intentions on foreign multi-sided e-commerce platforms. The study relies on a survey 
of a representative sample of 810 Polish consumers. It reveals that perceived usefulness, legal protection 
of online purchases, changes in retailers activity during pandemic, and perceived value were factors 
influencing consumer decision to purchase goods on foreign multi-sided e-commerce platforms.

The third paper remains in the area of e-commerce, but with the special focus on tourism internet 
platforms. Elżbieta Wąsowicz-Zaborek wrote a paper entitled “Consumer choice determinants of online 
intermediary tourism platforms”. It investigates determinants of usage intention (IU) of online travel 
agencies’ (OTAs) services by consumers and their propensity for word-of-mouth (WOM). The determinants 
represent two groups of factors: (1) items reflecting the perceived quality of OTAs’ platforms (PQ) and (2) 
those corresponding to transaction quality (CST). The survey was conducted with the CAWI method on 
a representative net sample of 591 Polish OTA users. Statistical analysis involved building a covariance-
based structural equation model to map out causal relationships between latent variables and test 
research hypotheses. The findings indicate that both groups of factors (PQ and CST) have a statistically 
significant positive effect on both IU and WOM. However, the impact of CST was found to be slightly weaker. 
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Interestingly, there were no moderating effects from the respondents’ age, income, and education. The only 
demographical characteristic of issue was sex, which revealed different regression patterns between men 
and women.

The next paper, “Behavioural additionality: the role of cooperation with research institutions in fostering 
technological maturity of enterprises” is by Arkadiusz Kowalski. The author examines how cooperation 
with research institutions impacts technological maturity of enterprises. Additionally, he assesses the role 
of innovation policy interventions in this process, as captured by the concept of behavioural additionality, 
which is one of the externalities of public support for R&D. The focus in this paper is put on one of the 
specific types of behavioural additionality – cooperation additionality – which takes place in the situation 
where public support influences the collaboration behaviour of a firm receiving R&D support. The study was 
conducted with the use of firm-level data collected in a survey on the sample of 464 enterprises operating 
within national smart specializations in Poland. The findings suggest that public funding fosters the 
cooperation between scientific institutions and enterprises, thus confirms the cooperation additionality. 
The fifth article is entitled “Impact of policy regulations on the functioning of hospitals in Poland during 
the COVID-19 pandemic. Qualitative analysis” and it is co-authored by Mariusz Salwin, Dariusz Masłowski, 
Ewa Kulińska, Karolina Kulińska-Jachowska, and Karolina Pawlas. The team of authors conducted a survey 
among 165 employees of the Voivodeship Specialist Hospital in December 2020. The study analyzes the 
impact of the COVID-19 pandemic on the functioning of the hospital in 2020 in the context of the following 
research questions: Did the decisions by policy-makers during the COVID-19 pandemic affect functioning 
of hospitals in 2020? How these decisions and legal regulations affect the quality and quantity of medical 
services? Were policy-directions taken effective in term of safety enhancement?? How did the medical staff 
evaluate implemented solutions? The results offer some interesting insights into the perception of legal 
changes introduced during the initial stages of the pandemic.

The final paper of this issue, “The role of foreign aid in the transformation of Iraq‘s society and 
economy.”, is by Habi Jader. This study presents the complex situation of socio-economic reforms in Iraq 
and the role of foreign aid in Iraq’s transformation. The paper reveals many interesting facts and draws 
attention to important challenges which are of economic, social, and cultural nature. The discussion is 
conducted as comparative analysis to other oil-rich countries of the Middle East and North Africa (MENA) 
region.  

We hope that the variety of approaches and subjects considered in the current issue will interest many 
readers and will become a good source of inspiration. Enjoy reading!
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Abstract: This research investigates the influence of brand and customer orientations on social media 
(SM) marketing engagement and how applications of SM in international marketing affect brand and firm 
performance in foreign markets. The study relies on a survey of a representative sample of 245 medium 
and large companies using SM in international branding. Performance metrics include an index of brand 
performance (BP) in a foreign market and return on assets (ROA). Structural equation modeling analysis 
reveals the overall effect of SM use in international branding as positive, with brand-image creation and 
market research being significant contributors to brand and firm performance in a foreign market. SM 
effectiveness is negatively moderated by foreign partner involvement and centralization degree. Firms 
co-owned by foreign entities turn out to be more successful than their Polish-only counterparts. Of the two 
antecedents of SM international marketing engagement, customer orientation is significant for all firms, 
while brand orientation is meaningful only for those with foreign capital.

Keywords: brand orientation, customer orientation, international branding, performance, social media 
marketing
JEL classification codes: F 23, M 31

1  Introduction
In recent years, digital marketing has played an increasingly important role in firms’ international 
marketing and branding. The growing penetration of social media (SM) all over the world contributes to its 
more frequent use in marketing strategies targeted at both local and foreign customers. These activities are 
referred to as “social media marketing” (SMM) [Okazaki and Taylor, 2013; Tsimonis and Dimitriadis, 2014].

Scholars indicate several benefits of SMM from the company perspective, such as increased brand 
awareness, improved brand image, increased consumer brand engagement [Felix et al., 2016], and lower 
costs of promotion [Qualman, 2010]. As pointed out by Okazaki and Taylor [2013], the application of SM 
in international marketing, especially in promotion addressed to a foreign audience, is determined by its 
key features favoring interactions across geographic and cultural boundaries, such as the relative ease 
of creating networks and transferring brand image with SM, coupled with remarkable flexibility of use. 
However, studies so far on international digital marketing have focused primarily on the localization of 
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transnational corporations and their brands’ Websites [e.g., Čermák and Smutny, 2018], while less attention 
has been paid to the application of SMM. Although, in recent years, a number of papers on SMM have been 
published, only a few have been devoted to the use of SM in international marketing, branding, and factors 
influencing it [Berthon et al., 2012; Okazaki and Taylor, 2013; Tsimonis and Dymitriadis, 2014]. Therefore, 
knowledge on the usage of SM in international marketing is still incomplete.

Moreover, referring to the concept of dynamic capabilities, many authors emphasize the role of dynamic 
marketing and branding capabilities, including brand orientation and customer orientation [Morgan et al., 
2009; Brodie et al., 2016]. Brand-oriented firms tend to have organizational processes revolving around the 
creation, development, and protection of their brands in continuous interactions with target customers 
to achieve sustainable competitive advantages [Urde, 1999, pp. 117–118]. Past studies confirm that strong 
brand orientation influences international marketing strategies [Wong and Merrilees, 2007] and translates 
into improved BP [e.g., Lee et al., 2017], in both home and foreign markets [Ling-yee and Ogunmokun, 
2001; Morgan et al., 2006]. Another focal marketing capability, namely, customer orientation, is a set of 
organizational behaviors and beliefs that prioritize customers’ interests and the creation of greater value 
for them [Rindfleisch and Moorman, 2003]. Firms with a strong customer orientation are characterized 
as customer-close, customer-flexible, and customer-accessible [Jeong and Hong, 2007]. Strengthening 
customer orientation requires the creation and use of information technology (IT) infrastructure, including 
such applications of SMM that support relationships with customers. Orientation toward customers is 
considered to be an important factor influencing firm performance [Kirca et al., 2005].

While the importance of brand and customer orientations is widely recognized in the literature, there is 
no thorough empirical investigation into the effects of both orientations as dynamic capabilities on a firm’s 
engagement in international marketing and branding through SM. Similarly, not much empirical research 
has been published on the relationship between the application of SM in international marketing/branding 
and firm performance/BP in foreign markets. Addressing this research gap, the aim of our study is to 
determine associations along the entire chain of effects, from brand and customer orientations, through the 
scope of the firm’s engagement in international SM brand marketing, to firm and BP in foreign markets. To 
enhance the validity and reliability of the findings, our conceptual model accounts for the moderating roles 
of content localization in SM, control over SM activities in foreign markets, involvement of local partners, 
and the company`s capital structure by its country of origin (domestic or foreign).

Data for our study were sourced from a quantitative survey with the computer-assisted telephone 
interviewing (CATI) method on a sample of 245 randomly selected Polish medium and large firms that own 
consumer brands sold on foreign markets and use SM in international branding. Statistical analysis for 
testing the research hypotheses involved partial least squares structural equation modeling (PLS-SEM).

This paper is organized as follows. First, we summarize relevant literature sources and develop 
hypotheses. Then, we describe our research design and method. Research findings come next, to be 
followed by the Discussion section. The paper ends with an overview of limitations and recommendations 
for further studies.

This study contributes to the international marketing literature by simultaneous examination of the 
influence of the dynamic capabilities of a firm (such as brand orientation and customer orientation) on 
SM international marketing engagement and on brand and business performance in foreign markets. It 
also offers novel insights for brand/marketing managers into the influence of various dimensions of SMM 
engagement in a foreign market on brand and firm performance in this market.

2  Literature review
According to some authors [e.g., Wong and Merrilees, 2007], relations between international marketing 
strategies, also those involving SM, and brand/firm performance can be considered through the lens of the 
resource-based view (RBV) and the concept of dynamic capabilities [Helfat and Peteraf, 2009]. According 
to RBV, a firm’s strategy is a way of acquiring, developing, and deploying resources with the goal of 
achieving business success. As such, a company should develop new capabilities that enable building and 
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strengthening of its competitive advantages [Eisenhardt and Martin, 2000] and improving its performance 
[Barua et al., 2004]. By comparison, the dynamic capabilities concept maintains that a firm achieves a 
competitive advantage and superior results on account of its dynamic capabilities, involving capacities to 
integrate, reconfigure, renew, and restore resources and operational competencies [e.g., Teece, 2007]. Brand 
orientation (with a focus on the ability to create and shape a brand) and consumer orientation (centered on 
developing relationships with customers), viewed as dynamic capabilities, can be positively related with 
brand/firm performance by fostering the capacity to use SM in marketing effectively. Thus, the conceptual 
context of both the RBV and dynamic capabilities helps explain the link between the company’s brand and 
customer orientations with SM international marketing, as well as brand and firm performance in foreign 
markets [Morgan et al., 2004].

2.1 SMM and its links with firm performance and BP

Kaplan and Haenlein [2010, p. 61] define SM as “a group of Internet-based applications that build on the 
ideological and technological foundations of Web 2.0, and that allow the creation and exchange of user-
generated content”. SM come in many forms, including categories such as: collaborative projects, blogs/
miniblogs, user-created communities, social networking sites, virtual game worlds, and virtual social worlds. 
On the other hand, Peters et al. [2013] define SM as “communication systems that allow their social actors 
to communicate along dyadic ties” and indicate the four elements of the SM stimulus–organism–response 
(S–O–R) framework: (1) motives that are drivers of the dyadic tie communication between actors; (2) user-
generated content produced by actors; (3) network structure consisting of all dyadic ties; and (4) social roles 
and interactions as actors not only produce and communicate content but also modify, share, and consume it.

According to Evans [2010, p. 231], SMM is a business strategy involving the use of technological 
platforms, business rules, as well as community processes and features in order to engage customers in “a 
joint conversation to ensure mutually beneficial value in a trusted and transparent business environment”. 
In recent years, firms have intensified their SMM activities, which is reflected in the continuous increases 
in budgets allocated to these activities [Kaplan and Haenlein, 2010; Lipsman et al., 2012]. As Gilin [2007,  
p. 285] points out, this is due to the interactive nature of SM, its interoperability, relatively low costs of 
creating content, and reduced responsiveness of conventional digital marketing tools (e.g., banners, 
emailing). For certain demographics, such as young consumers, who spend much more time on the Internet 
than in traditional media and show more trust in their Internet sources than conventional opinion leaders, 
the benefits of SM are even more apparent. The use of SM allows businesses to implement innovative forms 
of communication with customers (e.g., blogs, microblogs, social networks, Internet broadcasts, customer 
forums, online communities, and virtual worlds), which facilitate value cocreation with customers, including 
their participation in creating content and sourcing new ideas for products and services [Tiago and Verissimo, 
2014]. Stelzner [2018, p. 11], reporting managers’ perceptions in his survey, lists the benefits of SMM such as 
improved brand exposure, increased traffic on the Websites of organizations and their brands, new contact 
acquisition, enhanced fan loyalty, improved market information, increased sales, as well as an opportunity 
to develop business relationships and strengthen leadership. Moreover, according to Nguyen et al. [2015], 
knowledge acquisition from SM in market-oriented organizations positively affects brand innovation.

Numerous studies confirm the ever-growing use of SM in marketing, including in applications such as 
communication with clients [Meske and Stieglitz, 2013], advertising [e.g., Handayani and Lisdianingrum, 
2011; Bhanot, 2012], sales and customer service [Bhanot, 2012], innovation development, and even 
managing human resources [Bhanot, 2012]. As Kim and Ko [2010] note, the use of SM supports building 
brand reputation. Trainor [2012] points out that SM helps to obtain information on customer preferences, 
needs, complaints, and experiences. Moreover, SM enables firms to interact with customers and disseminate 
the acquired knowledge within the organization [Bagozzi and Dholakia, 2006; Trainor, 2012]. SM marketing 
also contributes to increased efficiency of the sales force [Üstüner and Godes, 2006]. According to Felix  
et al. [2016]; branding in SM has a positive impact on BP by increasing brand awareness, improving its 
image, and inducing greater consumer engagement.
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Research by Barnes et al. [2013] and Barnes and Pavao [2017] confirm that, in recent years, SM has 
become an important channel for marketing communication in multinational corporations: In 2017, 88% 
of Fortune 500 companies had Twitter accounts, 85% had Facebook pages, 75% conducted promotional 
activities on YouTube, 53% had Instagram accounts, 31% were present on Pinterest, 18% were on Google+, 
and as much as 42% of the surveyed firms actively ran a public corporate blog. In addition, according to 
Stelzner`s [2018, p. 15] survey among 5,700 managers of small, medium, and large firms, the majority of 
companies used SM in marketing, with Facebook reported by 94% of the sample, Instagram – 66%, Twitter 
– 62%, LinkedIn – 56%, YouTube – 50%, Pinterest – 27%, and Snapchat – 8%. Interestingly, research on 
the involvement of multinationals in SMM seems to be inconclusive, and even contradictory. One study 
[McCorkindale, 2010] examined the content of Facebook profiles for 27 transnational corporations from the 
Fortune 500 list to conclude their low involvement in SMM. Especially underwhelming were attempts at 
developing relationships with customers, with only a single new post published on the profiles of 80% of 
the surveyed Facebook accounts during the time of the research. By contrast, according to Kim et al.’s [2015] 
research encompassing the Facebook profiles of 92 global brands, their owners actively use SM, publishing, 
on average, three posts a week, mainly photos and content intended to inspire interaction.

Witek-Hajduk [2018] identified the following benefits of using SM in marketing communication with 
foreign audiences as perceived by Polish exporters: (1) enhancing brand equity by creating a global brand 
image, providing emotional brand benefits, as well as increasing brand awareness and consumer brand 
engagement; (2) improving the effectiveness of promotion on foreign markets; and (3) increasing sales due 
to both improved knowledge about foreign customers and integration of SM with the purchasing process 
as a support mechanism. For companies doing business on the international market, it is important that 
messages published on brands’ SM profiles be transferred much faster, be cheaper, and reach a wider and 
more responsive audience than those channeled through traditional media [Qualman, 2010]. Alarcón-del-
Amo et al. [2015, 2016] argue that there is a positive relationship between the use of SM in communication 
with foreign clients and Spanish exporters’ performance. According to a survey by Ainin et al. [2015] on 
a sample of 259 small- and medium-sized firms in Malaysia, the use of Facebook has a strong positive 
impact on firm financial performance due to cost reductions in marketing and customer service, improved 
customer relations, and greater availability of information.

One of the key perennial dilemmas of international marketing is whether to standardize marketing 
activities across multiple countries and regions or to adapt them to the specificity of local markets [Schmid 
and Kotulla, 2011]. Due to the dynamic growth of SM, both firms with a global scope (e.g., Facebook, Twitter, 
Pinterest, and Instagram) and those with a local or regional reach (e.g., Vkontakte and WeChat) face the 
quandary as to whether their SMM activities addressed to foreign customers should be adapted to local 
specifics (SMM localization) or standardized internationally (SMM standardization), and what would be 
the right proportion of both types of content. According to Araujo and Neijens [2012], owners of global 
brands prefer SM with a global reach more than those relevant only to local audiences, even though the 
penetration rate of local SM tends to be higher. This may be indicative of global brand managers’ propensity 
for standardization of SM marketing at least when it comes to the SM platforms they choose to deploy in 
foreign markets.

According to Felix et al. [2017], the localization/standardization dichotomy of SMM is influenced 
by the way these activities are organized: whether decision-making is centralized with a clearly defined 
overall plan and strictly enforced rules, or whether it is decentralized with loose guidelines and multiple 
employees being involved in SMM. According to Witek-Hajduk [2018; 2019, p. 146], one of the key aspects 
of standardization/localization of SMM aimed at foreign consumers is the method of administering these 
activities. This implies a choice among the following: (1) strong centralized control by the firm, possibly 
with limited cooperation from its foreign branches; (2) a mixed model, whereby the firm works together 
with its local partners to adapt SM activities to the local environment, but still under central control and 
using content created by the brand owner; and (3) strong autonomy of local brand partner(s) conducting 
SMM activities with the consent of a brand owner. Brand communication in SM with foreign audiences can, 
therefore, be carried out by a company (directly or by its branches/subsidiaries) or by external partners, 
including intermediaries (e.g., foreign franchisees, distributors, and retailers) and local or international SM 
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influencers [Witek-Hajduk, 2018]. One of the key aspects of digital media marketing localization is cultural 
adjustment. According to the studies of Okazaki and Škapa [2008] on the localization of Websites, there are 
three key elements to cultural adjustment: (1) information content localization (e.g., price/value, quality, 
workmanship, components, availability, special offers, taste, nutrition, packaging, shape, warranty, 
safety, independent research, company research, and new ideas); (2) adaptation to unique expressions 
of cultural values (involving concepts such as adventure, beauty, collectivism, competition, comfort, 
courtesy, economy, efficiency, pleasure, family, health, individualism, free time, magic, modernity, nature, 
neatness, upbringing, patriotism, popularity, quality, respect for the elderly, safety, sex, social status, 
technology, tradition, uniqueness, health, wisdom, work, and youth); and (3) creative strategies, including 
the choice of arguments, emotional references, repeated claims, symbolic associations, imitation, or habit-
starting. Pezzuti et al.’s [2021] research confirms that language influences consumer engagement on SM 
as brand messages that include words expressing certainty are associated with higher levels of consumer 
engagement (likes, comments, and shares/retweets). Moreover, the indirect effect of certainty on consumer 
engagement depends on power distance beliefs, which constitute one of national culture dimensions. In the 
same research stream, based on a data set of 1,038 SM posts, 1,336,741 fan likes, and 95,996 comments on 
Facebook and Instagram, Shahbaznezhad et al. [2021] corroborate the moderating effect of content context 
on the link between content type (rational, emotional, and transactional content) and user engagement.

Researchers report multiple benefits of standardizing international marketing activities [Singh, 
2012]. Unification of national and regional brand strategies can increase the efficiency and consistency 
of marketing efforts, leading to lower costs, higher consumer awareness and loyalty, and – ultimately – 
increased profits and greater brand equity. However, as some authors note [Steenkamp et al., 2003; Özsomer, 
2012], the opposite strategy of brand localization based on cultural sensitivity, authenticity, and the ability 
to respond to local needs may also contribute to the strengthening of brand equity in foreign markets. What 
is crucial in the context of this current study is that SM can be instrumental in effectively deploying both 
types of international marketing strategies. Therefore, we hypothesize as follows:

H1:  There is a positive relationship between a firm’s engagement in international SM brand marketing and firm and brand 
performance in foreign markets.

2.2 Factors determining SM use in international marketing

Application of digital marketing (which is a broader term than SMM) is shaped by both internal factors (at 
the individual and organizational levels) and external circumstances in the macro- and microenvironments 
[Witek-Hajduk and Targański, 2018a,b]. Among the key internal factors of digital marketing usage at the 
individual level are attitudes, knowledge, and the skills of decision-makers and employees related to their 
familiarity with new technologies in business, best practices, and expected benefits [Bharadwaj and Soni, 
2007; Karjaluoto and Huhtamäki, 2010]. Lack of sufficient human resources, capital, and expert knowledge 
of Internet tools are considered the major barriers to applying digital marketing in organizations [Federico 
et al., 2012; Sayre et al., 2012]. According to Alarcón et al.’s [2015] survey on a sample of Spanish exporters, 
there is a positive relationship between SM competences of a company, its use of SM, and – indirectly – its 
export performance. The same authors observe in another publication [Alarcón et al., 2016] that managers’ 
perceptions of opportunities from SM usage in developing relationships with foreign clients have a direct 
impact on their attitudes and intentions to use SM. Based on an analysis of data from 232 companies 
using Facebook, Wang and Kim [2017] conclude that SM usage plays a moderating role by amplifying the 
positive impact of a new form of customer relationship management (CRM) capability (social CRM) on firm 
performance.

Among the external factors influencing digital marketing, the literature identifies the specificity of the 
industry and the type and features of the products offered, as some products are better suited to digital 
channels [Karjaluoto and Huhtamäki, 2010]. Similarly, of issue are the “landscape” of the competition in 
a given market [Chong and Parvan, 2007] and the dominant consumer profiles, in particular regarding 
computer literacy, language skills, awareness and knowledge of e-commerce benefits, the level of 
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transactional and institutional trust, and the degree of risk aversion [Chong and Parvan, 2007; Zaied, 2012]. 
According to Araujo and Neijens’s [2012] study on the activity of 132 global brands in Internet portals in three 
countries (the USA, Brazil, and the Netherlands), global-level new technology brands and consumer brands 
are more engaged in SMM compared to brands representing other product categories. Brands targeted on 
younger consumers present a higher level of involvement in SMM in comparison to those aimed at other 
demographics. Other macroenvironmental attributes potentially affecting the use of digital marketing are 
sociocultural and demographic conditions [Witek-Hajduk and Wąsowicz-Zaborek, 2018a,b], technological 
and economic environment (e.g., credit card penetration, purchasing power, availability of information and 
communications technology [ICT] and other elements of supporting infrastructure), and legal regulations 
[Witek-Hajduk and Targański, 2018a,b]. Different characteristics of consumers and other contextual 
considerations make certain countries more fitting for an effective use of SM in marketing [Witek-Hajduk 
and Wąsowicz-Zaborek, 2018a,b]; as an example, according to Araujo and Neijens [2012] global brands use 
SM platforms more often in the United States than elsewhere.

2.3 Brand orientation and brand/firm performance

Since the 1990s, many companies have started to treat the brand as a strategic point of reference when 
making decisions about the company and its business units’ development [Urde, 1999]. Thus, the emphasis 
in strategic management has shifted to “brand-based strategic management” [Mosmans and van der Vorst, 
1998], which requires the development of branding capabilities [Abimbola, 2010; Sok and O’Cass, 2011] and 
the building of a brand orientation [Urde, 1999, pp. 117–118]. Brand orientation is defined as “an approach 
in which organizational processes focus on the creation, development and protection of a brand identity in 
constant interaction with target customers in order to achieve sustainable brand competitive advantages” 
[Urde, 1999, pp. 117–118]. This means that customers and brands are key benchmarks in formulating the 
company`s strategy. Urde et al. [2011] emphasize that brand orientation means “perceiving the brand 
as the center of an organization and its strategy”. According to Bridson and Evans [2004, p. 404], brand 
orientation determines the extent to which a company appreciates brands, and its practices are geared 
toward brand capabilities. Firms with strong brand orientation perceive the building of distinctive brands 
with considerable brand equity as a way to create value and gain competitive advantage [Huang and Tsai, 
2013]. Urde [1999, p. 118] states that brand orientation is “market orientation plus”, to express the idea 
that it builds on and takes further the classical concept of market orientation. Similarly, Baumgarth [2009] 
concludes that brand orientation is a specific type of market orientation characterized by high brand 
importance from the perspective of top management and a systematic approach to brand management. 
According to Urde et al. [2011], market orientation is primarily based on an “outside” approach, while brand 
orientation is mainly an “inside” approach, with brand identity as a key construct.

Many empirical studies confirm a positive relationship of brand orientation with brand and firm 
performance [Wong and Merrilees, 2008; Ahmad and Iqbala, 2013; Huanga and Tsai, 2013], not only in 
general but also on foreign markets [e.g., Wong and Merrilees, 2007]. As to the nature of this relationship, 
some studies propose a direct link between brand orientation and company performance/BP [Baumgarth 
and Schmidt, 2010], while other research argues in favor of an indirect relationship through mediators 
[Wong and Merrilees, 2008; Hankinson, 2012; Ahmad and Iqbal, 2013; Huang and Tsai, 2013]. Brand 
orientation supports performance of not only large corporations [Gromark and Melin, 2011] but also small- 
and medium-sized enterprises [Baumgarth, 2010; Park and Kim, 2013]. According to Huang and Tsai’s 
[2013] survey on a sample of 106 Taiwanese companies, the higher the level of brand orientation, the 
better is the BP. The results of Gromark and Melin’s [2011] study on a sample of 263 (among 500) largest 
Swedish companies confirm a significant positive relationship between companies’ brand orientation and 
profitability. According to a survey of Wong and Merrilees [2007] on a sample of 315 small- and medium-sized 
enterprises, there is a positive relationship between brand orientation and international marketing strategy 
and – indirectly – with brand and firm performance. Moreover, Wong and Merrilees [2007] conclude that a 
company`s international commitment and brand orientation are determined by its control over marketing 
and branding abroad.
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Therefore, we hypothesize as follows:

H2:  Brand orientation is positively related to a firm’s engagement in international SM brand marketing and firm and brand 
performance in foreign markets.

2.4 Customer orientation and firm performance/BP

Customer orientation is recognized by many researchers as one of the key components of market orientation 
[Deshpandé et al., 1993]. This construct has been considered in the marketing literature both at the level 
of an individual employee [Licata et al., 2003] and at the organizational level [Rindfleisch and Moorman, 
2003]. These authors define customer orientation at the organizational level as activities of the firm 
that create behavior leading to better results. In turn, Narver and Slater [1990, p. 21] state that customer 
orientation means “sufficient understanding of target buyers to be able to consistently create higher value 
for them”. In some studies on factors influencing firm performance, customer orientation is one of the 
dimensions of market orientation as an aggregate construct [Narver and Slater, 1990], but in several other 
studies, the relationship between customer orientation and performance is considered independently of 
other types of orientation [Olson et al., 2005]. Research [including those by Cano et al., 2004; Kirca et al., 
2005] supports a positive link between customer orientation and firm performance, especially in high-tech 
industries. Moreover, a work by Dutot and Bergeron [2016] shows that customer orientation is positively tied 
with the so-called “social media orientation”, which – in turn – is positively linked with SMM performance. 
According to Trainor et al. [2014], companies that use SM within customer-oriented management systems 
develop greater opportunities in the area of the so-called “social CRM”.

As such, we propose the following:

H3:  Customer orientation is positively related to a firm’s engagement in international SM brand marketing and to firm and 
brand performance in foreign markets.

3  Conceptual model and research methods
The conceptual model of the relations between variables illustrated in Figure 1 corresponds to the three 
research hypotheses and accounts for control variables to avoid the risk of spurious correlations due to the 
endogeneity of independent variables. The problem of endogeneity occurs when one or more independent 
variables are correlated with the error term, typically due to omitted independent variables [Wooldridge, 
2020, pp. 496–498]. As Wooldridge explains [2020, p. 496], the lack of important independent variables 
in a regression model leads to biased and inconsistent estimates of regression weights, frequently of too 
large a magnitude, leading to overestimation of the effects of the retained predictors. Because the control 
variables included in the model describe various contextual factors that are not the focus of this study, 
we treated them as a means to improve the statistical properties of the model, without articulating their 
expected impacts on the model as separate hypotheses. The two arrows leading out of the rectangle with 
control variables represent the fact that their investigated role in the regression analysis will not only be as 
main effects but also as moderators of the relationships between the focal variables, which are embedded 
in the research hypotheses.

To verify the research hypotheses, we organized a CATI survey on a sample of 245 Polish medium and 
large enterprises, randomly selected from the general population of companies meeting the following 
criteria: (1) employment size of at least 50 employees; (2) headquartered in Poland; (3) owning at least one 
consumer brand offered on foreign markets; and (4) applying SM in brand marketing targeted at foreign 
customers. Data were collected in February and March 2019 by a hired professional research agency. The 
respondents were senior managers for SM marketing on the Polish and foreign markets. The final sample was 
a cross section of both relatively little-known and well-recognized companies; the latter group included such 
notable international names as CD PROJECT RED (one of the world’s largest computer games developers), 
Inglot (counted among the world’s most prominent manufacturers of make-up products), LPP (the owner 
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of the Reserved fashion brand), CCC (one of the biggest shoe manufacturers in Europe with its own network 
of traditional and Internet stores), Wedel (the oldest chocolate brand in Poland), and Wyborowa SA (its 
vodka brand Wyborowa is one of the most popular in the world). The questionnaire used in our survey 
consisted of closed-ended questions, with Likert-scale items and dichotomous scales, complemented with 
a few open-ended questions. To identify eligible respondents, two filter questions were used, establishing 
whether the contacted firms sold consumer goods on foreign markets under own brand(s) and whether they 
used SM marketing tools in branding on foreign markets. The variables included in the conceptual model 
and hypotheses were measured, similar to earlier research by other authors, as reflective constructs using 
five-point Likert scales, with the end points labeled as “strongly disagree’ (1) and “strongly agree” (5). The 
content of each statement, together with the relevant literature sources, are presented in Table 1.

The statistical approach used to investigate evidence supporting and refuting our hypotheses was SEM 
with the SmartPLS software using the PLS method. PLS-SEM combines principal components factor analysis 
with multiple regression to identify latent variables and investigate their mutual relationships. PLS-SEM 
is preferred to the other popular method of covariance matrix-based SEM (CB-SEM) when the indicator 
variables do not follow multivariate normal distributions and the latent variables include not only reflective 
constructs but also formative ones [Hair et al., 2011]. Bootstrapping calculation of the confidence intervals 
for the estimator allows for the use of data with any kind of distribution. One major limitation of PLS-SEM is 
the lack of widely accepted goodness-of-fit tests and metrics for the entire model, a broad selection of which 
is readily available in CB-SEM. As a way around this problem, PLS-SEM relies on a number of separate 
metrics for specific aspects of model quality. In this paper, we followed the model validation procedure 
proposed by Hair et al. [2014, 2018], which involves three areas of analysis:

1) Reliability and convergent validity were evaluated with factor loadings for individual indicators and 
mean factor loadings for all indicators assigned to respective latent variables, which is known in the 
literature as the AVE metric. We also report the coefficients of composite reliability, which are an arguably 
better alternative for Cronbach’s alphas, not yielding upwardly biased values for constructs with larger 
numbers of indicators. With regard to these measures of reliability and convergent validity, a model is 
deemed to be acceptable if (1) its indicators (i.e., measurable variables) do not have very low correlation 
coefficients with their latent constructs (it is often assumed that 0.3 is the minimal admissible value), 
(2) every latent construct explains at least 50% of the variance in its indicator variables, i.e., all AVEs 
should be >0.5, and (3) the composite reliability coefficients for each construct are >0.7.

Figure 1. Conceptual model of the research. 
Source: Own elaboration.
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Table 1. Likert-scale items used to provide indicators for reflective construct in the study, along with their literature sources 
and metrics of reliability and validity

Likert-scale items (1 – completely disagree, 5 – completely agree) Factor  
loadings Sources

Customer orientation (AVE = 0.544; composite reliability = 0.877)

We constantly monitor our customers’ needs 0.762 Mueller et al. [2001]

We are aware of how customers perceive our brands and products 0.769 Deshpandé et al. [1993]

In our organization, employees receive incentives based on customer 
satisfaction measures

0.657 Dutot and Bergeron 
[2016]; Trainor et al. 
[2014]In our organization, business processes are designed to enhance the quality of 

customer interactions
0.702

In our organization, various functional areas coordinate their activities  
to enhance the quality of customer experience

0.785

Customer needs always come first, even before the requirements  
of our owners/shareholders

0.744

Brand orientation (AVE = 0.560; composite reliability = 0.910)

Branding flows through all our marketing activities 0.734 Wong and Merrilees 
[2008], and own 
elaboration

All our departments that contribute to marketing decision-making  
are also involved in branding 

0.655

Branding is essential to our strategy 0.786

Our brands are the strategic starting point for all our business  
operations

0.803

Long-term brand planning is critical to our future success 0.748

Our brands are an important asset to us 0.593

Everyone in our company appreciates that branding is the priority for  
our business

0.841

All our business decisions are assessed in terms of how they affect  
our brands

0.794

SMM engagement: Brand equity creation (AVE = 0.606; composite reliability = 0.901)

We use SM to involve customers in online communities for our key brand 0.807 Dutot and Bergeron 
[2016], and own 
elaboration

We use SM for creating the desired image of our key brand 0.870

We use SM to distinguish our key brand from that of competitors 0.847

We react swiftly to changes in customer needs and behavior revealed by SM 0.679

SM activities by our different departments are well coordinated 0.626

We follow SM to make sure that our key brand is viewed favorably by customers 0.810

SMM engagement: Information dissemination (AVE = 0.734; composite reliability = 0.917)

We have frequent interdepartmental meetings to discuss market trends 
identified via SM

0.900 Trainor et al. [2014]

Marketing personnel spend time discussing customers’ future needs identified 
on SM applications with other departments

0.882

Data collected using SM on customer satisfaction are disseminated at all levels 
on a regular basis

0.840

When one department finds out something important about competitors using 
SM, it is quick to alert other departments

0.801

SMM engagement: Market research (AVE = 0.543; composite reliability = 0.768)

We use SM to conduct market research 0.978 Dutot and Bergeron 
[2016],
Trainor et al. [2014], and 
own elaboration

We use SM to detect changes in our customers’ product preferences 0.647

SM are instrumental in collecting vital data for enhancing customers’ loyalty 
toward our key brand

0.504

Continued
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Likert-scale items (1 – completely disagree, 5 – completely agree) Factor  
loadings Sources

SMM engagement (AVE = 0.549; composite reliability = 0.708)
We enable customers to buy our products via SM 0.752 Dutot and Bergeron 

[2016], and own 
elaboration

Consumers can report and resolve complaints using our SM apps 0.729

SM content localization (AVE = 0.677; composite reliability = 0.912)
Our key brand’s SM profiles are run in the languages of the countries where we 
sell our products 

0.648 Own elaboration based 
on Okazaki and Rivas 
[2002]; Witek-Hajduk 
[2018]

We adjust the content of our key brand’s SM profiles to the cultural specificity 
of the countries where we sell our products

0.857

We adapt creative strategies in SM (including sales arguments, emotional 
references, and symbolism) to the cultural values of the target countries

0.821

We adjust the content of the posts that we publish on SM to the specific 
characteristics of our customers

0.862

We make sure that the layouts of our key brand’s SM profiles are in agreement 
with the cultural specificity of our customers 

0.903

Foreign partners’ SMM involvement (AVE = 0.509; composite reliability = 0.744)
We cooperate with internationally recognized influencers/bloggers 0.505 Own elaboration based 

on Witek-Hajduk [2018]We cooperate with influencers/bloggers who are known only locally in the 
target country

0.625

We encourage our partners in foreign countries (franchisees, distributors, 
retailers, and so on) to promote our key brand in SM

0.939

Control over SMM (AVE = 0.505; composite reliability = 0.752)
Our headquarters coordinates our key brand’s SM communication strategy in 
the countries where we sell our products

0.699 Own elaboration based 
on Witek-Hajduk [2018]

Our headquarters provides our local foreign-country partners with guidelines 
and content for publishing in SM

0.645

Posts and other brand-related content are published by our local partners in 
SM only with our agreement

0.780

Source: Own elaboration.
AVE, average variance extracted; SM, social media; SMM, SM marketing.

2) Discriminant validity can be claimed if all latent constructs are better described by their own indicators 
than the indicators allocated to other constructs. A frequently used routine for investigating discriminant 
validity is the Fornell–Larcker criterion [Fornell and Larcker. 1981], which compares the average 
correlation of a construct with its indicators (i.e., the square root of AVE) to correlation coefficients 
with other constructs in the model. For an acceptable level of discriminant validity, each construct 
should be stronger correlated with own metrics than with those of other constructs, indicating that 
the latent variables are sufficiently distinct in their meaning. Otherwise, the content of the constructs 
overlaps too much, which implies that they might represent so similar ideas that they should possibly 
be merged. Statistically, a lack of discriminant validity is coupled with high levels of multicollinearity, 
leading to inflated standard errors of regression weights between constructs.

3) Statistical significance of the regression weights corresponding to the relationships between the latent 
variables is determined with the bootstrap method using 5,000 resamples with replacement from the 
original data sample. 

4  Research findings
Prior to verifying the hypotheses, it is essential to ensure the interpretability of the regression weights in 
the structural model. This is contingent on meeting several quality criteria by the measurement model 

Table 1. Continued
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with regard to reliability and validity. As described in the preceding section (Section 3), the procedure 
for investigating reliability and validity explores the correlational patterns between the latent variables 
and their indicators, as well as among the latent variables themselves. Table 1 shows the individual factor 
loadings equivalent to the correlations between constructs and their metrics, together with the synthetic 
measures of AVE and composite reliability.”

Factor loadings with sufficiently high values imply that no indicator variable should be removed 
from the measurement model on account of measuring something else than its assigned construct. The 
average amounts of variance extracted by the latent variables from their respective sets of indicators are all 
beyond 0.50, which indicates that at least 50% of the information held by the indicators was retained by the 
latent variables. This allows for interpreting the constructs based on the meaning of their indicators. Each 
coefficient of composite reliability is greater than its recommended threshold of 0.7, suggesting acceptable 
levels of reliability. Another important aspect of structural model quality is its discriminant validity, 
assessed here with the Fornell–Larker approach (Table 2).

It is clear from Table 2 that discriminant validity is not an issue since the average correlations between 
the constructs and their metrics (along the diagonal) are all greater than the correlations with other 
constructs (off the diagonal). Thus, there is no risk that the latent variables share too much of the same 
content, which would present both interpretational and statistical difficulties. It should be stressed that the 
analyses above pertain only to reflective latent constructs, where the presumed direction of causality leads 
from the construct to its indicators and the indicators themselves are supposed to be strongly correlated 
with each other. By contrast, formative constructs are composed of metrics which “form” and not “reflect” 
the construct, so the directionality here goes from the metrics to the construct. Moreover, formative metrics 
do not have to be mutually correlated, as they often represent distinct aspects of the latent variable. 
Therefore, quality assessment of formative constructs should not involve the above-described procedure 
based on shared correlational patterns. The current research involves only one formative construct, namely, 
BP, which is the index of possible positive outcomes of using SM in international marketing. It was designed 
as the mean of six probable effects of SM on brand image and sales, measured on a scale of 1–5, according 
to their observed intensity. Since all six effects could occur and develop largely independently of each other 
(at least in the short-to-medium term), the choice of the formative format seems to be justified. Quality 
assessment of formative constructs typically involves studying the so-called face validity, which does not 
entail any statistical procedures. Instead, face validity is determined by content analysis of each item (based 
on common sense and specialist knowledge – here, in management, marketing, and economics) to find out 
if they indeed belong together as different elements of the same latent variable. Based on the proposal by 
Wong and Merrilees [2008], we applied the following component items of the formative BP index measuring 
the possible positive outcomes of SMM in foreign markets (respondents were informed that all statements 
concern what could have happened with their key brand in the most important foreign market in the past 
year; scale structured according to a five-point Likert format, where 1 – complete disagreement, 5 – complete 
agreement with each statement):

•	 The image of our key brand has improved.
•	 The awareness of our key brand increased in its target groups.
•	 We enhanced our reputation as a reliable company.
•	 Consumer loyalty toward our key brand improved.
•	 The perceived quality of products sold under our key brand increased.
•	 The sales of our key brand were greater than the sales 1 year earlier.
•	 Our key brand enjoys higher profitability compared with that 1 year earlier.

To conclude, the measurement model demonstrates adequate levels of validity and reliability, thus enabling 
further analysis of regression weights in the structural model and testing of the research hypotheses.

Figure 2 shows the estimated structural model with standardized regression weights (ranging from –1 to +1), 
representing the strength of the associations between the constructs. Circles for endogenous (dependent) variables 
contain estimates of the amounts of variance explained by all connected independent variables.
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The centerpiece of the structural model is BP, which is the main endogenous construct with most of 
the regression lines connecting to it. By explaining 74% of the variance, the model demonstrates a high 
capacity for predicting BP.

Return on assets (ROA) is another endogenous variable and serves as the measure of overall firm 
performance. It is the only variable that was not measured via the survey method but was obtained from an 
external, third-party-validated database called EMIS. The link between BP and ROA is weak, but significant. 
This is not unexpected, since BP is quite narrow in scope, considering only one aspect of operational 
performance –though the most important – i.e., brand. In comparison, ROA encompasses the whole of 
organizational performance, including debt, unexpected events, and taxes, while accounting for the 
efficiency of using assets. Moreover, the full impacts of changes in BP would be registered by ROA with some 
delay, possibly of >1 year. However, the existence of a positive, statistically significant relationship provides 
evidence for the nomological validity of our BP index. Table 3 displays the outcomes of the significance 
tests for all regression weights in the model. Shades of gray are used to improve readability, with light 
gray indicating weaker effects, significant at the 0.10 level, and dark gray highlighting stronger patterns 
significant at the 0.05 level.

The above test results demonstrate that, of the four SM engagement areas, only two are significantly 
and directly correlated with BP at the 0.05 level: brand equity creation and sales support. However, this is 
not the full picture of the correlational patterns in the model because, in addition to the main effects of SM 
engagement, their interactions with other variables should also be investigated. In order to not increase 

Figure 2. Estimated structural equation model for relationships of social media marketing with brand and firm performance. 
Source: Own elaboration. 
SM, social media; SMM, SM marketing.
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Table 3. Regression weights and significance levels in the structural model (estimation with the bootstrapping method using 
5,000 resamples)

Regression paths
Regression weights 

(beta) t-statistics p-values

Customer orientation →SMM engagement: Market research 0.176 1.845 0.066

Customer orientation →SMM engagement: Brand equity creation 0.430 3.789 0.000

Customer orientation →SMM engagement: Sales support 0.111 1.191 0.234

Customer orientation →SMM engagement: Information 
dissemination

0.335 3.422 0.001

Brand orientation → SMM engagement: Market research 0.038 0.391 0.696

Brand orientation → SMM engagement: Brand equity creation 0.072 1.152 0.250

Brand orientation → SMM engagement: Sales support 0.047 0.519 0.604

Brand orientation → SMM engagement: Information dissemination 0.032 0.435 0.663

SMM engagement: Market research → Brand performance –0.027 0.4 0.689

SMM engagement: Brand equity creation → Brand performance 0.498 5.866 0.000

SMM engagement: Sales support → Brand performance 0.114 2.955 0.003

SMM engagement: Information dissemination → Brand 
performance

–0.062 1.092 0.275

Customer orientation → Brand performance –0.016 0.227 0.821

Brand orientation → Brand performance 0.055 1.277 0.202

SM content localization → Brand performance 0.119 1.804 0.072

Foreign partners’ SMM involvement → Brand performance 0.151 2.476 0.014

Control over SMM → Brand performance 0.058 1.198 0.231

Customer orientation * Market research → Brand performance 0.089 1.742 0.082

SM content localization * Information dissemination → Brand 
performance

0.099 2.161 0.031

Foreign partners’ SMM involvement * Market research → Brand 
performance

–0.152 2.429 0.016

Foreign partners’ SMM involvement * Brand equity creation → 
Brand performance

–0.281 3.854 0.000

Control over SMM * Sales support → Brand performance –0.092 1.839 0.067

Brand performance→ ROA 0.092 2.561 0.011

Source: Own elaboration.
ROA, return on assets; SM, social media; SMM, SM marketing.

multicollinearity unnecessarily, which would raise standard errors, both the diagram and the table include 
only interactions significant at the ≤0.1 level. The interactions were obtained by multiplying pairs of pertinent 
variables and indicate how the regression weight of one variable changes depending on the level of the 
other variable. In other words, a significant interaction reveals that regression weights for the interacting 
variables are not constant (and significant) across all members and subgroups of the study population. 
Considering the significant interactions in the model, one could make the following interpretations:

1) The effect of SM engagement in market research could turn out to be significant for those companies that 
demonstrate strong customer orientation (beta = 0.089) and do not involve partners (e.g., influencers, 
bloggers, and other SM personalities) in their foreign SMM activities (beta = –0.152). The negative 
consequence of partner involvement for benefits from marketing research might be due to the limited 
access to complete data documenting their contacts with customers. This underscores the importance of 
a firm’s direct relationships with its customers, with as limited participation of intermediaries as possible.
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2) Information dissemination can have a positive impact on BP if a company is strongly dedicated 
to localizing its SM content (beta = 0.099). One reason for this could be that the effort expended by 
employees into modifying SM materials to suit local consumers’ tastes contributes to their greater 
knowledge about foreign markets. This greater knowledge translates into more ample and valuable 
information that could be used to enhance BP.

3) The negative impact of foreign partners’ involvement is not limited to only information dissemination 
but can also dampen the positive effects of engaging in SM for brand-building purposes (beta = –0.281).  
It is worth noting that this is the strongest identified moderation effect in this study, which can completely 
cancel out the benefits derived from applying SM in creating brand equity, and with an exceptionally 
strong partner involvement, it can even turn the regression sign negative. This pattern could be driven 
by limited control possibilities over partners’ activities (in particular, SM personalities), who might 
be more interested in promoting themselves rather than the brand they were contracted to support. 
Such risks of cooperating with independent bloggers and influencers in SM were reported earlier in the 
literature, for instance, by Zaborek and Mazur [2018], who conducted a multiple case study on the use 
of Internet and SM by Polish exporting companies.

4) Sales support with SM is prone to delivering worse effects if the company exerts too much control over 
its foreign SM activities (beta = –0.092). Greater centralization of SMM management on international 
markets can delay reaction times to customer complaints and unusual requests, thus working toward 
decreasing customer satisfaction and undermining the benefits of supporting sales by SM. Considering 
this, it seems reasonable for an exporter to give more leeway to its local branches in foreign markets.

5) The role of foreign partners’ SMM involvement is arguably the most complex in the model because of its 
significant interactions with two other variables. Interestingly, its main effect is positive (beta = 0.151), but 
the expected complete effect for those companies that are actively using SM to create brand image and 
collect market data would be negative due to the negative mediation offsetting the positive main effect. 
Therefore, it is justified to conclude that, as a rule, firms should avoid relying too much on independent 
partners to assist them in building and maintaining a desirable presence in SM. Instead, the headquarters 
should allow local branches and/or subsidiaries more freedom, to avoid an overly formal and centralized 
management structure, which could hamper benefits derived from supporting sales with SM.

Overall, our findings validate the notion that the use of SM is advantageous for both the brand itself 
and the firm at large. Based on the regression weights for direct effects, some applications of SM seem to 
be more effective than others (brand equity creation and sales support), but even when the direct effect 
is insignificant, SM use could still be beneficial through how interactions from other variables boost its 
positive outcomes. SM engagement in information dissemination and market research shows such a pattern 
of relationships with BP, without meaningful effect on its own, but potentially beneficial with particular 
configurations of other variables describing a company’s strategy on foreign markets (i.e., high customer 
orientation, low local partner involvement, and high content localization).

As such, the first research hypothesis (H1) about a positive relationship of SM engagement in 
international brand marketing with BP and firm performance can be considered supported.

In the conceptual model for the study, it was assumed that engagement in SM and its outcomes will be 
driven by two major aspects of a firm’s organizational culture: brand orientation and customer orientation. 
This idea was formally expressed as hypotheses H2 and H3.

The research findings reveal a lack of relationships between brand orientation and any form of SMM 
engagement. There is also no evidence for either direct or indirect impact of brand orientation on BP, controlling 
for the other latent variables in the structural model. This lack of relationship could be due to a high level of 
multicollinearity in the model, but this is not the case since the only other predictor of SMM engagement – 
customer orientation – was only mildly correlated with brand orientation (r = 0.545 in Table 2). As will be 
explained later, there were differences between Polish-owned companies (PCs) and companies with foreign 
capital (FCs) regarding the role of BP in the model, but this did not change the outcomes at the pooled level 
(when the whole sample of companies was accounted for). Thus, H2, anticipating a positive link between 
brand orientation, SM engagement, BP, and firm performance seems to be false.
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It is quite different with the role of customer orientation in the model. Regression weights point 
to the pattern whereby the stronger the customer orientation, the stronger is a firm’s engagement in 
SM, with the sole exception of sales support. To assess the second part of H3, which anticipates a 
positive link between customer orientation and performance metrics for the brand and the firm, it 
is necessary to not only look at direct regression links but also consider longer, indirect regression 
paths going through SM engagement. In the following list, all variables considered as determinants 
of BP in our model are tabulated according to the absolute strength of the total effect on BP in 
descending order.

1. SMM engagement: Brand equity creation (0.498)
2. Foreign partners’ SMM involvement * Brand equity creation (–0.281)
3. Customer orientation (0.185)
4. Foreign partners’ SMM involvement * Market research (–0.152)
5. Foreign partners’ SMM involvement (0.151)
6. SM content localization (0.119)
7. SMM engagement: Sales support (0.114)
8. SM content localization * Information dissemination (0.099)
9. Brand orientation (0.097)
10. Control over SMM * Sales support (–0.092)
11. Customer orientation * Market research (0.089)
12. SMM engagement: Information dissemination (–0.062)
13. Control over SMM (0.058)
14. SMM engagement: Market research (–0.027)

The above list shows the metrics of total associations between pairs of variables in the model, which 
combine direct and indirect effects along all regression paths. From this arguably more complete viewpoint, the 
total effect of customer orientation on BP is significant and positive, with the beta metric at 0.185. However, the 
link between BP and firm performance is so weak that any indirect regression path leading to firm performance 
considered in this study is insignificant. In conclusion, our data provide partial support to H3, except SM 
engagement in sales support, and with the additional caveat that it applies to BP but not to firm performance.

An interesting complement of the analysis so far is a comparison between companies with only Polish 
capital (n = 181) and those controlled fully or partially by foreign owners (n = 64). Table 4 shows the 
regression weights for these two groups of firms.

The general conclusion from Table 4 is that FCs use SMM in international markets more effectively 
than their Polish-owned counterparts (PCs). It is highlighted by the significantly higher regression 
coefficients for the FCs for the relationship between SMM engagement in brand equity creation and 
BP, with all other applications of SMM showing similar associations with BP in both groups of firms. 
Among other meaningful differences, the FCs were less sensitive than PCs to the involvement of foreign 
partners in SMM. For the FCs, brand orientation had significant positive correlations with two aspects 
of SMM engagement (information dissemination and market research), which was not true for the PCs. 
FCs and PCs displayed different patterns of relationships between customer orientation and BP, with the 
former having a stronger direct link, while the latter group was characterized by mediated associations 
through SMM engagement. The differences between FCs and PCs revealed by this comparative analysis 
could be explained by FCs’ better knowledge of international markets, especially those co-owned by 
foreign firms from the same industry, and higher marketing sophistication, possibly due to their links 
with multinational corporations. Operating within the capital group of a multinational gives them 
access to rich resources of know-how, but also it might require following certain corporate procedures 
and implementing elements of the general marketing strategy. This seems to be reflected in the fact 
that FCs had systematically higher levels of brand orientation (z-statistic for the Mann–Whitney U-test 
was –2.192, p = 0.028), which was the only significant difference between the two groups of firms for 
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Table 4. Comparison of regression weights in the structural model for firms with only Polish capital and those controlled fully 
or partially by foreign owners 

Regression paths Regression weights

Difference Modulus of 
differenceOnly Polish 

capital

Some or 
all foreign 

capital

Customer orientation → SMM engagement: Brand equity creation 0.448 0.214 0.234 0.234*

SMM engagement: Brand equity creation → Brand performance 0.426 0.647 –0.221 0.221*

Brand orientation → SMM engagement: Information 
dissemination

0.087 0.259 –0.172 0.172*

Customer orientation → Brand performance 0.038 0.210 –0.172 0.172*

SM content localization → Brand performance 0.211 0.049 0.162 0.162*

Foreign partners’ SMM involvement * Market research → Brand 
performance

0.246 0.091 0.155 0.155*

Customer orientation → SMM engagement: Information 
dissemination

0.350 0.217 0.133 0.133

Brand orientation → SMM engagement: Market research 0.142 0.264 –0.122 0.122

Foreign partners’ SMM involvement * Brand equity creation → 
Brand performance

0.287 0.176 0.111 0.111

Control over SMM → Brand performance 0.041 0.135 –0.094 0.094

Customer orientation → SMM engagement: Market research 0.179 0.088 0.091 0.091

Control over SMM * Sales support → Brand performance 0.066 0.139 –0.073 0.073

SM content localization * Information dissemination → Brand 
performance

0.071 0.144 –0.073 0.073

Brand orientation → SMM engagement: Sales support 0.065 0.005 0.060 0.06

Customer orientation → SMM engagement: Sales support 0.156 0.108 0.048 0.048

Brand orientation → SMM engagement: Brand equity creation 0.129 0.087 0.042 0.042

Foreign partners’ SMM involvement → Brand performance 0.165 0.130 0.035 0.035

Brand performance→ ROA 0.099 0.078 0.021 0.021

SMM engagement: Market research → Brand performance 0.09 0.071 0.019 0.019

Brand orientation → Brand performance 0.056 0.039 0.017 0.017

SMM engagement: Information dissemination → Brand 
performance

0.088 0.077 0.011 0.011

SMM engagement: Sales support → Brand performance 0.109 0.103 0.006 0.006

Customer orientation * Market research → Brand performance 0.107 0.105 0.002 0.002

Regression paths were sorted in descending order according to the amount of absolute difference in regression weights; 
*differences significant at the 0.10 level.
Source: Own elaboration.
ROA, return on assets; SM, social media; SMM, SM marketing.

all latent variables in the model. A lower average brand orientation might be the reason why PCs do 
not show positive correlations of this variable with SMM engagement and BP. This could happen if 
the positive effects become detectable only after a certain critical threshold has been crossed, which 
apparently was not the case for the Polish firms. The positive correlation between brand orientation and 
the two aspects of SMM engagement in FCs is in agreement with the literature implying the existence of 
such a relationship. The lack of a similar relationship in PCs is turning this effect insignificant at the 
pooled sample level, as there were more than twice as many PCs than FCs in our study.



138   M. K. Witek-Hajduk and P. Zaborek

5  Discussion, limitations, and directions for further research
The primary aim of our research was to investigate how engagement of a company’s main brand in SMM in 
a key foreign market is related to its BP and firm performance. The outcomes suggest that SMM engagement 
is generally advantageous, but not all areas of engagement are equally important. This conclusion is in 
line with the research by Felix et al. [2016], Ainin et al. [2015], and Alarcón-del-Amo and Rialp [2015, 2016] 
confirming a positive impact of branding in SM on BP and firm performance.

What comes to the fore, as the most important driver of BP, is a firm’s SMM engagement in brand 
equity creation, including shaping a favorable brand image [Kim and Ko, 2010; Felix et al., 2016]. It is also 
beneficial to use SM in supporting the sales process, which involves not only the transaction itself, but also 
after-sales services, including complaint handling [Bhanot, 2012]. The other two SMM functionalities – 
market research and information dissemination – can be beneficial under certain conditions, as indicated 
by statistically significant moderation effects. This conclusion is compatible with the results of Nguyen  
et al.’s [2015] work validating the influence of knowledge acquisition from SM on brand innovation, which 
in turn may help improve BP and firm performance. Similar outcomes about the role of SM and information 
dissemination were reported by Bagozzi and Dholakia [2006] and Trainor [2012]. Our research suggests 
that it could be particularly dangerous to rely too much on so-called Internet personalities (also known 
as influencers), whose excessive involvement in international markets can severely degrade the positive 
impacts obtained from SMM engagement in creating brand equity and, in addition, reduce the value of data 
and knowledge flowing from the company’s SM. This might be related to a certain fickleness of these popular 
figures and their tendency for self-promotion even at the expense of the brands that they have committed 
to support. Zaborek and Mazur [2018] describe an illustrative case involving a Master Chef Competition 
participant to promote brands of a certain Polish food manufacturer. A series of YouTube videos sponsored 
by the firm, even though popular with Internet users, were promotionally underwhelming due to the lack 
of proper exposure of the brand names, which went largely unnoticed by the viewers. It is worth noting 
that this negative effect from involving independent partners to support SMM in international markets is 
much weaker for FCs, with these also attaining greater benefits from using SMM in creating brand image. 
Considering that firms with international ownership ties should display a greater familiarity with foreign 
markets than solely PCs, their choice of local partners should also be more suitable to the sensitivities of 
the targeted consumer segments. This could reflect a more general issue of inadequate cultural adjustment 
of SM content to the specificity of foreign markets’ national culture [Okazaki and Rivas, 2002], content type 
(rational, emotional, and transactional content) [Shahbaznezhad et al., 2021], and the language of brand 
messages [Pezzuti et al., 2021]. This conclusion is reinforced in our study by a negative effect of too much 
centralization of SMM in markets that are foreign to the brand owner. Excessive centralization appears to 
reduce the effectiveness of SMM, but this is less pronounced among foreign-owned enterprises, where the 
centralization effect is marginally positive. Such a pattern is not unexpected and reflects earlier research by 
Araujo and Neijens [2012], as well as Felix et al. [2017], who found that foreign-owned enterprises, which 
are usually subsidiaries of global brand owners, may prefer global-reach SM and SMM standardization that 
corresponds with the centralized way these activities are organized.

The above findings enable us to propose recommendations for managers who would wish to use 
SM brand marketing abroad more successfully. First of all, SM seems to be an effective tool for shaping 
brand image and supporting sales, but it is important to have an intimate knowledge of local market 
conditions. When faced with the alternatives of either relying on its own local branches or getting local 
partners involved, the better option seems to be upgrading the company’s local presence and giving it 
more autonomy as regards SM activities. Overall, independent partners can disturb the effective use of 
SM, so the participation of intermediaries and subcontractors should be limited. It is also important to 
cultivate the right organizational culture among employees – in particular, promoting a strong focus on 
customers and their needs, as well as encouraging frequent contacts with them from the widest possible 
groups of employees. This should contribute to creating more suitable conditions for value cocreation 
with consumers, not being only limited to the task of customization but also involving them in developing 
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new offerings, which was found to improve business performance at both operational and financial levels 
[Zaborek and Mazur, 2019].

The main limitation of this study stems from the data collection method used, which involved telephone 
interviews with business managers. This approach can be a source of misrepresentations and inaccuracies 
related to imperfect memory of respondents, their lack of sufficient knowledge about the organization, 
or their confabulations to give answers that are considered socially acceptable. To reduce the associated 
measurement errors, we made every effort to carefully design the questionnaire based on validated 
measurement scales taken from reliable scientific publications. The questionnaire was thoroughly pretested, 
and the entire data collection process was outsourced to a professional research agency with extensive 
experience in similar projects. It is also worth mentioning that our conclusions concerning FCs are less 
reliable than those regarding businesses with only Polish ownership. This is due to the relatively small size 
of this subgroup, consisting of only 64 units. Considering how important differences between firms with 
different ownership turned out to be, future research on the same topic should ensure oversampling of FCs 
in order to conduct comparative analyses with more scholarly rigor. 
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Abstract:
Objectives: To explore the determinants of consumer purchase intentions on foreign multi-sided 
e-commerce platforms (MSPs) within the context of the COVID-19 pandemic.
Methods applied: The study relies on a survey of a representative sample of 810 Poles. Partial least squares 
structural equation modeling (PLS-SEM) was applied to analyze the data.
Findings: The study confirms the influence of the perceived usefulness and legal protection of online 
purchases, changes in retailers’ activity during the pandemic, and perceived value of purchases on a MSP 
on purchase intentions.
Originality/value: The article provides insight into consumer online behavior, i.e., determinants of the 
intention to purchase via MSPs, including those not extensively studied yet. It also takes into account 
the context of the COVID-19 pandemic. This study’s results may be valuable both from the prism of its 
contribution to the literature on consumer behavior and to business practitioners.

Keywords: COVID-19 pandemic, cross-border commerce, determinants of online shopping, multi-sided 
digital platforms
JEL Classification: M39

1  Introduction
In the last decade, a dynamic development and internationalization of digital multi-sided e-commerce 
platforms (MSPs) such as Amazon and Aliexpress [Rangaswamy et al., 2020] has been observed. In 2018, 
the global value of retail sales via MSPs was $ 2.84 trillion, and is expected to reach $ 4.88 billion in 2021 
[Statista, 2019]. MSPs connect buyers and suppliers in a single market space [Hagiu and Wright, 2015], 
facilitating transactions between two or more actors on either side, and offering goods/services of multiple 
suppliers and enabling purchases by institutional customers (B2B platforms) or consumers (B2C/C2C 
platforms).

MSPs serve consumers from one (e.g., Polish Olx) or multiple countries (e.g., Amazon). The number of 
shoppers on MSPs shows a steady increasing trend [Statista, 2016]. Consumers from the European Union 
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(EU) more and more often purchase on foreign MSPs and also on those whose operators are located outside 
the EU, especially in China (e.g., Aliexpress). Recently, numerous legal regulations have been introduced 
in the EU to protect consumers making purchases remotely. However, they do not apply to all cross-border 
online purchases. Among the barriers to consumer cross-border online purchases on MSPs [Witek-Hajduk 
and Targański, 2018] are collection of consumer data by online retailers/platforms, and perception of 
purchases on MSPs – where products of many, often little-known suppliers are offered – as being associated 
with a higher risk compared to purchases in the online store of any one particular brand/supplier. Moreover, 
suppliers of high-quality products are being displaced on MSPs by those offering lower-quality ones at 
lower prices [Katz, 2019].

So far, research into online consumers’ behavior focusing on e-commerce has not, in the broader sense, 
taken into account the cross-border context and in particular an intention to purchase on MSPs [Qin et al., 
2019]. Only a few researchers have taken into account the perceived legal protection of e-commerce as a 
factor influencing purchase intentions [Huang and Chang, 2017].

Over the past 2 years, the crisis caused by the COVID-19 pandemic has had an impact on consumer 
behavior, including online shopping [OECD, 2020]. Many countries have experienced restrictions regarding 
physical stores [PWC, 2020], and a significant percentage of retail sales there has been at least temporarily 
suspended [OECD, 2020]. In this period in the EU, retail mail order/online sales increased by 30% compared 
to April 2019. Online sales increased by 17.9% despite the decrease in total retail sales [OECD, 2020]. 
Empirical studies on the consumers’ online purchase intentions have so far not taken the pandemic context 
into account.

Considering the research gaps, this study aims to investigate: (1) influence of consumer disposition to 
trust, perceived usefulness of online purchases, their perceived legal protection, and perceived conditions 
of shopping during the pandemic on purchase intentions on a foreign MSP and (2) impact of perceived 
value of purchases on a foreign MSP on purchase intentions.

For this purpose, a survey on a representative sample of 810 Poles aged 18–65 years declaring they had 
purchased products on foreign MSPs was carried out. Further, partial least squares structural equation 
modeling (PLS-SEM) was applied to analyze the data and verify research hypotheses.

2  Literature review
With the Internet diffusion, research has been devoted increasingly to the study of consumer online 
behavior, including trust in online purchases [Hallikainen and Laukkanen, 2018], perception of their safety, 
usefulness, and ease [Ardiansah et al., 2020], consumer experience [Bilgihan et al., 2016], and determinants 
of online purchase intentions [Oghazi et al., 2018]. Only single studies relate to purchases on MSPs  
[Qin et al., 2019]. Most studies on online purchase intentions were conducted over a decade ago [Kim et al., 
2007] and refer mainly to Asian consumers [Moslehpour et al., 2018] or Americans [Beccera and Kongaonkar, 
2011]. In studies on online consumer behavior, researchers usually include purchase intentions [Silva et al., 
2019] as it is a good predictor of future purchases [Ajzen, 1991].

Among determinants of consumer online purchases scholars indicate e.g. perceived value, i.e. effort 
and time involved compared to the benefits [Fang et al., 2016]. It is subjective, owing to being dependent 
on the individual’s assessment [Sullivan and Kim, 2018]. Researchers indicate such internal factors 
influencing perceived value of online purchases [Koklič and Vilda, 2009] as: consumer disposition to trust 
and perceived usefulness, information quality, website layout, customer service, payment security, and 
perception of products/brands sold and prices/costs.

Kim et al. [2008, pp. 545–546] state that trust in online shopping is “subjective belief that the selling party 
or entity will fulfill its transactional obligations as the consumer understands them,” and the information is 
often “less than complete and far from perfect,” which makes purchase decisions uncertain. Trust is derived 
from risk that is perceived in terms of both transaction costs and history (return policy) [Manchala, 2000]. 
A reduction in perceived risk causes an increase in confidence in online purchases [Cho and Sagynov, 2015], 
higher perceived value, and higher purchase intentions [Özen and Kaya, 2013]. Researchers agree that trust 
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is one of the key factors determining perceived value [Özen and Kaya, 2013] and online purchase intentions 
[Silva et al., 2019]. Trust toward the seller is a prerequisite and necessary for the e-commerce transaction as 
payment is often required before delivery [Kim et al., 2005]. A construct “disposition to trust” is defined as 
a general, not situation-specific tendency to trust others, which is particularly important when the parties 
have not yet known each other enough to assess the credibility [Hallikainen and Laukkanen, 2018]. Some 
studies [Kim et al., 2008] confirm a positive impact of disposition to trust on consumer online purchase 
intentions.

Given the above, the following hypotheses are proposed:

H1:  The stronger the consumer disposition to trust, the stronger online purchase intentions and 
intentions to purchase on a foreign MSP.

H1a:  The stronger the consumer disposition to trust, the stronger online purchase intentions.
H1b:  The stronger the consumer disposition to trust, the stronger intentions to purchase on a foreign 

MSP.

Cho and Sagynov [2015, p. 24] define perceived usefulness of online purchases as “the degree to which 
consumers believe using the Internet as a medium will improve their performance or productivity, thus 
enhancing the outcome of the shopping experience.” Perceived usefulness is an important determinant 
of the technology adoption [Moslehpour et al., 2018] and facilitates purchases [Ashraf et al., 2014], helps 
time savings [Moslehpour et al., 2018], increases efficiency [Sullivan and Kim, 2018], and promotes ease of 
purchasing [Ashraf et al., 2014]. The significance of the ease of purchasing online for its usefulness, and for 
purchase intentions, varies by the level of consumer’s stage of Internet adoption [Ashraf et al., 2014]. The 
more familiar consumers are with Internet technologies, the higher the online purchase intentions.

Online purchases, compared to those in physical stores, are associated with time savings, which 
translates into an increase in their perceived usefulness and purchase intentions [Shang et al., 2005]. Kim 
et al. [2007] indicate that online purchases via mobile apps are more efficient, require less effort, and that 
these advantages translate into the increased perceived value and purchase intentions. Moslehpour et al. 
[2018] conclude that both the perceived usefulness of online purchases and perceived ease of purchasing 
translate into an increase of purchase intentions.

In line with the literature, the authors of the present study hypothesize:

H2:  The higher perceived usefulness of online purchases, the stronger online purchase intentions and 
intentions to purchase on a foreign MSP.

H2a:  The higher perceived usefulness of online purchases, the stronger consumer online purchase 
intentions.

H2b:  The higher perceived usefulness of online purchases, the stronger consumer intentions to purchase 
on a foreign MSP.

Although some papers address institutional barriers to cross-border e-commerce [Witek-Hajduk and 
Targański, 2018], few publications focus on their influence on online purchase intentions. Researchers 
indicate such legal aspects as existence of legislation sufficiently protecting consumer online privacy, 
existence of strict international regulations on protection of personal data of consumers, and sufficient 
efforts by the authorities to protect consumers from privacy violated online, may influence users’ 
evaluations (negative responses) of transactions, as they shape consumers’ confidence [Lwin et al., 2007]. 
The information privacy concerns influence the formation of trust in an online retailer [Kelly and Erickson, 
2004]. Institutional-based trust in the legal protection of online purchases is transferred to trust and 
purchase intentions [Kohli et al., 2014]. Eastlick and Lotz [2011] state that consumers’ institutional beliefs 
(including perceived legal protection) shape initial trust in an unfamiliar online retailer.

Therefore, it is suggested that:

H3:  The higher legal protection of online purchases, the stronger online purchase intentions and 
intentions to purchase on a foreign MSP.

H3a:  The higher legal protection of online purchases, the stronger consumer online purchase intentions.
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H3b:  The higher legal protection of online purchases, the stronger consumer intentions to purchase on 
a foreign MSP.

Some studies [Kohli et al., 2020] support changes in consumer behavior during the COVID-19 pandemic, 
e.g., their adoption/use of Internet apps that are new to them, preferences for home delivery, products at 
lower prices, and brands they trust. Online purchases increased by 6 p.p.–10 p.p. in most consumer product 
categories [UNCTAD, 2020]. More than half of the respondents started purchasing online more frequently 
[UNCTAD, 2020]. It is predicted that after the pandemic, some new consumer shopping behaviors may 
become entrenched, e.g., shopping online instead of offline [PWC, 2020]. However, there is a lack of studies 
on the factors influencing consumer intentions to purchase online generally, and especially on foreign 
MSPs, in which special conditions of purchases during the pandemic are included.

Considering the above, it is supposed that:

H4:  The higher perceived constraints on making purchases during the COVID-19 pandemic, the stronger 
online purchase intentions.

H4a:  The greater perceived possibility of infection during the COVID-19 pandemic, the stronger 
consumer online purchase intentions.

H4b:  The greater changes in retailers’ activity during the COVID-19 pandemic, the stronger consumer 
online purchase intentions.

H4c:  The greater legal pandemic regulations related to shopping in brick-and-mortar shops, the 
stronger consumer online purchase intentions.

H5:  The higher perceived constraints on making purchases during the COVID-19 pandemic, the stronger 
intentions to purchase on a foreign MSP.

H5a:  The greater perceived possibility of infection during the COVID-19 pandemic, the stronger 
consumer intentions to purchase on a foreign MSP.

H5b:  The greater changes in retailers’ activity during the COVID-19 pandemic, the stronger intentions 
to purchase on a foreign MSP.

H5c:  The greater legal pandemic regulations related to shopping in brick-and-mortar shops, the stronger 
intentions to purchase on a foreign MSP.

Kühn and Petzer [2018] state that prior positive experiences, including perceived usefulness of online 
purchases, result in an increase of purchase intentions. Although no studies have been identified that assess 
the impact of online purchase intentions on the intentions to purchase on a foreign MSP, we suppose that 
previous (positive) experiences with online shopping may be transferred into purchase intentions on MSPs.

Therefore the authors of the present study suppose that:

H6:  The stronger consumer online purchase intentions, the stronger consumer intentions to purchase 
on a foreign MSP.

The perception of customer service within online transactions affects perception of such purchases 
and purchase intentions [Ha and Stoel, 2009]. Shopping experience, delivery time, and willingness of staff 
to assist and respond promptly to queries have a direct impact on the ease of use of online purchases, 
perceived usefulness, and purchase intentions [Ha and Stoel, 2009]. An easy return policy is also important 
for online purchase intentions, since it serves to build trust in retailers [Oghazi et al., 2018]. It can translate 
into higher profits for the sellers as it increases the likelihood that the consumer will purchase at all [Bower 
and Maxham, 2012].

Given the above, it is hypothesized that:

H7a:  The better perceived customer service on a foreign MSP, the higher perceived value of purchases 
on a foreign MSP.

Online purchase intentions are also determined by the perceived quality of information on a website 
and its layout [Ha and Stoel, 2009]. It is important, for consumers evaluating the quality of information, to 
get exactly what they want quickly [Hagiu, 2015]. Easy-to-find contact information may transfer into higher 
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purchase intentions [McKnight et al., 2002]. Kim et al. [2008] associate the perception of (high) information 
quality on a website with reliability, sufficiency, and satisfaction with the information provided. These 
favorable characteristics, among which reliability may be supposed predominant, can be equated with 
attenuation of the perceived risk of online purchases and a high degree of trust in websites [Silva et al., 
2019]. In turn, consumers’ evaluations of the layout are particularly important when a consumer is just 
commencing purchasing [McKnight et al., 2002]. Visual (aesthetic) aspects, e.g., website’s colors and 
images presented, affect evaluations of websites [Ivory and Hearst, 2001]. Wolfinbarger and Gilly [2003] 
note that the website’s visual aspects and the perception of quality of information affect the perceived 
overall website quality and determine purchase intentions.

Therefore, one may suggest that:

H7b:  The better perception of quality of information and layout on a foreign MSP, the higher perceived 
value of purchases on a foreign MSP.

E-consumers pay attention to whether the products are trustworthy and of high quality, and whether 
they are original [Özen and Kaya, 2013]. The perceived risk in terms of reliability and expected product 
quality are particularly relevant to online purchase intentions, as consumers cannot “physically verify” 
products before purchase [Agkeyan-Simonian et al., 2012]. The guarantee to buy only original products 
of well-known brands is more relevant to the purchase intentions of consumers who have less knowledge 
about these products and are unable to distinguish them from imitations [Bian and Moutinho, 2011].

Given the above, the authors of the present study propose:

H7C:  The better perception of products and brands sold on a foreign MSP, the higher perceived value of 
purchases on a foreign MSP.

Sullivan and Kim [2018] indicate that the perceived prices determine the perceived value and online 
purchase intentions. The financial cost has long been considered one of the key determinants of purchase 
decisions [Muralidharan et al., 2014]. Lower prices in online stores are among key drivers of online purchase 
intentions [Delafrooz et al., 2009]. Given that there are many price comparers, price is of crucial importance 
for e-commerce [Garbarino and Maxwell, 2010]. The perception of prices/costs of online purchases is 
determined by the return policy and its costs [Bower and Maxham, 2012], and delivery costs [Shao, 2017]. 
The return policies affect consumer trust in online purchases, which influences purchase intentions [Oghazi 
et al., 2018].

Considering the above, it is hypothesized that:

H7d:  The better perception of prices and costs on a foreign MSP, the higher perceived value of purchases 
on a foreign MSP.

Perceived reputation of an online platform is usually defined in terms of prior interactions between 
the transaction parties and ratings given by previous partners [Fan et al., 2016]. The reputation of the 
other party is very important for the first-time online purchase [Zacharia and Maes, 2000]. Consumers are 
increasingly posting information about transactions. Examining the website’s reputation and indicating its 
positive effect on purchase intentions, Kim et al. [2008] considered: its level of consumer familiarity and 
the reputation of website, brands sold and suppliers. According to Sullivan and Kim [2018], the perceived 
reputation affects both perceived value of online purchases and purchase intentions.

Given the above, one may suggest that:

H7e: The better reputation of a foreign MSP, the higher perceived value of purchases on a foreign MSP.

The perceived payment security on a website is shaped by the implementation of tools protecting 
shoppers (e.g., user identification), a feeling of security associated with the use of payment systems, and 
use of a credit card on the website [Kim et al., 2008]. High perceived payment security translates into an 
increase of purchase intentions. For perceived payment security the following are particularly important: 
authentication procedure, their reliability, and coding of confidential data [Ardiansah et al., 2020]. When 
consumers see information on security policies, secure purchasing guarantees, etc., they believe that the 
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seller’s intention is to guarantee them security [Chellappa and Pavlou, 2002]. The perception of security 
depends also on the extent to which consumers understand the level of security standards implemented 
[Friedman, 2000].

Therefore, the following assumption is suggested:

H7f:  The better perception of payment security on a foreign MSP, the higher perceived value of purchases 
on a foreign MSP.

Another factor influencing online purchases is their perceived value. Kim et al. [2007] note that 
defining value only through the prism of price (financial expenditure) is insufficient, and sacrifices 
involved in purchases should also be included (time spent, effort, dissatisfaction), as well as perceived 
product quality. With regard to purchasing via mobile apps, perceived value is influenced by both the 
perceived benefits, i.e., usefulness, enjoyment, fee, technicality, and ease of use [Kim et al., 2007]. 
The multidimensional understanding of the perceived value of online purchases is presented by Fang 
et al. [2016] – including quality and sacrifice as financial and non-financial costs; and by Özen and 
Kaya [2013] – including perceived risk, price, and quality. The perceived value of online purchases 
is positively influenced by perceived (low) risk [Silva et al., 2019], usefulness (high; understood as 
efficiency and low consumer effort) [Kim et al., 2007], perceived (high) quality [Sullivan and Kim, 
2018], and reputation [Fang et al., 2016].

In line with the literature, the authors of the present study hypothesize:

H8:  The more positive consumer’s perception of a foreign MSP, the stronger intentions to purchase on 
a foreign MSP.

3  Research concept and method
The conceptual model of the study (Figure 1) is based on the concept of perceived value [Zeithaml, 1988] 
and signaling theory, according to which, in the absence of other information about the organization 
(e.g., foreign MSP), consumers can draw conclusions and make decisions based on the guidance available 
in the form of information about the entity [Koh et al., 2012].

To verify the research hypotheses, a CAWI survey on a representative, random sample of 810 Poles 
aged 18–65  years, who admitted to purchasing on foreign MSPs, was conducted. The sampling frame 
included 70,000 Poles registered in the online consumer panel with a structure similar to the structure 
of the Polish population by age and gender. The survey was carried out in June–July 2020 preceded by 
a pilot study on 26 consumers. Overall, 810 fully completed questionnaires (response rate: 69.3%) were 
obtained. The questionnaire consisted of metric questions, closed questions with a 7-point Likert scale 
(where: 7 – I strongly agree; 1 – I strongly disagree), closed questions, and a filtering question, i.e., whether 
the respondent purchases on foreign MSPs.

For the data analysis, PLS-SEM was used together with the application of SmartPLS 3 software. The 
general characteristics of respondents was made using the IBM SPSS Statistics 24.0 software. PLS-SEM 
enables the exploration and development of the theory or its testing [Hair et al., 2014, p. 46]. This method 
enables the isolation of hidden variables and then allows us to estimate the regression coefficients 
describing relationships between variables, and further, allows testing research hypotheses in the case of 
high complexity of the relationships, and empirical confirmation of research models including the issue 
of causality. The use of PLS-SEM is justified especially when measurable variables do not have normal 
distributions [Hair et al., 2014], which is usually the case with variables measured with the Likert scale. 
The sample size in this survey meets the requirements for the PLS-SEM method, i.e., minimum size: 30–100 
[Hair et al., 2011]. For PLS-SEM, to estimate the distribution of estimation errors and to determine the 
statistical significance of the regression paths, the bootstrapping method is used, consisting of multiple 
sampling with returning a large number of samples based on the original data (recommended 5,000 as 
in our research), and for each random sample the values of the regression coefficients are calculated for 
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establishing confidence intervals and significance levels. Due to the limitations of the bootstrapping, 
we previously assessed the model quality by analyzing: (1) composite reliability (CR) coefficient, taking 
values between 0 and 1, where a higher value means a higher level of reliability, an acceptable value is 
required to be at least 0.70 [Netemeyer et al., 2003, p, 153], and values above 0.95 indicate that measurable 
variables are the same indicators [Hair et al., 2014, p. 102]; and (2) accuracy of measurement – applying (a) 
convergent validity assessed, i.e., average variance extracted (AVE) coefficient, which should reach a level 
higher than or equal to 0.50 [Hair et al., 2014, p. 104], and (b) discriminant validity – using the Fornell–
Larcker [1981] criterion, according to which the square root of the mean explained variance (AVE) of each 
construct should be greater than its highest correlation with any other hidden variable. In the case of the 
PLS-SEM method, the measurement model is considered acceptable when: (a) measurable variables do 
not have values of factor loadings, which describe their correlations with the hidden variable, that are 
too low, with the minimum acceptable value being 0.3; (b) variables hidden explain at least 50% of the 
variance of their measurable variables, which means that the AVE cannot be less than 0.5; and (c) CR for 
all constructs reaches the minimum value of 0.7 [Rakowska and Mącik, 2016]. As part of the analysis of the 
structural model, we estimated the path coefficients, and examined the significance of the difference in 
path coefficients against zero.

The structure of the surveyed Poles is presented in Table 1.
As much as 50.4% of respondents indicated Chinese AliExpress and 23.3% indicated German Zalando 

as the foreign MSPs on which they had made most of their online purchases during the previous year. Fewer 
respondents indicated: Amazon (9.1%), Ebay (5.6%), (1.0%), Alibaba (0.9%), Joom (0.6%), Vova (0.5%), and 
others (8.5%).

The survey was made in Poland during the COVID-19 pandemic. Therefore, in Table 2, we present the 
structure of the respondents in terms of the frequency of their purchases on foreign MSPs before and during 
the COVID-19 pandemic.

INTENTIONS TO
PURCHASE ON A

FOREIGN MSP (IPFP) 

PERCEIVED VALUE OF
PURCHASES ON

FOREIGN MSP (PVP) 

CONSUMER DISPOSITION TO TRUST (CDT) 

PERCE IVED USEFULNESS OF ONLINE
PURCHASES (PUOP)

PERCEIVED LEGAL PROTECTION OF
ONLINE PURCHASES(IFOP)

PERCEPTION OF FOREIGN MSP:
Perception of quality of information and layout 
(PLQ)
Perceived reputation (PPR)
Perceived payment security (PPS)
Perception of products/brands sold (PPB) 
Perception of prices/costs (PPC)
Perceived customer service (PCS)

PERCEIVED CONDITIONS OF SHOPPING
DURING C COVID-19 PANDEMIC 

Possibility of getting infected (PGI)
Changes in retailers activity (LSAE)
Legal pandemic regulations related to
shopping in brick-and-mortar shops(LI)

H 1a

H 1 b

H 6

H 2a

H 2b
H 3a

H 3b

H 4

H 5

H 7

H 8

ONLINE PURCHASE
INTENTIONS(OPI)

Figure 1. Conceptual model. 
Source: Own elaboration.
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4  Research results
Before using the structural model to verify research hypotheses, we had ensured that the obtained regression 
coefficients are interpretable. We assessed the quality of the measurement model based on the correlations 
between hidden variables and their indicators and among hidden variables (assessment of reliability and 
convergent and divergent validity). Table 3 shows the correlations between all reflexive constructs and their 
measurable variables (factor loadings) and synthetic measures for individual constructs (AVE and total 
reliability).

As presented in Table 3, values of individual factor loadings are higher than the minimum allowable 
value of 0.3, and thus none of the measurable variables should be excluded. The model is internally 
consistent, as CR for all constructs reach values above the required minimum level of 0.7 [Netemeyer et 
al., 2003, p. 153]. Measurable variables are also not the same indicator, as they are lower than 0.95 [Hair 
et al., 2014, p. 102]. The AVE values for all hidden variables are above the required minimum level (0.5), 
which indicates that most of the variance within measurable variables is explained by hidden variables. 
This allows for the interpretation of the extracted constructs based on the content of their measures. The 
total reliability coefficients higher than the threshold value of 0.7 indicate a high level of correlation of 

Table 2. Respondents’ structure by the frequency of purchases on foreign MSPs

Before COVID-19 pandemic During COVID-19 pandemic

Indications (No.) Percentage Indications (No.) Percentage

YES, at least once a week 213 26.3 256 31.6
YES, less than once a week but at least once a month 434 53.6 414 51.1
YES, less than once a month but at least once every 
six months

141 17.4 106 13.1

YES, but less than once every six months 18 2.2 16 2.0
NO 4 0.5 18 2.2
Total 810 100.0 810 100.0

Source: Own elaboration.

Table 1. Respondents’ structure

No. of indications (N = 810) Percentage

Gender Female 404 49.9
Male 406 50.1

Age (years) 18–34 301 37.2
35–54 354 43.7
55–65 155 19.1

Residence (inhabitants in thousands) Village 147 18.1
Up to 100 298 36.8
101–500 214 26.4
Over 500 151 18.6

Education Primary or basic 249 30.7
Secondary 317 39.1
Incomplete higher/in progress/higher 244 30.1

Disposable income per household 
member in PLN/month

1,999 or less 276 34.1
2,000—3,999 353 43.6
4,000 and more 181 22.3

Source: Own elaboration.
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Table 3. Likert scales used in the study to measure reflective constructs, their sources, and factor loadings reliabilities

Likert scale statements
(1 – strongly disagree; 7 – strongly agree)

Factor 
 loadings

Source

CDT, Consumer disposition to trust (AVE = 0.771; item reliabilities = 0.944)
I generally trust other people. 0.891 Kim et al. (2008)
I generally have faith in humanity. 0.872 Kim et al. (2008)
I feel that people are generally reliable. 0.889 Kim et al. (2008)
I generally trust other people, unless they give me reasons not to. 0.846 Kim et al. (2008)
I feel that people are generally well meaning. 0.892 Own elaboration

PUOP, Perceived usefulness of online purchases (AVE = 0.749; total reliability = 0.937)
Online purchases make it easier to buy products. 0.872 Ashraf et al. (2014)
Compared to physical channels, online shopping takes less time. 0.871 Shang et al. (2005)
Compared to purchases in stationary stores, using online purchases enhances my 
shopping task effectiveness.

0.839 Kim et al. (2007)

Compared to purchases in stationary stores, using online shopping makes it easier to purchase. 0.892 Kim et al. (2007)
Compared to purchases in stationary stores, using online purchases saves me effort in 
performing tasks.

0.853 Kim et al. (2007)

IFOP, Perceived legal protection of online purchases (AVE = 0.726; total reliability = 0.949)
The existing laws in my country are sufficient to protect consumers’ online privacy. 0.882 Lwin et al. (2007)
There are stringent international laws to protect personal information of individuals on 
the Internet.

0.843 Lwin et al. (2007)

The government is doing enough to ensure that consumers are protected against online 
privacy violations.

0.867 Lwin et al. (2007)

The existing laws in my country are sufficient to protect online purchases. 0.852 Own elaboration
There are stringent international laws to protect cross-border online purchases. 0.814 Own elaboration
Protection of consumers against violations in the cross-border online purchases is 
adequate in the EU.

0.877 Own elaboration

The right to withdraw from the distance contract strongly protects consumers’ online purchases. 0.827 Own elaboration

PGI, Possibility of infection (AVE = 0.826; total reliability = 0.934)
The possibility of being infected with Coronavirus through contact with others, such as 
in or on the way to a stationary store.

0.929 Own elaboration

The possibility of being infected with Coronavirus through contact with a courier 
delivering a package from an online store.

0.926 Own elaboration

The possibility of getting infected with Coronavirus through contact with package from 
online store.

0.870 Own elaboration

LSAE, Changes in retailers’ activity during COVID-19 pandemic (AVE = 0.644; total reliability = 0.915)
No open stationary stores near where I live. 0.726 Own elaboration
Shortages or limited availability of goods in stationary stores during the pandemic. 0.861 Own elaboration
Long queues at stationary stores during the pandemic. 0.821 Own elaboration
Extended return time limits introduced by online stores during the pandemic. 0.765 Own elaboration
Extended delivery times for packages from online stores. 0.807 Own elaboration
Restrictions on the deliveries of goods from other countries. 0.828 Own elaboration

LI, Legal pandemic regulations related to shopping in brick-and-mortar shops (AVE = 0.754; total reliability = 0.924)
Restrictions related to purchasing at stationary stores during the pandemic, e.g., limit 
on people in the store, hours for seniors.

0.901 Own elaboration

Social isolation requirements. 0.897 Own elaboration
Closing of stores where I purchase certain products. 0.818 Own elaboration
Requirements to cover nose and mouth and use gloves in stationary stores. 0.854 Own elaboration

PLQ, Perception of quality of information on a foreign MSP and its layout (AVE = 0.753; total reliability = 0.948)
Visually, I highly value this platform. 0.860 McKnight et al. (2002)
On the website of this MSP I can easily find the contact details. 0.862 McKnight et al. (2002)
On this platform I can go to exactly what I want quickly. 0.872 Ha and Stoel (2009)
This platform provides reliable information. 0.872 Kim et al. (2008)
This platform provides sufficient information when I try to make a transaction. 0.868 Kim et al. (2008)
I am satisfied with the information that this platform provides. 0.872 Kim et al. (2008)

(Continued)
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Likert scale statements
(1 – strongly disagree; 7 – strongly agree)

Factor 
 loadings

Source

PPR, Perceived reputation of a foreign MSP (AVE = 0.778; total reliability = 0.933)
This platform is very well known. 0.819 Kim et al. (2008)
This platform has a very good reputation. 0.924 Kim et al. (2008)
This platform’s vendors have a reputation for being honest. 0.897 Kim et al. (2008)
Overall, brands sold on this platform are very well perceived. 0.886 Kim et al. (2008)

PPS, Perceived payment security on a foreign MSP (AVE = 0.853; total reliability = 0.946)
This platform vendor implements security tools (e.g., identification) to protect Internet 
shoppers.

0.929 Kim et al. (2008)

I feel safe about the electronic payment system of this platform. 0.895 Kim et al. (2008)
I feel secure to use my credit card on this platform to make a purchase. 0.946 Kim et al. (2008)

PCS, Perceived customer service on a foreign MSP (AVE = 0.745; total reliability = 0.946)
This platform online shopping system fully responds to customer needs. 0.857 Ha and Stoel (2009)
This platform guarantees fast delivery. 0.762 Ha and Stoel (2009)
This platform’s customer service personnel are always willing to help. 0.893 Ha and Stoel (2009)
Inquiries on this platform are answered promptly. 0.886 Ha and Stoel (2009)
This platform promises an easy return mode. 0.889 Oghazi et al. (2018)
I believe that the return time limits offered by this platform are very beneficial to 
consumers.

0.885 Own elaboration

PPB, Perception of products and brands sold on a foreign MSP (AVE = 0.704; total reliability = 0.904)
This platform offers only reliable products. 0.896 Ozen and Kaya (2013)
This platform offers only original branded products. 0.798 Ozen and Kaya (2013)
This platform offers only high-quality products. 0.881 Ozen and Kaya (2013)
This platform offers many value-for-money products. 0.774 Kim and Niehm, (2009)

PPC, Perception of prices and costs on a foreign MSP (AVE = 0.677; total reliability = 0.926)
This platform charges low delivery fee. 0.772 Oghazi et al. (2018)
This platform charges low return fee. 0.629 Oghazi et al. (2018)
This platform has attractive discounts and sales promotions. 0.856 Shang et al. (2005)
The prices on this platform are significantly lower compared to other online stores. 0.877 Delafrooz et al. (2009)
The prices on this platform are significantly lower compared to other stationery shops. 0.870 Own elaboration
This platform offers relatively low prices for products. 0.902 Own elaboration

PVP, Perceived value of purchases on a foreign MSP (AVE = 0.777; total reliability = 0.946)
Compared to the price I need to pay, this platform’s offers are characterized by 
significant value for money.

0.921 Kim et al. (2007)

Compared to the price I need to pay, this platform offers reasonable prices. 0.897 Kim et al. (2007)
Compared to the effort I need to put in, this platform’s offer is beneficial to me. 0.796 Kim et al. (2007)
Compared to the time I need to spend, this platform’s offer is worthwhile to me. 0.886 Kim et al. (2007)
When I compare what I get for what I give, shopping from this platform offers a good value. 0.902 Kim et al. (2007)

OPI, Consumer online purchase intentions (AVE = 0.785; total reliability y = 0.948)
I am likely to purchase products in online stores. 0.904 Kim et al. (2008)
I am likely to make another purchase from this online store if I need the products I have 
purchased.

0.901 Kim et al. (2008)

In the future, I will continuously purchase products from online stores. 0.846 Asharf et al. (2014)
If I have to do this over again, I would choose online purchases. 0.903 Kim and Niehm (2009)
I would recommend online purchases to others. 0.875 Kim and Niehm (2009)

IPFP, Consumer intentions to purchase on a foreign MSP (AVE = 0.771; total reliability = 0.944)
I am likely to make another purchase from this platform if I need the products I have 
purchased.

0.883 Kim et al. (2007)

I intend to purchase product on this platform continuously in the future. 0.874 Kim et al. (2007)
I am likely to recommend this platform to other people. 0.889 Kim et al. (2007)
I would say positive things about this platform to other people. 0.868 Kim et al. (2007)
I consider myself to be very loyal to this platform. 0.877 Kim et al. (2007)

Source: Own elaboration.

Table 3. Continued
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measurable variables, which is required for the measures of reflexive constructs. Thus, the measurement 
model is acceptable due to its reliability and convergent validity. In order to assess the discriminant validity 
of the model, we used the Fornell–Larcker criterion [1981] (Table 4).

As shown in Table 4, the square roots of the AVE of all latent variables are higher than the correlations 
of these constructs with others, and thus the model satisfies the discriminant validity criterion. Before we 
estimated the structural model, we had checked the collinearity of the predictive constructs (Hair et al., 
2014, p. 168) using the Variance Inflation Factor (VIF) index – the VIF indicators for all predictive constructs 
of the structural model are lower than 5.00 (Hair et al., 2014, p. 170), which indicates the lack of collinearity 
between these constructs.

Figure 2 presents a diagram of a structural model with standardized regression weights (acceptable 
values: −1 to 1) representing the strength of relationships between constructs. Inside the circles for 
endogenous (dependent) variables, there are estimates of the value of the variance explained by the 
remaining variables.

The model meets the “10 times rule” [Hair et al., 2014, p. 23] required for structural models estimated 
using the PLS-SEM method. The focal point of the diagram is “consumer intentions to purchase on a 
foreign MSP” (IPFP) – the most important endogenous variable to which all regression paths lead (directly 
or indirectly). To estimate the predictive value of the structural model, we calculated coefficient of 
determination (R2) for each endogenous hidden variable [Hair et al., 2011]. The structural model allows for 
accurate prediction of the purchase intentions on a foreign MSP (IPFP) – 60.2% of the variable’s variance 
is explained (R2: 0.602). The best direct predictor is “Perceived value of purchases on a foreign MSP” (PVP) 
(beta regression weight = 0.592).

Table 5 shows the path coefficients estimated using the bootstrapping procedure, which represent 
hypothetical relationships between hidden variables and the statistical significance of relations between 
constructs (direct and total effects). As the direct effects may not fully reflect the relationships between the 
constructs, we assessed both the direct and total effects being a sum of direct and indirect effects, taking 
into account the indirect influence of a given construct via one/more indirect constructs [García-Machado, 
2017]. As Hair et al. [2014] state, the significance of the total effect should determine the hypotheses’ 
verification.

Table 4. Fornell–Larcker discriminant validity

CDT IFOP IPFP LI LSAE OPI PCS PGI PLQ PPB PPC PPR PPS PUOP PVP 

CDT 0.878
IFOP 0.412 0.852

IPFP 0.286 0.473 0.878

LI 0.247 0.328 0.377 0.868

LSAE 0.317 0.378 0.443 0.632 0.803

OPI 0.318 0.527 0.525 0.376 0.415 0.886

PCS 0.290 0.446 0.716 0.332 0.427 0.387 0.863

PGI 0.228 0.335 0.260 0.532 0.509 0.263 0.253 0.909

PLQ 0.325 0.473 0.774 0.409 0.453 0.548 0.707 0.312 0.868

PPB 0.291 0.451 0.704 0.312 0.393 0.334 0.713 0.280 0.637 0.839

PPC 0.236 0.403 0.700 0.373 0.413 0.496 0.653 0.239 0.646 0.547 0.823

PPR 0.293 0.420 0.772 0.386 0.474 0.498 0.710 0.285 0.845 0.655 0.589 0.882

PPS 0.340 0.491 0.683 0.339 0.415 0.468 0.711 0.234 0.655 0.632 0.622 0.624 0.923

PUOP 0.305 0.473 0.439 0.333 0.363 0.725 0.352 0.243 0.503 0.313 0.456 0.457 0.399 0.866

PVP 0.282 0.447 0.746 .380 0.421 0.522 0.678 0.259 0.723 0.626 0.772 0.665 0.642 0.440 0.881

Source: Own elaboration with the use of SmartPLS software.
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Figure 2. Structural model. 
Source: Own elaboration with the use of SmartPLS software.
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Based on the tests of significance of regression weights for total effects, we conclude that:

•	 There is no statistically significant relationship between consumer disposition to trust (CDT) and online 
purchase intentions (OPI). CDT is also not statistically significant for the intentions to purchase on a 
foreign MSP (IPFP). Hence, the H1 hypothesis is not supported.

•	 Consumer perceived usefulness of online purchases (PUOP) is strongly positively related with online 
purchase intentions (OPI), and there is a positive weak relationship between the PUOP and intentions 
to purchase on a foreign MSP (IPFP). The H2 hypothesis is thus supported.

•	 There are strong positive relationships between legal protection of online purchases (IFOP) and 
consumer online purchase intentions (OPI), and between IFOP and intentions to purchase on a foreign 
MSP (IPFP). Hence, the H3 hypothesis is supported.

•	 Changes in retailers activity during the COVID-19 pandemic (LSAE) are strongly positively related 
to consumer online purchase intentions (OPI), while there is a weak positive relation between legal 
pandemic regulations on shopping in brick-and-mortar shops (LI) and OPI. However, we found no 
statistically significant relationship between consumer perception of possibility of getting infected 
(PGI) and OPI, and thus the H4 hypothesis is only partially supported.

•	 There are no significant relations with consumer intentions to purchase on a foreign MSP (IPFP) of such 
conditions of shopping during COVID-19 pandemic as possibility of getting infected (PGI) and legal 
pandemic regulations on shopping in brick-and-mortar shops (LI), but there is a significant, strong 
relationship between changes in retailers activity during pandemic (LSAE) and intentions to purchase 
on a foreign MSP (IPFP). Thus, the H5 hypothesis is partially supported.

Table 5. Path coefficients and significance of relations between constructs (direct effects)

Direct effects Total effects

H Regression paths Path coefficients T-statistics p values Path coefficients T-statistics p values

H1a CDT ⇒ OPI 0.020 0.680 0.496 0.020 0.680 0.496

H1b CDT ⇒ IPFP 0.006 0.212 0.832 0.008 0.290 0.772

H2a PUOP ⇒ OPI 0.574 16.602 0.000*** 0.574 16.602 0***

H2b PUOP ⇒ IPFP 0.010 0.303 0.762 0.071 1.867 0.062*

H3a IFOP ⇒ OPI 0.199 6.170 0.000*** 0.199 6.170 0***

H3b IFOP ⇒ IPFP 0.108 3.091 0.002*** 0.130 3.735 0***

H4a PGI ⇒ OPI –0.035 1.177 0.239 –0.035 1.177 0.239

H4b LI ⇒ OPI 0.098 2.673 0.008*** 0.098 2.673 0.008***

H4c LSAE ⇒ OPI 0.072 2.029 0.043* 0.072 2.029 0.043*

H5a PGI ⇒ IPFP –0.024 0.755 0.451 –0.028 0.862 0.389

H5b LI ⇒ IPFP 0.102 2.518 0.012** 0.112 2.742 0.006***

H5c LSAE ⇒ IPFP 0.020 0.541 0.588 0.028 0.729 0.466

H6 OPI ⇒ IPFP 0.107 2.519 0.012** 0.107 2.519 0.012**

H7a PCS ⇒ PVP 0.246 4.138 0.000*** 0.052 0.581 0.561

H7b PLQ ⇒ PVP 0.033 0.551 0.582 0.246 4.138 0***

H7c PPB ⇒ PVP 0.064 1.273 0.203 0.123 2.367 0.018**

H7d PPC ⇒ PVP 0.123 2.367 0.018** 0.453 12.554 0***

H7e PPR ⇒ VP 0.453 12.554 0.000*** 0.033 0.551 0.582

H7f PPS ⇒ PVP 0.052 0.581 0.561 0.064 1.273 0.203

H8 PVP ⇒ IPFP 0.592 13.164 0.000*** 0.592 13.164 0***

*p < 0.10, **p < 0.05, ***p < 0.01; α = 0.10.

Source: Own elaboration with the use of SmartPLS software.
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•	 The H6 hypothesis is supported as there is a positive relationship between consumer online purchase 
intentions (OPI) and intentions to purchase on a foreign MSP (IPFP).

•	 The hypothesis H7 is partially supported as we found a significant positive relationship between 
perceived quality of information on a foreign MSP and its layout (PLQ) and perceived value of purchases 
on a foreign MSP (PVP), as well as a significant positive relationship between perception of products/
brands sold on a foreign MSP (PPB) and PVP, and a strong positive relationship between perception of 
prices/costs on a foreign MSP (PPC) and PVP. However, there are no statistically significant relationships 
between: perceived customer service on a foreign MSP (PCS) and PVP, perceived reputation of a foreign 
MSP (PPR) and PVP, and between perceived payment security on a foreign MSP (PPS) and PVP.

•	 Perceived value of purchases on a foreign MSP (PVP) is strongly positively related to consumer intentions 
to purchase on a foreign MSP (IPFP), and thus the hypothesis H8 is supported.

5  Conclusions
The results of the study on consumers shopping on foreign MSPs does not confirm the influence of consumer 
disposition to trust on both online purchase intentions and intentions to purchase on a foreign MSP. It is not 
in line with studies, according to which disposition to trust influences online purchase intentions [Özen and 
Kaya, 2013]. However, disposition to trust is of particular importance when neither party to the transaction 
has gotten to adequately know the other so as to assess their credibility [Hallikanen and Laukkanen, 2018], 
while the respondents in the present study have already made purchases via MSPs and have experience 
in this area. According to this study, perceived by consumers usefulness of online purchases is strongly 
positively related to purchase intentions, whilst for foreign MSP is positive, but weak. These conclusions 
are consistent with previous studies, according to which perceived usefulness of online purchases has a 
positive impact on online shopping [Ashraf et al., 2014], and also on purchases via MSPs [Qin et al., 2018].

The conducted survey confirms also the influence of legal protection of online purchases at the 
national/international level (legal protection of consumer privacy and personal data, protection of 
purchases’ security, protection against violations, ensuring the right to withdraw from a distance-signed 
contract) on both online purchase intentions and foreign MSP. This study supports the results of Lwin et al. 
[2007], according to which institutional conditions shape the consumer confidence in online shopping and 
purchase intentions. Legal protection of online purchases may limit the perceived risk of online purchases 
on MSPs, and yet according to Qin et al. [2018], the perceived low risk associated with the purchases via 
MSPs translate into increased purchase intentions, and in turn, low risk and increased confidence can be 
shaped, e.g., as a result of the existence of appropriate institutional solutions [Kelly and Erickson, 2004].

It can be concluded that such conditions of shopping during the COVID-19 pandemic as lack of open 
physical stores situated in the proximity of consumers’ homes, shortages/limited availability of products, 
long queues to stores, extended delivery time from online stores, and restrictions on foreign deliveries, are 
strongly, positively related to online purchase intentions, but these conditions do not impact intentions to 
purchase on a foreign MSP. In turn, legal regulations on shopping in physical stores during the pandemic 
(limitation as to the number of people allowed in a physical store at the same time, special hours for seniors, 
social distance requirements, requirement to close some stores, requirements to cover the nose and mouth 
and use gloves in physical stores) are positively, but weakly, related with online purchase intentions and 
intentions to purchase on a foreign MSP. However, this research does not confirm the relationships between 
the perception of a possibility of getting infected during the COVID-19 pandemic (e.g., by contact with other 
people in a physical store, or contacting a courier delivering a parcel) with both online purchase intentions 
and intentions to purchase on a foreign MSP. Thus, the conclusions of the study are partly in line with those 
of other studies, according to which the pandemic has contributed to changes in consumers’ purchasing 
behavior, as evidenced by, for e.g., avoiding leaving home [PWC, 2020] or more frequent online shopping 
[UNCTAD, 2020].
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According to the authors’ best knowledge, so far, no studies on the impact of “general” consumer online 
purchase intentions on intentions to purchase on a foreign MSP have been conducted. Therefore, the results 
identifying this relationship expand knowledge pertaining to online buying behavior. This relationship 
is justified in the light of the conclusions drawn by Kühn and Petzer [2018], according to which online 
purchase intentions are shaped inter alia by consumers’ previous purchase experience.

Consumer intentions to purchase on a foreign MSP are also positively influenced by perceived value 
of such purchases, and this inference is in line with the results of previous research on online purchase 
intentions [Silva et al., 2019]. Perceived value of purchases on a foreign MSP is influenced by perceived 
quality of information on platform’s website, its layout, perception of products/brands sold, and prices/
costs. In turn, perceived customer service and payment security on a foreign MSP and platform reputation 
do not affect perceived value of purchases. These results are only partly in line with conclusions of studies 
confirming the impact of the quality of information on MSP [Hagiu, 2015] and its reputation [Sullivan and 
Kim, 2018] on consumer online behavior, as well as the impact of perception of products/brands [Özen 
and Kaya, 2013], perception of prices/costs on perceived value of online purchases, and online purchase 
intentions. As for a perceived customer service on a foreign MSP impact on perceived value of online 
purchases, some researchers come to different conclusions [Oghazi et al., 2018]. It can be assumed that 
Poles pay more attention to low prices/costs on a foreign MSP, and the level of customer service is not 
so important to them. Discrepancies in results may arise from cultural differences between the studied 
countries, which may translate into consumer behavior [de Mooij and Hofstede, 2002]. In opposition to the 
results of this survey, according to Lu et al. [2013], the perception of payment security on MSP translates into 
consumer purchasing behavior. Similarly to the lack of significant effect of disposition to trust on online 
purchase intentions as a possible result of that consumers may be more driven by institutional solutions 
guaranteeing online safety, it is also possible that payment security can be equated with one of these types 
of guarantees.

These study results allow the formulation of recommendations for business practice as regards 
the factors determining consumers’ online purchase intentions on foreign MSPs. Particular attention 
should be paid by MSPs’ operators to building positive perception of quality of information on MSP, its 
layout, prices/costs, and products/brands sold, as they have a significant impact on the perceived value 
of purchases on MSPs. It is therefore necessary to take care of both the appropriate content and visual 
layer, ensure availability of products/brands desired and positively evaluated by consumers together 
with their appropriate presentation, and properly shape the pricing policy. This suggests the necessity for 
conducting marketing research on consumers to better understand their expectations and properly adjust 
the marketing-mix. Given the significant impact of the perceived usefulness of purchases via foreign 
MSPs on purchase intentions, it is crucial to ensure that consumers are able to shop quickly, easily, and 
efficiently. As an important argument to purchase on foreign MSPs is also their legal protection, it is 
worth considering communicating the protection spectrum. Taking into account the conclusions arrived 
at with regard to the impact of the conditions of purchasing during the COVID-19 pandemic on purchase 
intentions on MSPs, one can postulate ensuring convenient (extended) return periods and short delivery 
times, while communicating that online shopping, unlike shopping in physical shops, does not involve 
the necessity to go to an (often distant) shop and wait in queues, and carries lower risk of lack of goods. It 
is also worth remembering that online purchase intentions translate positively into purchase intentions 
via MSPs. This should be followed by intensive efforts to encourage consumers purchasing online to use 
these MSPs.

6  Study limitations and directions for the further research
The study has some limitations. First, the sample was restricted to Poles. It would be valuable to conduct 
studies on consumers from various countries to compare the results, as national culture differentiates 
consumer behavior [Kim et al., 2008].
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The theorems used in the study appear to correctly capture the constructs included in the conceptual 
model. These claims were evaluated by Poles purchasing on foreign MSPs. However, the possible subjectivity 
of the respondents’ opinions can be pointed out as one of the study’s limitations.

In future surveys, other determinants of consumer purchase intentions on foreign MSPs could be taken 
into account, as well as moderators such as ethnocentrism. We also recommend carrying out qualitative 
research – that is to say, in-depth interviews with consumers purchasing on foreign MSPs – to deepen 
the findings of this study and enable a better understanding of the differences in the influence of selected 
determinants of online purchasing behavior.
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Abstract: The article investigates determinants of usage intention (IU) of online travel agencies’ (OTAs) 
services by consumers and their propensity for word-of-mouth (WOM). The determinants represent two groups 
of factors: (1) items reflecting the perceived quality of OTAs’ platforms (PQ) and (2) those corresponding to 
transaction quality (CST). The survey was conducted with the CAWI method on a representative net sample 
of 591 Polish OTA users. Statistical analysis involved building a covariance-based structural equation model 
to map out causal relationships between latent variables and test research hypotheses. The findings indicate 
that both groups of factors (PQ and CST) have a statistically significant positive effect on both IU and WOM. 
However, the impact of CST was found to be slightly weaker. Interestingly, there were no moderating effects 
from the respondents’ age, income, and education. The only demographical characteristic of issue was sex, 
which revealed different regression patterns between men and women.
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1  Introduction
Despite accompanying humanity on a large-scale only since the late 20th century, Internet technologies 
have certainly revolutionized most if not all areas of human activity. We use the Internet for professional 
and private purposes, to provide goods and services for other users but also in the process of consumption. 
The Internet has also entered the tourism sector. Today it is difficult to imagine the organization of a tourist 
trip offline. Travelers behave differently in the purchasing process than they formerly did and so do travel 
suppliers and intermediaries in sales channels.

The impact of the Internet on the operation of travel agencies was analyzed by Kim et al. [2007],  
Frías et al. [2008], Kim and Kim [2004a], and Card et al. [2003], who compared online and offline clients. In 
2004, Gursoy and Terry Umbreit [2004] stated that as one of external sources of information, the Internet is 
used especially for organizing trips to less popular and unknown places. However, this has changed, and 
today almost any kind of trip to any destination may be organized online.

While analyzing online shopping, researchers focused mainly on airline ticket sales and hotel 
accommodation. Klein et al. [2005] concluded that there is relatively low acceptance for air ticket purchase 
online due to the perceived complexity of the product. According to the results of a survey conducted by 
these authors, the high dispersion of prices online causes confusion and makes it difficult for users to 
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compare products and make decisions. However, it seems that these concerns have been overcome because 
many people today purchase airline tickets over the Internet. Research on booking accommodation services 
online was conducted, among others, by Kim et al. [2006] and Martin-Fuentes and Mellinas [2018].

Many studies discuss various aspects of online services related to online shopping. Their authors explore 
the quality of services [Park et al., 2007], the role of virtual communities in providing value to services [Kim 
et al., 2004], and ways of resolving problems related to online shopping and handling complaints [Black 
and Kelley, 2009].

The issue of trust and perceived risk in online shopping is also recognized by researchers. Hossan et 
al. [2006] develop a scale for measuring perceived risk in online shopping, while Bonsón Ponte et al. [2015] 
propose a model for linking willingness to shop with trust, perceived security, and privacy.

Although much research has scrutinized the use of the Internet in sales channels, there is still a lack of 
investigations on consumer tourists’ online attitudes. In particular, the literature is missing representative 
and complex studies on determinants and antecedents of online purchasing behavior [Ye et al., 2019; 
Talwar et al., 2020a]. This article will fill in this gap by reporting a comprehensive analysis of factors that 
influence the use of online travel agencies’ (OTAs) services and consumer propensity for word-of-mouth 
(WOM). These determinants are grouped into two sections: the factors that affect the quality of an OTA 
platform itself and those that affect the quality of transactions. The first group is particularly important 
during information search and offer selection, while the second group focuses on the purchase process 
and order fulfillment. Every effort has been made to ensure the robustness of the results by designing a 
measurement tool based on the research experience of previous authors, employing a large representative 
sample of Polish consumers, and performing rigorous statistical analysis with covariance-based structural 
equation modeling. The structural model obtained as a result of this research process illustrates the 
investigated phenomenon in a synthetic way, tests theory-driven hypotheses, and suggests meaningful 
practical recommendations.

The remainder of this article is structured as follows. Section 2 presents literature review and hypotheses 
development. Section 3 describes the research method. Section 4 outlines the research findings. The article 
closes with conclusions and discussion.

2  Literature review and hypotheses
The rising importance of Internet travel intermediaries has resulted in the ever-growing interest of 
researchers in this subject. Past research addressed the problem of cooperation between travel service 
providers and online travel intermediaries (OTAs). The analysis by Martin-Fuentes and Mellinas [2018] 
aimed to identify the factors that determine the use of the intermediary platform Booking.com’s services 
by hotels worldwide. The authors conclude that the size of the facility, its chain belonging or not, and the 
category of the facility have an impact on the scale of usage of Booking.com’s services.

Christodoulidou et al. [2010] also investigate cooperation between service providers, OTAs, and meta-
search engines. They indicate that there may be a relationship between the size of the object and contract 
type. For example, large hotel chains tend to have more formal agreements with OTAs and meta-search 
engines than smaller hotels. However, large OTAs seem to have more bargaining power in creating and 
enforcing contracts. The authors also analyze service providers’ costs and scale of cooperation, along 
with their prospects for securing additional services from OTAs and meta-search engines (e.g., training or 
consulting services).

Chang et al. [2019] study how OTAs and hotels simultaneously cooperate and compete in a multi-
channel environment. According to their results, new and returning customers can be attracted by OTAs 
through the quality of service on websites, whereas hotels can generate returns through perceived value. 
On the other hand, high quality provided by OTAs’ websites negatively impacts the intention to switch to 
bookings on hotels’ websites. Consequently, these two channels compete against each other for prospective 
customer visits.
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Stangl et al. [2016] analyze how many distribution channels are chosen by hotels from Austria, Germany, 
and Switzerland, as well as investigate the role of each channel. They show that a single hotel on average 
uses 8.06 offline and online channels. Traditional channels such as hotel walk-ins and telephone bookings 
continue to play an important role, but respondents declared that about one-fifth of their bookings is 
completed online. The hotels cooperate with 3.61 OTAs on average, with Swiss and German hotels doing so 
more frequently than those from Austria.

Based on in-depth interviews with representatives of hotel companies, Wąsowicz-Zaborek [2020] 
identifies factors that determine the choice of intermediary channels and OTAs. The main advantages 
of cooperation with OTAs include wide coverage, access to customer reviews, translation of content into 
different languages, improvements in brand creation and positioning, enhanced consumer perception 
of facility reliability and transaction security, comparison of many offers in one place, and possibility to 
monitor competitors. The disadvantages reported by the interviewed hotel employees are high commission 
costs, risk of reputation loss from negative opinions posted, complicated procedures, exposure to tracking 
by competitors, and price reductions imposed by OTAs.

Iazzi et al. [2017] use a multiple case study method in 30 in-depth interviews with managers of three-, 
four-, and five-star hotels from Italy. The authors identify four different types of relations, based on the 
distribution of informational and bargaining power between the parties: competition, cooperation, conflict, 
and business relations.

Long and Shi [2017] consider the optimal pricing strategies of tour operators (TOs) and OTAs while 
working in an O2O (online-to-offline) model for online sales and cooperation in delivering offline services. 
In the process of developing their cooperation model, the authors probed diverse conditions of cooperation, 
pricing strategies, and revenues in Stackelberg and Bertrand’s game [Lo and Yeung, 2020]. The results 
indicate that service level, unit sales commission, service cost ratio, and unit service compensation ratio 
each have different impacts on TOs’ and OTAs’ pricing decisions. The authors also present guidelines for 
drafting contracts between TOs and OTAs.

Ayazlar [2014] analyzes the functionality of dynamic packeting applications. The researcher investigates 
dynamic packets and applications of dynamic packeting developed by well-known OTAs. Based on these 
studies, dynamic packeting applications emerge as having the ability to deliver a variety of holiday packages 
to consumers in real-time. Factors like flexibility, customization, and security seem to be important both 
individually and in combination.

Mellinas et al. [2016] focus on rating systems offered by OTAs and compare proprietary mark procedures 
used on Booking.com and Priceline.com. The authors argue that a non-standard scale used by Booking.com 
may lead to different, overstated average grade results. According to the findings, there are strong biases 
especially in the case of hotels with low and medium scoring.

Among all identified studies, it is also possible to encounter those that identify factors determining 
the willingness to buy at OTAs. The study of Kim and Lee [2004] identifies basic dimensions of the quality 
of online services for OTAs and online travel service providers, and it explores how individual dimensions 
determine customer satisfaction for both types of companies. The study conducted on Korean market reveals 
that OTAs and online travel service providers have many similar characteristics in terms of information 
content, role of reputation and security, structure and ease of searching for information, and usability. 
The authors point that information content is the most important dimension of OTAs in explaining overall 
customer satisfaction, while structure and ease of use are considered the most important dimension of 
online travel service providers.

Austin et al. [2006] conducted the research on a sample of 135 Singaporean consumers. The findings 
suggest that six attributes of an OTA website are key to increasing consumer trust: order facilitation effort, 
website presentation and navigation, customer information exchange, customer control and collaboration, 
transactional security, and prior knowledge of vendor.

Kim et al. [2006] determined the factors influencing intentions of Chinese hotel customers to book 
online and assessed their satisfaction with online hotel reservations. The survey participants were hotel 
customers staying in 12 selected hotels in Beijing, in 2003. The key factors proved to be information 
recourses and security followed by hotel brand and price benefits.
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In 2007, the online survey on the perception and criteria for selecting seven OTAs was conducted among 
students of seven American universities by Kim et al. [2007]. The most important determinants were price 
and safety, and functionality and user friendliness has proven to be of secondary importance in contrast.

Park et al. [2007] look into the impact of the perceived quality of websites on the willingness of 
consumers to use OTAs. Based on quantitative research conducted among 311 US residents, six main 
factors influencing behavioral intentions are identified and tested: ease of use, information/content, 
responsiveness, reliability, and security/privacy followed by visual appeal (VA).

The research of Ho and Lee [2007] concerning the Taiwanese market aimed to determine quality 
dimensions of e-travel services and to design a trustworthy and accurate measurement instrument. The 
authors identified five basic components of e-services quality: quality of information, security, website 
functionality, customer relations, and responsiveness/speed of reaction.

Ku and Fan [2009] conducted the survey on a sample of 131 respondents met at the Taipei International 
Airport and who purchased hotel services through online intermediary platforms. Taking into account 
the theory of customer value, the authors conclude that privacy, safety, and product quality are the most 
important factors that influence customers’ purchases of hotel products online. Cost, time to receive product, 
convenience, time spent, shopping enjoyment, and environmental impact were a bit less important.

Chen and Kao [2010], conducting their research on a sample of 240 Taiwanese OTA customers, analyzed 
the quality of intermediaries’ e-services in two dimensions – process quality (privacy, appearance, 
information accuracy, ease of use, and functionality) and outcome quality (so-called order conditions 
determining how free-of-defects the product is and what value is promised) – and examined the relationship 
between these dimensions, satisfaction, and behavioral intentions. The authors conclude that the quality 
of the process and the quality of outcomes have a strong positive impact on satisfaction. Moreover, there is 
a significant impact of satisfaction on behavioral intentions.

Tsang et al. [2010] consider the criteria used by customers to assess the quality of OTAs’ e-services and 
the association of those criteria with customer satisfaction and repeat buying intentions. A mixed-methods 
approach was used to collect the data from Hong Kong market. The identified dimensions of the quality of 
e-services are website functionality, quality and content of an information, fulfillment and responsiveness, 
safety and security, appearance and presentation, and customer relationship. Additional features were less 
important.

In turn, Bernardo et al. [2012], based on a quantitative study on a sample of 1,201 clients of Spanish 
travel agencies, analyzed quality dimensions of e-services. Two dimensions – hedonistic and functional – 
were identified. The positive impact of both on perceived value and loyalty was observed.

On a sample from a Chinese Internet panel, Gao and Bai [2014] analyzed the determinants of Internet 
users’ behavior while interacting with websites. The objective was to assess which one of them have the 
greatest impact on customer satisfaction and purchase intentions. The study used a Stimulus-Organism-
Response framework (S-O-R framework) based on the theory of behavioral psychology. This allowed for 
the operationalization of the impact of consumer perceptions of specific elements of travel agencies’ 
websites that influence customer traffic on the website by maximizing satisfaction. The authors stress the 
importance of proper website design for building customer experience and converting visitors into buyers. 
They identified that information content, efficiency, and entertainment are important factors.

Hao et al. [2015] used genetic algorithms to explain customer satisfaction and their psychometric 
motivations. This approach was verified by empirical research on Chinese market evaluating OTA websites. 
The authors show that various customer segments have different opinions on the importance of evaluation 
criteria. They also find that customers tend to evaluate OTA websites based on certain individual criteria 
attached to each factor and not on the average opinion concerning all factors. The most important factors 
were convenience of use, site design, financial security of transactions, and merchandising (quality and 
quantity of information).

Roger-Monzó et al. [2015] analyzed the relationship between perceived quality of e-services, perceived 
value, and consumer loyalty. The dimensions of quality were described, according to the E-S-QUAL 
e-services quality scale, as: effectiveness, availability, privacy, and reliability. The respondents came from 
Spain (74%), Portugal (22.8%), and the USA (3.3%). Efficiency (ease of finding trips and activities that 
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users wish to do in the full-purchase time frame) was the most important factor, followed by availability, 
fulfillment, and privacy.

The survey by Ha [2016] on a sample of 302 respondents from Korea who booked travel services online 
aimed to identify how brand personality affects trust and loyalty of consumers. The results show that the 
relationship between brand personality and trust in a brand becomes less and less important over time 
and leads to a re-assessment of brand personality dimensions. In addition, the relationship between the 
personality dimensions of a brand is much stronger and more stable than the effects of a brand personality 
on a loyalty.

Ye et al. [2016] conducted a survey on a sample of 289 Chinese respondents to identify the impact 
of various website attributes (customer relations, information security, and functionality) on customer 
satisfaction. The results of the research suggest that customer relations play a special role; however, the 
other two factors are also important.

Pratika and Sutikno [2017] analyzed the behavior of 326 respondents from the millennial generation 
in Indonesia toward OTA shopping and factors affecting loyalty attitudes. They show that the hedonistic 
element has a substantial impact on the development of shopping attitudes, while the utilitarian element 
influences trust. In addition, shopping experience has a significant impact on trust, while trust has a 
significant impact on affective and thoughtful engagement. Finally, this study confirmed that affective and 
thoughtful engagement has a significant impact on e-loyalty.

In 2018, Martinez-Costa et al. [2018] conducted a survey on a sample of 264 OTA customers in Spain. 
The authors used exploratory factor analysis (EFA) and structural equation modeling (SEM) to identify 
factors that determine customer satisfaction. They also applied cluster analysis to identify two customer 
segments (satisfied and dissatisfied) and determine the most important factors explaining the satisfaction 
of each of them. EFA results identified five satisfaction indicators (informational dimension, usability, third 
party influence, knowledge of the site, and perceived security level). The results of the SEM analysis showed 
that only the informational dimension (website effectiveness and quality of information) and usability of 
the platforms are important in determining satisfaction. There is also a relationship between satisfaction, 
loyalty, and WOM. The quality of the information provided on websites turned out to be the main factor 
determining customer satisfaction (in the group of satisfied customers). For the subgroup of dissatisfied 
customers, utility was the most important factor determining their level of satisfaction.

Another research along similar lines was done by Ye et al. [2019]. The survey was conducted online 
and offline on a sample of 431 Chinese respondents. The authors analyzed the relationship between social 
interactivity of websites, brand experience, brand selection, price, and purchase intent in the context 
of OTAs. They also investigated the moderating role of the age of the surveyed consumers to show that 
the inclusion of social functionality and increased interactivity of OTA websites influences customers’ 
willingness to pay higher prices and return to the site in the future, but the strength of the relationship 
depends on the age of respondents.

The survey by Pinto and Castro [2019] was conducted on a sample of 397 respondents from Spain, France, 
and Brazil to identify the factors that have the greatest impact on decision-makers in OTA services. The 
authors analyzed how different factors are considered depending on economic status, sociodemographic 
characteristics, or travel behavior. They identified differences in the behavior of tourists of different ages, 
income levels, and countries of residence. Additionally, three tourist segments were identified based on the 
importance attached to price, online reviews, promotions, and photos.

Talwar et al. published two research papers in 2020. Their study was conducted on the Indian market. 
In one case [Talwar et al., 2020b] the authors used Innovation Resistance Theory (IRT) to investigate what 
kind of barriers exist to the willingness to buy on OTA websites. The results of the research suggest that 
the main inhibitor of purchase intent is benefit-related. However, privacy and security concerns and a 
barrier associated with potential threats demonstrate a positive relationship with purchase intentions. 
Site visibility and consumer age were found to be moderators influencing the intensity of the association 
between the benefit barrier and purchase intent. In their second study, Talwar et al. [2020a] present a 
framework for predicting purchase intentions by adapting consumer value theory to the OTA perspective. 
Data were collected from a sample of 809 users of OYO-OTA, leading on the Indian market. The research 
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showed that quality of benefits, financial value, social value, social status, preferences for purchasing 
conditions, and informational values determine the intent to purchase on the OTA website. The analysis 
also reveals that the strength of the relationship between these values and purchase intentions varies for 
different age groups and people with different privacy and security concerns, awareness and habits about 
hygiene and cleanliness, and the visibility and familiarity with OTA.

That above-listed research was conducted in the Chinese, Korean, Taiwanese, Spanish (additionally 
Brazilian, Portuguese), US, Indian, Indonesian, and Hong Kong markets, with near absolute absence of 
European countries except for Spain and Portugal. The authors used different measurement scales and 
obtained different results regarding the significance and effect sizes of various OTA use determinants. 
Despite the widespread sector use of the Internet in the sale of tourism products from OTAs, there still 
is a need for more research on motivations and attitudes related to the use of the Internet in the tourism 
market. New detailed research is essential to understand the particular needs and characteristics of 
individual national markets, and also broader groups of markets with an international perspective. The 
currently available research, as it was presented above, often refers to only a few markets with sometimes 
contradictory results, possibly due to differences in adopted research methods, involving non-comparable 
samples of respondents, non-equivalent measurement scales, and the omission of important moderating 
and mediating variables. The methodological issues present in existing studies suggest their exploratory 
rather than confirmatory character.

The authors indicate the information content as the leading or one of the most important factors that 
influence purchase intentions in most studies. On the other hand, the issues of security, privacy, and 
transaction security show different impacts on the attitudes of respondents in terms of significance. The 
obtained discrepancies and lack of unequivocal differences may stem from how research samples were 
selected – as I already mentioned – as many studies were unrepresentative for the studied populations. 
Moreover, this may be influenced by various measurement tools and scales used in the research.

Most authors consider theoretical assumptions about service quality, especially the model indicated 
by Parasuraman et al. [1991] for the SERVQUAL method and by Parasuraman et al. [2005] for the E-S-Qual 
method. The former is a tool for measuring service quality, while the latter refers to the quality of e-services. 
The dimensions of service quality in the SERVQUAL method [Parasuraman et al., 1991] are tangibles, 
reliability, assurance, reaction/responsiveness speed, and empathy. The E-S-QUAL method adopts the 
following dimensions for measuring the quality of e-service [Parasuraman et al., 2005]: efficiency, system 
availability, fulfillment, and privacy.

Furthermore, some authors of research on the factors that determine purchasing behavior on OTAs’ 
websites use the customer value theory [Ku and Fan, 2009; Bernardo et al., 2012; Talwar et al., 2020b]. 
Several studies highlight the importance of hedonistic value [Bernardo et al., 2012; Pratika and Sutikno, 
2017], understood as the pleasure and convenience of using OTAs.

According to many authors, one of the important factors that influence the choice of sales channel is 
time commitment [Seock and Bailey, 2008; Punj, 2011]. However, this aspect is practically ignored by other 
researchers who analyze the factors determining purchases on OTA websites. Other issues discussed in the 
literature that may determine the final decision to buy online are financial benefits [Kim et al., 2006, 2007] 
and financial transaction security [Liao and Cheung, 2001; Kim and Kim, 2004b].

The factors identified by the researchers can be grouped into two basic categories: those related to the 
quality of the OTA platform and those to the transaction process. However, the impact of these categories 
on the purchasing behavior of OTA users was never holistically analyzed. Therefore, the current study 
conducted an analysis to limit this research gap.

This study investigated the impact of these two groups of factors on Usage Intention (IU) and Word-
of-Mouth Intention (WOM). Usage Intention is defined as the intention to purchase services or look for 
the information via an OTA’s platform in the future. WOM Intention is defined both as the intention to 
recommend the platform to potential other users and the willingness to make comments about the provided 
services on the platform.
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2.1  Platform quality (PQ)

OTAs’ PQ can be associated with the so-called process quality. Collier and Bienstock [2009] identify five 
main dimensions of process quality: privacy, design, information accuracy, ease of use, and functionality. 
In case of OTA’s platforms it can be interpreted as all elements associated with the technical aspects of the 
platform, the content, and offers’ presentation.

Information plays a special role in tourism industry. Trips are often connected with deepening one’s 
knowledge. The very process of decision-making and trip planning enforces the acquisition of information, 
and therefore the Internet as its inexhaustible treasury is their natural search location. Nevertheless, users 
are increasingly overwhelmed by the excess of content published online. Therefore, the proper presentation, 
selection, and searchability of interesting and necessary data in a simple and fast way is very important. 
Many authors agree that the information contained on intermediary websites is an important factor that 
shapes the quality of service [Ho and Lee, 2007] and influences consumer satisfaction and intention to use 
OTA services [Park et al., 2007; Martinez-Costa et al., 2018].

Privacy is generally defined as the extent to which online shoppers believe that websites are secure and 
protect their data [Martinez-Costa et al., 2018]. Privacy and security are the issues that are often reported as 
main concerns of online shoppers [Udo, 2001]. Internet users are concerned about inadequate protection of 
their personal information and have trust issues about service providers.

Moreover, scholarship identifies privacy and security as one of the dimensions of OTA e-service quality 
[Austin et al., 2006; Ho and Lee, 2007; Hao et al., 2015; Ye et al., 2019] and indirectly as the predictor of 
purchase intention on OTA sites.

The functionality of an OTA website indicates how content is made available to customers, how they 
can access it, and how they can use it. Various types of content search engines and filtering tools, navigation 
elements, rankings, and prompts are used to enhance website functionality. According to studies on the 
determinants of OTA customer behavior, it is the functionality of the website that plays the key role in 
shaping customer satisfaction [Yoon 2002; Park et al., 2007; Tsang et al., 2010; Pinto and Castro, 2019].

The visual aspect of a website can be compared to the physical environment of a store and, therefore, 
we may assume that it plays a role in customer decision-making processes, including encouraging them to 
visit again. Specifically, website design and aesthetics influence this perceived attractiveness. What makes 
the website perceived as more appealing and user-friendly are the colors used, the type and size of fonts, 
multimedia elements (including sound effects), clarity, and readability of the published content. A major 
challenge for electronic intermediaries is to plan the aesthetics and optimize the website in a way that 
defines the process of user flow, adapts it to their behavior, and leads them to complete the purchase, thus 
maximizing the platform’s benefits.

Visual elements in several studies proved to be a less important factor influencing customer behavior 
[Park et al., 2007], although some authors show that this element as nevertheless important [Tsang et al., 
2010].

The quality of the platform is thus particularly important at the stage of searching for information about 
the offer and building an image of the presented service, as well as at the stage of evaluation and selection 
of the offer by the customer. PQ potentially simplifies the purchase decision. It affects the time and ease 
of acquiring information. A knowledge-equipped customer who trusts the site is more likely to share their 
knowledge with other potential customers both about the platform itself and the services presented on it. 
There is also a high probability that he is more likely to use the services of that platform which is more user-
friendly for him and meets his needs in a more comprehensive way. Kwak and Min [2020] demonstrated in 
their study that convenience of use has, among the other OTA service quality factors which they examined, 
the most significant effect on the propensity for WoM. Ra Min et al. [2021] found that the quality of the 
information, especially its usefulness, timeliness, and accuracy, affects the intention to continue using 
OTA services. Hsieh [2019] also confirms that perceived service usability and ease of use, which indicate the 
quality of the platform, are determinants of behavioral intentions (understood as intention to recommend 
and intention to use).
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Therefore, it is possible to hypothesize the following:

H1: PQ has an impact on IU.
H2: PQ has an impact on WOM Intention.

2.2  Transaction convenience and security (CST)

Another factor that seems to have a significant impact on customer behavioral intentions is the process of 
the transaction itself – the convenience and sense of security during the purchase and payment process.

The determinant of customer satisfaction and behavior is the ease of procedures involved in a 
transaction: how complicated it is to fill the necessary documents, and whether there is a flexible approach 
including the possibility of cancelling and changing a reservation.

Responsiveness is another part of CST. The willingness to help customers and provide services in the 
shortest possible time without unnecessary delays is a factor in evaluating service quality [Parasuraman  
et al., 1991]. An important element is the response time to an inquiry or order and to signals from customers 
both in an ordinary service procedure and in the case of a complaint. The importance of responsiveness 
in building satisfaction remains unclear. For example, Tsang et al. [2010] find no statistically significant 
relationship between responsiveness and purchase intention for OTA sites. In contrast, Park et al. [2007] 
find this factor to be significant.

 Services offered on OTA sites usually belong to the category of more expensive products compared 
to other frequent online purchases such as books, music, or clothing. Therefore, these transactions may be 
perceived as very risky. For this reason, consumers might prefer more well-known, stable, and larger OTAs 
with a grounded position so as to minimize their risk of transacting.

According to Teo [2006], transaction security is a key issue in deciding whether or not to purchase 
online. Similarly, Yoon [2002] shows that transaction security is also the most important factor that supports 
the intention to buy online and influences trust and website satisfaction.

An important consideration is the security associated with payment and the protection of transaction 
data, including credit or debit card and payer data, whose use by unauthorized parties in the future could 
expose the payer to financial loss.

Therefore, I hypothesize the following:

H3: CST has an impact on IU.
H4: CST has an impact on WOM Intention.

2.3  Demographic factors

The literature analysis indicates that demographic factors [Pinto and Castro, 2019] – particularly age [Ye 
et al., 2019] – may be important drivers that differentiate customer behavior. This study will examine the 
impact of age, sex, income, and education level. Therefore, I hypothesize the following:

H5: Demographic factors moderate the strength of association between PQ and IU.
  H.5.a Sex moderates the strength of association between PQ and IU.
  H.5.b Age moderates the strength of association between PQ and IU.
  H.5.c Income level moderates the strength of association between PQ and IU.
  H.5.d Education level moderates the strength of association between PQ and IU.
H6: Demographic factors moderate the strength of association between CST and IU.
  H.6.a Sex moderates the strength of association between CST and IU.
  H.6.b Age moderates the strength of association between CST and IU.
  H.6.c Income level moderates the strength of association between CST and IU.
  H.6.d Education level moderates the strength of association between CST and IU.
H7: Demographic factors moderate the strength of association between PQ and WOM.
  H.7.a Sex moderates the strength of association between PQ and WOM.
  H.7.b Age moderates the strength of association between PQ and WOM.
  H.7.c Income level moderates the strength of association between PQ and WOM.
  H.7.d Education level moderates the strength of association between PQ and WOM.
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H8: Demographic factors moderate the strength of association between CST and WOM.
  H.8.a Sex moderates the strength of association between CST and WOM.
  H.8.b Age moderates the strength of association between CST and WOM.
  H.8.c Income level moderates the strength of association between CST and WOM.
  H.8.d Education level moderates the strength of association between CST and WOM.

The conceptual model of the research and relations between variables is presented in Figure 1.

3  Research method and the sample
The survey was conducted in September 2020 using the CAWI method on a sample of 600 Polish adults. 
The representativeness of the sample was ensured for criteria such as gender, age, town size, and inhabited 
province. The structure of Internet users was based on data from Statistics Poland. Based on the preliminary 
survey on a representative sample of 500 respondents from Poland, a profile was created for people who 
traveled for tourism purposes at least once between 2017 and 2020 and used online intermediary platforms 
to organize their trips. The main survey was implemented based on the created profile of the target group 
selected by stratified sampling method. After an initial analysis of the obtained data and the elimination 
of errors and non-responses, 591 observations were accepted for the final analysis. The distribution of 
characteristics in the sample is shown in Table 1.

Figure 1. Conceptual model of the research.  
Source: own elaboration.  
CST, corresponding to transaction quality; IU, usage intention; PQ, platform quality; WOM, word-of-mouth.

Table 1. Sample structure

Frequency %

Gender Female 293 49.6

Male 298 50.4

Age 18–24 106 17.9

25–34 158 26.7

35–44 165 27.9

45–54 133 22.5

55–65  29 4.9

Place of living Village 171 28.9

City having up to 100,000 inhabitants 200 33.8

City having more than 100,000 inhabitants 220 37.2

Education Lower: primary and vocational  31 5.2

Medium: completed high school 289 48.9

Higher: bachelor, master, or higher 271 45.9
Source: own elaboration.
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Table 2. Factor loadings of measurable variables

Source Factor  
loadings

PL
AT

FO
RM

 Q
UA

LI
TY

Co
nt

en
t

These websites provide accurate information about the tourist 
products I want to buy.

Bonsón et al. [2015], 
Park et al. [2007], Tsang 
et al. [2010], and Duman 
and Tanriesevdi [2011]

0.827

These websites provide enough information to make a transaction. 0.777

OTAs are very good sources of information. 0.829

OTAs always present content correctly. 0.854

It is possible to book all travel services in one transaction. 0.802

OTAs give me enough information so that I can identify what I’m 
looking for just as well as offline.

0.759

Information available on OTAs is intuitively categorized. 0.834

I am able to compare many offers in one place. 0.646

Pr
iv

ac
y 

an
d 

se
cu

rit
y

I feel my privacy is protected by OTAs. Park et al. [2007],  Tsang  
et al. [2010], Bernardo  
et al. [2012], Martinez-
Costa et al. [2018], and 
Bonsón Ponte et al. 
[2015]

0.711

I trust OTAs will not share my personal information with other sites 
without my consent.

0.683

I trust OTAs will not misuse my personal information. 0.714

OTAs have adequate security features. 0.752

These platforms are well-known. 0.733

I trust OTAs. 0.741

These platforms have a good reputation. 0.794

Comments published on OTAs’ websites are reliable. 0.738
(Continued)

Following the consensus of previous studies, variables were created describing the constructs under 
analysis as reflective constructs: platform quality, convenience and security of transaction, intention to use, 
and intention to recommend and comment. Therefore, they were measured with 7-point Likert scales, with 
values ranging from 1 (strongly disagree) to 7 (strongly agree). The operationalization of the questionnaire 
constructs was derived from the literature analysis and previous research (Table 2).

This study proposed and empirically tested a conceptual model of the relationship between factors 
that affect behavioral intentions: the intention to recommend and comment (WOM) on OTA platforms, and 
the intention to use OTA platforms to purchase services (IU). Multi-item scales were estimated using factor 
analysis with AMOS 26. I employed the same software to build a structural equation model for analyzing 
causal relationships between latent variables indicated in the hypotheses.

4  Research findings
The first step in interpreting a structural model is to assess the quality of the measurement model in terms 
of reliability and validity. In the case of reflective constructs, the assigned indicators (measurable variables) 
should be strongly correlated with latent variables so that the total amount of common variance explained 
by the latent variable in measurable variables is at least 50%. The level of correlation of the construct with 
each of the measurable variables is determined by factor loadings, whose values are interpreted identically 
to Pearson’s linear correlation coefficients. Scholarship assumes that the minimum value of factor loadings 
should be around 0.55, which allows for about 30% of variance in the measured variable to be explained 
by the related latent variable [Hair et al., 2017]. Moreover, most measurable variables in each construct 
should have factor loadings of more than 0.7, which corresponds to the level of explained variance above 
50%. Table 2 displays factor loadings for the estimated model and indicates that their level is high enough 
to conclude that latent variables are well represented by their assigned measurable variables.
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The AMOS 26.0 software was used to test the measurement model and assess its overall goodness-of-
fit. Hu and Bentler [1999] and Kline [2016] recommend the following set of model fit measures and their 
acceptable thresholds: (1) relative chi square (CMIN/df) <1;3>; (2) square root mean residual (SRMR) <0.08; 
and (3) the root mean square error of approximation (RMSEA) >0.95. In the current analysis, goodness-of-
fit measures showed that the measurement model exhibited an adequate level of compatibility with the 
collected data (CMIN/df = 2.982; CFI = 0.924; SRMR = 0.051; RMSEA = 0.058).

Additional information about the reliability and validity of construct estimates was provided by 
the Cronbach’s alpha and average variance extracted (AVE). The Cronbach’s alpha is a commonly 
used measure of the internal consistency of one-dimensional measurement scales, and it should be 
at least 0.6 [Malhotra, 2014]. Convergent validity describes the extent to which a construct explains the 
measurable variables assigned to it, which can be assessed with the metric of AVE. If the AVE for the 
sets of variables measuring each construct exceeds 50%, the convergent validity for the SEM model is 
considered adequate [Hair et al., 2017]. Both Cronbach’s alphas (CA_PQ = 0.973; CA_CST = 0.949) and 
AVE calculated for the measurements used in the model were at acceptable levels (AVE_PQ = 0.612377;  
AVE_CST = 0.59083).

Discriminant validity occurs when each of the measurable variables correlates most strongly with the 
construct to which it is assigned and less strongly with all other constructs in the model. If there occur 
stronger correlations with other constructs, specification errors may lead to model instability. Table 3 
shows the regression coefficients of all the indicators of the model with each of the latent variables. As we 
may see, all indicators are related most strongly to their own constructs, which suggests no problems with 
discriminant validity.

Table 2. Continued

Source Factor  
loadings

Ut
ili

ty
 a

nd
 

fu
nc

tio
na

lit
y Search functions on OTAs’ websites are helpful.

Thanks to OTAs I can match the right offer with my needs.
Payment methods are convenient.
OTAs send me recommendations adjusted to my needs and wants.

Park et al. [2007], Tsang 
et al. [2010], and Kim et 
al. [2007]

0.822
0.829
0.805
0.810

Vi
su

al
  

as
pe

ct OTAs’ websites look attractive.
OTAs use multimedia features properly.
OTAs’ websites seem to be professionally designed. 

Park et al. [2007] and 
Tsang et al. [2010]

0.839
0.843
0.812

CS
T

Co
nv

en
ie

nc
e 

I can make reservations at any time, 7 days/week. Park et al. [2007], Tsang 
et al. [2010], Duman and 
Tanriesevdi [2011], Kim 
et al. [2007], and Agag 
and El-Masry [2016]

0.728

I get from OTAs exactly what I booked. 0.803

OTAs get bookings correctly. 0.802

Booking on OTAs is easy 0.827

Booking on OTAs is quick. 0.850

Time spent filling in all necessary documents is short. 0.747

Re
sp

on
si

ve
ne

ss When I have problems, OTAs show a sincere interest in solving them.
OTAs customer service personnel is always willing to help me.
Inquiries are answered promptly.
It is easy to cancel or change the reservation.

Park et al. [2007] and 
Tsang et al. [2010]

0.710

0.762
0.719
0.721

Tr
an

sa
ct

io
n  

Se
cu

rit
y OTAs adequately protect the information on my credit card.

OTAs protect the information about my purchase behavior.
I feel safe about my transactions with OTAs.

Tsang et al. [2010] and 
Bernardo et al. [2012]

0.788
0.763
0.758

Source: own elaboration.
CST, transaction convenience and security; OTAs, online travel agencies.
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Once the goodness-of-fit of the model has been positively evaluated, we may proceed to the analysis of 
regression coefficients between the variables describing the different paths of the model (Table 4).

The regression paths correspond to the research hypotheses, and thus the regression coefficients are 
used to verify the hypotheses. Based on significance tests, it may be concluded that the statistical analysis 
provides strong evidence for the truth of hypotheses H1, H2, H3, and H4. Both analyzed factors, PQ and 
CST, demonstrate positive effects on usage intentions (IU) and WOM intentions. However, PQ has a slightly 
stronger effect on the dependent variables than CST. The obtained model is shown in the Figure 2.

Table 3. Indicators of reliability and validity

PQ CST
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.1
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Source: own elaboration.
CST, transaction convenience and security; PQ, platform quality; VA, visual appeal.

Table 4. Standardized regression coefficients and significance levels for regression paths

Regression paths

IU ⇐ PQ b = 0.794; p < 0.001 

WOM ⇐ PQ b = 0.629; p < 0.001

WOM ⇐ CST b = 0.180; p < 0.001

IU ⇐ CST b = 0.111; p < 0.001
Source: own elaboration.
CST, transaction convenience and security; IU, Usage intention; PQ, platform quality; WOM, word-of-mouth.

Figure 2. Structural equation model of factors that affect Usage and WOM Intentions on OTAs.  
Source: own elaboration. OTAs, online travel agencies; WOM, word-of-mouth.
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To verify hypotheses H5, H6, H7, and H8, a multigroup analysis has been performed with variables 
of gender, age, education, and income level used to identify comparison groups. All performed tests 
showed no statistically significant differences between the subgroups. Groups consisting of individuals 
with higher and lower education levels, the income above and below the national average, and age 
above and below 35  years showed similar behaviors in terms of effects of PQ and CST on IU and 
WOM. Moreover, local tests for individual variables as moderators showed no statistically significant 
differences, and differences in regression weights were not substantial. In AMOS, the so-called local 
tests compare individual regression paths between subgroups with likelihood ratio tests. Although no 
statistically significant difference was observed between men’s and women’s behavior in the overall 
model level, a dissimilarity appeared in a local test. The effect of CST on IU appeared statistically 
significant only for men.

Furthermore, the effect of CST on WOM for men was significant at the p < 0.10 level, while for 
women at the p < 0.05 level. No such differences were observed in relation to the effect of PQ on IU  
and WOM.

Based on the above findings, hypotheses H5–H8 should be deeply analyzed, since the demographic 
variables of age, education, and income level do not meaningfully differentiate the investigated individuals. 
On the other hand, in relation to sex, we may partially support hypotheses H6 and H8 but reject H5 and H7. 
Table 5 tabulates the research hypotheses’ acceptance.

Table 5. The research hypotheses acceptance table

Hypothesis Result

H.1 PQ has an impact on IU. Supported

H.2 PQ has an impact on WOM Intention. Supported

H.3 CST has an impact on IU. Supported

H.4 CST has an impact on WOM Intention. Supported

H.5 Demographic factors moderate the strength of association between PQ and IU. Not supported

H.5a Sex moderates the strength of association between PQ and IU. Not supported

H.5.b Age moderates the strength of association between PQ and IU. Not supported

H.5.c Income level moderates the strength of association between PQ and IU. Not supported

H.5.d Education level moderates the strength of association between PQ and IU. Not supported

H.6 Demographic factors moderate the strength of association between CST and IU. Partially supported

H.6a Sex moderates the strength of association between CST and IU. Partially supported

H.6.b Age moderates the strength of association between CST and IU. Not supported

H.6.c Income level moderates the strength of association between CST and IU. Not supported

H.6.d Education level moderates the strength of association between CST and IU. Not supported

H.7 Demographic factors moderate the strength of association between PQ and WOM. Not supported

H.7a Sex moderates the strength of association between PQ and WOM. Not supported

H.7.b Age moderates the strength of association between PQ and WOM. Not supported

H.7.c Income level moderates the strength of association between PQ and WOM. Not supported

H.7.d Education level moderates the strength of association between PQ and WOM. Not supported

H.8 Demographic factors moderate the strength of association between CST and WOM. Partially supported

H.8a Sex moderates the strength of association between CST and WOM. Supported

H.8.b Age moderates the strength of association between CST and WOM. Not supported

H.8.c Income level moderates the strength of association between CST and WOM. Not supported

H.8.d Education level moderates the strength of association between CST and WOM. Not supported
Source: own elaboration.
CST, Transaction convenience and security; IU, usage intentions; PQ, platform quality; WOM, word-of-mouth.
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5  Discussion and conclusions
The literature review demonstrated deep inconsistencies in the works of other authors concerning factors 
affecting behavioral intentions to use, recommend, and comment on OTA platforms. Nevertheless, desk 
research by the author of this article identified two main groups of pertinent factors: those representing 
the quality of the OTA platform (which is particularly important during the process of searching for travel 
information and making a purchase decision) and those associated with the convenience and security of 
transactions made via OTAs. This study investigated the effects of both groups of factors on IU and WOM 
intentions regarding OTAs.

A somewhat similar approach was adopted by Chen and Kao [2010], who looked into the effects of 
process and outcome quality on satisfaction and behavioral intentions. However, the authors used a very 
narrow, one-item scale to describe outcome quality, which differs considerably from the scale used in this 
study to measure CST. Moreover, Chen and Kao [2010] focus on the moderating role of satisfaction and 
recommend that both potential buying behavior and propensity can be combined into one construct, which 
would preclude the observation of differences in the effects of determinants and antecedents in the model 
on those dependent variables

The results obtained in this study support most initial hypotheses regarding determinants of IU and 
WOM for online intermediary platforms. Therefore, it follows that both PQ and CST have a positive impact 
on IU and WOW. Similarly, Chen and Kao [2010] confirmed that both process and outcome quality are 
positively associated with user satisfaction and behavioral intentions.

A comparison of regression weights in the current study shows a stronger impact of PQ than CST on 
both dependent variables (Table 5). Kim and Lee [2004], as well as Gao and Bai [2014], similarly stress the 
importance of PQ with a particular emphasis on its content and usability. In broad accord with these results, 
Martinez-Costa et al. [2018] indicate that only the information dimension (representing the effectiveness of 
information retrieval and information quality) and the utility of OTA platforms are meaningful drivers of 
satisfaction. In turn, Park et al. [2007] conclude that what is most important for consumers is the ease 
of use, closely followed by content, which partly confirms the findings of this study. Responsiveness, 
reliability, and security combined with privacy followed in the ranking of importance. On the other hand, 
those authors explained that VA, which in the current study is treated as part of the PQ construct, is not 
significantly correlated with IU. However, the correlation coefficient in this study’s measurement model—
which corresponds to the extent to which PQ, a second order reflective construct, is explained by VA, a first 
order reflective construct—is lower than other reflective dimensions of PQ (Figure 2). This may suggest that 
VA is less important than other antecedents of PQ, lending some support to the finding of Park et al. [2007].

Pinto and Castro [2019], using an international sample from Spain, France, and Brazil, identify 
differences in OTA users’ behavior among respondents of different ages, income levels, and countries 
of residence, thus offering a significant contrast to the present study, which failed to show significant 
moderating effects in the cases of most of the considered demographic variables. The multigroup analysis 
using different demographic criteria (age, education, income level) found no group differences in attitudes 
regarding the impact of PQ. However, there were gender differences in the effect of CST on the dependent 
variables (IU and WOM). Since CST emerged as a statistically significant driver of IU in the male subgroup, 
CST-related factors should be given more prominence when managing OTAs. In contrast, since the 
relationship between CST and WOM was found to be significant at the p = 0.05 level for women, it should 
be assumed that women with higher levels of satisfaction with CST are more likely to recommend OTAs and 
contribute comments on the platform.

The reason for the discrepancy between the conclusions of Pinto and Castro [2019] and those drawn in 
the present study probably lies in the sample size and the sampling method, but more importantly, it can 
also be due to the different lists of examined constructs (e.g., cost savings, site comments, visual elements). 
It should be emphasized that the research sample in this study was selected from a panel of Polish Internet 
users, who are actively using the Internet on a daily basis. According to the new approach to the so-called 
Generation C concept (“digital natives” or people who integrate technology into every aspect of their daily 
routine), this group, being a psychographic rather than a demographic construct, comprises individuals 
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who cannot be attached exclusively to the millennial generation [Solis, 2013]. It seems that people from 
different age groups could show similar behavior when it comes to using online technologies.

Since the survey for this study was conducted in September 2020, when the COVID-19 pandemic was 
already in full force, the respondents’ answers reflected their current attitudes and behavioral patterns 
accounting for the influence of lockdowns, higher anxiety, and other pandemic-related impacts. However, 
since partial restrictions on movement and tourist travel were already in force for about 5 months at the 
time of the survey, we may assume that the pandemic situation did not affect the obtained data. The 
respondents in the survey were tourists who had used OTAs in the past, before the pandemic. Moreover, the 
preliminary research aiming to define the accurate distribution of a representative sample was conducted 
just before the main survey, and therefore under the same circumstances. The main disturbance that can 
be reasonably expected in the future as the consequence of the pandemic is a general increase in the use of 
online technologies for booking and purchasing of various goods, including the further intensification of 
online purchases of travel services. Thus, the pandemic contributed to the rapid development of electronic 
sales channels by limiting direct contact with vendors to minimize the possibility of disease transmission.

A major contribution of the study to the theory of tourism marketing and management are its measurement 
scales and the list of constructs in the conceptual model. In no previous research known to the author have 
the factors connected with platform quality, transaction security, and convenience been analyzed together. 
Past research signaled many inconsistencies concerning construct operationalizations, and thus further 
research verifying measurement scales proposed in this study could provide meaningful methodological 
benefits; this is true especially with regard to research conducted in various national contexts to account for 
different cultural influences. Also, the identified moderating effects seem inconclusive and invite further 
validation through more in-depth research, perhaps of qualitative nature, to discover the true nature of the 
underlying causal mechanisms.

In addition to its theoretical contribution, the current study holds important practical implications, 
both for the institutions that conduct intermediary activities on the Internet in the tourism sector and 
for the service providers that already cooperate with intermediaries or are planning to expand their own 
sales channels. The conclusions of this study suggest that OTAs should emphasize perfecting the platform 
quality, including information content, usability, privacy, and visual elements. Although convenience and 
security of transactions in combination with responsiveness were identified as less important factors, their 
role in shaping consumer behavior should not be discounted, as reducing perceived quality in this regard 
would adversely affect consumer attitudes and their behavioral intentions.

Considering that no statistically significant differences were established for most of the studied 
consumer demographic attributes, one might assume that OTAs have no need to match content, usability, 
security, and visual elements to their users’ demographic characteristics, as these characteristics probably 
do not differentiate their preferences. Instead, they should consider carrying out some modifications in the 
communication of elements of convenience and security of transaction targeted at men and women.
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Abstract: The main aim of the article is to examine how cooperation with research institutions influences 
technological maturity of enterprises. It is accompanied with the additional aim, which is to assess 
the role of innovation policy interventions in this process, as captured by the concept of behavioral 
additionality, which is one of the externalities of public support for R&D. The focus of this article is put 
on one of the specific types of behavioral additionality—cooperation additionality—which takes place 
in the situation where public support influences the collaboration behavior of a firm receiving R&D 
support. The study was conducted with the use of firm-level data collected in a survey on the sample of 
464 enterprises operating within national smart specializations in Poland. The results of the research 
suggest that public funding fosters the cooperation between scientific institutions and enterprises, thus 
confirms the cooperation additionality.

Keywords: behavioral additionality, cooperation, cooperation additionality, innovation, research 
institutions, technological maturity
JEL Classification: O31, O36, O14

1  Introduction
This article presents the factors influencing the innovativeness of enterprises, with particular emphasis 
on cooperation between scientific institutions and enterprises and the role of innovation policy in 
stimulating cooperation in innovation activity, as captured by the concept of cooperation additionality. The 
research problem is low cooperation level in Polish innovation system, which results in weak technology 
transfer, negatively affecting innovativeness of the economy. The main aim of the article is to examine 
how cooperation with research institutions influences technological maturity of enterprises. The additional 
aim is to assess the role of innovation policy interventions in this process, as captured by the concept of 
behavioral additionality, which is one of the externalities of public support for R&D. The rationale for the 
research lies in the contemporary paradigm of open innovation, according to which the new products are 
mainly the result of cooperation and interactions between actors of innovation systems distinguished in 
the triple helix model: industry, research institutions, and government. This is being recognized by public 
administration, which formulate different policy instruments aiming not mainly to increase R&D spending, 
but mostly to stimulate the relationships between business and research institutions and to induce desired 
behaviors of firms in terms of their engagement in cooperation activities. This is captured by a concept 
of behavioral additionality, which, despite the acknowledged importance, remains underexplored in the 
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literature. The originality of the article comes from the use of a data set of primary micro data collected 
from 464 entities operating in the framework of national smart specializations (NSSs). Moreover, the role 
of cooperation as a driver for innovation success is being increasingly accepted, but there is a research gap 
regarding the motivation and effects of science—business cooperation.

The structure of the article is as follows. First, we present the theories related to innovation performance 
of enterprises, with special focus on the role of cooperation, and smart specialization. In the next section, 
we describe the research questions, research hypotheses and the variables relevant for examining the 
technological maturity of enterprises. The descriptive statistics based on the data set from a survey are 
presented and followed by the formal statistical tests. Finally, we draw conclusions and discuss the 
reasoning behind a relatively weak relationship between cooperation with research institutions and the 
technological maturity of enterprises in Poland.

2  Theoretical background
The theoretical background for this research is based on the literature, mostly articles from indexed 
journals, focusing on the thematic area of the role of science-business cooperation in innovation, and how 
this can be strengthened by innovation policy, including recent developments in the concept behavioral 
additionality. As this is relatively new and dynamically developing field of study, the time frame covers 
mostly the positions published in the last decade.

Today’s economic, technological, and social challenges require business entities to be able to build 
inter-organizational relationships, and inter-organizational cooperation enables its partners to achieve 
synergies that cannot be achieved by acting individually [Dobrowolska, 2021]. Firm competitive advantage 
is driven by its ability to develop along with the everchanging business environment by being innovative. 
Companies, particularly small- and medium-sized enterprises (SMEs), often lack adequate resources to 
develop innovation, so they search for external resources needed in innovation activity [Tian et al., 2021]. 
According to the contemporary paradigm in economics of innovation, new products are mainly the result of 
cooperation and interactions between three types of actors forming triple helix model: industry, university, 
and government [Etzkowitz and Leydesdorff, 1995]. The triple helix model is one of the most referenced 
models used to depict an innovation ecosystem, claiming that the boundaries between public and private 
sectors and between science and industry are increasingly vanishing, leading to a system of overlapping 
interactions [Pique et al., 2018] engaging:
(1) universities as knowledge-generation subsystem,
(2) industries as the knowledge-exploitation subsystem, and
(3) governments, which acts as the source of contractual relations that guarantee stable interaction and 

exchange.

The triple helix model, which explores university–industry–government collaborations, is considered 
as useful in analyzing dynamic interactions between the actors of innovation system that promote 
innovation and economic growth [Yoda and Kuwashima, 2020]. The concept of innovation systems itself has 
also inspired discussions in academia and policy alike, leading to a cascading development of approaches 
to analyze innovation processes and extensions at various analytic levels [Rakas and Hain, 2019]. The 
general feature of different studies on innovation system is that they emphasize a set of interacting actors 
working together toward a shared goal of innovation [Lee et al., 2020]. A special form of cooperation are 
clusters which bring together academic institutions, research organizations or centers of excellence in 
specific regions, what can be observed mostly in the European Union [Kowalski, 2020]. This approach goes 
in line with open innovation paradigm, which states that one of the key factors of successful innovation 
activity is cooperation as the sources of innovation may be found not only inside, but also outside the 
company [Chesbrough, 2003]. This approach has encouraged the understanding that companies should 
collaborate with other organizations to leverage their own R&D capabilities. Barrena-Martínez et al. [2020] 
demonstrated that successful implementation of open innovation strategy depends on the development 
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of relational capital, which allows to benefit from cross-organizational synergies and complementarities. 
This concept was extended by Chen et al. [2018] to form a new paradigm of innovation, holistic innovation, 
which is a complex of strategic innovation, collaborative innovation, total innovation, and open innovation, 
which reflects wisdom from the Chinese context and Eastern culture. Cooperation in innovation activities 
may take place not only in regional or national economy but also internationally, as reflected in the concept 
of techno-globalism [Edgerton, 2007].

Although the potential for a “triple helix” to contribute to innovative economy development is being 
increasingly accepted, university–business cooperation is still a fragmented and underexplored area of 
research, and the understanding of this cooperation remains insufficient [Galan-Muros and Davey, 2019]. 
A critical issue in the evolution of the current model of collaboration between universities and businesses 
in the field of technology transfer is the transition from a closed to an open model of innovation. The issue 
of using the results of scientists’ R&D work, as well as indicating the directions of research on innovative 
solutions with high commercialization potential, becomes especially important for entrepreneurs [Rybicki 
and Dobrowolska, 2018]. There is a growing recognition of universities as a source of not only technology and 
innovation, but also human capital, reflecting university–business cooperation in education [Orazbayeva 
et al., 2020]. University–business cooperation is considered as critical to regional economic growth and 
social prosperity, as they are playing an increasingly more important role in technology transfer, and the 
marketing of knowledge [Ripoll Feliu and Díaz Rodríguez, 2017]. Hence, policy makers invest significant 
amounts of public funds to stimulate a strong relationship between business and research organizations as 
a mean for generating innovation activity [Brem and Radziwon, 2017]. However, the effects of innovation 
policy instruments depend not only on their characteristics, but also on the context and the process of their 
implementation [Cunningham and Gök, 2016].

There is a growing research interest on the effects of public intervention on business–university 
cooperation. Szücs [2018] found a positive effect of a large-scale research subsidy program on the innovation 
activities of subsidized firms, with a particular regard to industry—university partnerships. Moreover, 
the benefits of collaborating with universities turned out to be amplified by their academic quality. With 
continuing technological development, it is not enough to rely solely on internal innovation resources. 
The existing fragmentation of knowledge in the modern world economy makes an effective innovation 
activity dependent mainly not only on the internal resources of the organization but rather on an adequate 
mix of knowledge, skills, and activities of various actors who engage in different forms of cooperation 
[Kowalski and Mackiewicz, 2021]. Hence, recent science and innovation policy interventions move from 
simple investments in R&D to incentives that promote innovation cooperation and other behavior of firms, 
having in mind the complexity of innovation processes [Magro and Wilson, 2013]. This leads to a concept 
of behavioral additionality introduced by Buisseret et al. [1995], understood as the change in a company’s 
way of undertaking R&D, which can be attributed to policy actions. Despite the acknowledged importance, 
behavioral additionality remains underexplored in the literature [Dai et al., 2020]. Behavioral additionality 
adds to more traditional approaches of additional measurements, that focused solely on input or output 
measures, thus treating the company as a black box, with no insights into internal processes. As soon 
as intermediate results such as behavioral changes are explored, the box is opened allowing for a more 
in-depth analysis of the firm [OECD, 2006].

One of the types of behavioral additionality is network additionality, also referred to as cooperation 
additionality [Douglas and Radicic, 2022]. Its major role in innovation processes stems from the fact that 
cooperation creates opportunities to gain complementary resources and skills, and as a consequence, 
can lead to faster development of innovations [Kubera, 2021]. The innovation collaborative network can 
be established not only with universities or research institutes, but also with industrial actors, including 
suppliers, users, complementors and even rivals as well [Guisado-González et al., 2016]. Network 
additionality can be viewed as a firm-level one-off effect, when a beneficiary firm enters into collaboration 
only to carry out the subsidized project, or a firm-level persistent effect (e.g., due to a public intervention, 
a firm changes the pattern in which it cooperates with others); or system-level effect, in the form of, for 
example, improved coordination [Kubera, 2021].
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The study is conducted on firms operating in the framework of NSS. This is justified by the fact 
that companies are eligible for R&D support if they are active in at least one field covered by smart 
specialization. Smart specialization (S3) is a policy concept, which aims to address the relations between 
R&D and innovation ability on the one hand and the sectoral structure of the economy on the other hand. 
It recognizes the importance of focusing on identified regional strengths to realize the potential for scale, 
scope, and spillovers in knowledge production and utilization, and consequently increase the productivity 
of innovation-related activities [Foray et al., 2009]. S3 represents a relatively new strategic orientation of 
regional innovation policy, reflecting a shift from a “redistributive” toward a “developmental” logic of 
regional policy, which aims to promote innovation-based endogenous development [Capello and Kroll, 
2016]. The rationale to introduce S3 approach is to avoid critical failures of policy developments in the 
past, like “one-size-fits-all” approach and ignoring the problems of path dependency and lock-in in the 
analysis of regional innovation systems [Morgan, 2017]. In addition to the category of path extension 
reflecting the continuation of an existing trajectory, Belussi and Trippl [2018] identified the following 
patterns of change:
•	 new path creation, which is about the emergence of new specializations or sectors deriving from 

breakthrough innovations;
•	 new path entry of established industries, which is about setting up of an established industry that is 

new for the region, often based on the inflow of foreign direct investment (FDI);
•	 path ramification, which is about “speciation” of knowledge by existing industries into new but related 

industries; and
•	 path upgrading and renewal, which is about a major change of an industrial path into a new direction 

based on innovation.

According to Asheim [2019], when designing and implementing a smart specialization innovation 
strategy, the most important is new path creation, as it is necessary to go beyond considering how to 
secure “path extension,” which was the goal of traditional development policies. To achieve diversified 
specialization, a region must encourage new path growth, such as diversifying the economy into 
technologically advanced activities that progress up the knowledge complexity ladder from the region’s 
current level. According to Papamichail et al. [2019], the barriers to implement S3 in catchup regions 
are the shortcomings in the absorptive capacity of companies that are incapable of exploiting scientific 
knowledge, critical to meet the objectives of S3. In practice, this is translated into limitations in gathering 
a sufficient number of science–business propositions that could be implemented in the S3 framework. 
Additionally, Hassink and Gong [2019] argue that there are insufficient existing structures on which the 
smart specialization can build, together with poor institutional capabilities when it comes to the selection 
of the right entrepreneurial discovery process (EDP), understood as a systematic effort of public–private 
dialog that draws on quantitative and qualitative evidences, focuses on prioritization and action planning, 
and enables codifying of an emerging regional consensus on cross-sectoral economic development in 
smart specialization strategies [Benner, 2019]. Furthermore, Balland et al. [2019] pointed out that the 
operationalization of S3 has been limited because a coherent set of analytical tools to guide the policy 
directives remains elusive. De Noni et al. [2021] revealed that extending the knowledge complexity of 
regional portfolio can positively balance the negative effect of technological relatedness in the long-run. 
Additionally, the results of the study Ghinoi et al. [2021] suggest that different dimensions of proximity, 
like geographical and cognitive proximity, are positively associated with intra-regional networks aimed at 
implementing S3.

To conclude, university-business cooperation, in particular in line with the area of economy, smart 
specialization should be considered as an important element among other factors positively driving the 
propensity of a firm to innovate, such as Abdu and Jibir [2018]: research and development (R&D), employee 
education level, trainings, firm’s size and age, exporting status, competitors, location, type and sector. 
While novel technologies may demonstrate significant competitive potential, they also involve certain risks, 
which decreases together with technology maturity. This reflects technology life cycle model, in which 
technology is conceptualized as a cycle wherein capabilities and competitiveness arise and decay over time 
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[Lezama-Nicolás et al., 2018]. One of the most promising approaches for addressing technological maturity 
is the technology readiness level (TRL), which proves to be helpful in understanding the technological 
maturity measurements of performance, reliability, durability, and operational experience in the expected 
environment [Salazar and Russi-Vigoya, 2021]. 

3   Research objective and hypothesis development, methodology 
and data

This research focuses on drivers of innovation of enterprises operating in a framework of NSS in Poland. As 
the factors affecting innovation of enterprises are relatively well recognized and described in the literature, 
the main research objective is to establish empirically a link between the cooperation with a research 
institution and the technical maturity of enterprises.

In this article the authors aim to answer the following main research questions:
(1) What are the determinants of enterprise innovation operating in NSS?
(2) How cooperation with research institutions affects the level of technological maturity of enterprises 

operating within NSS?
(3) What is the relation between public financial support for R&D projects and the cooperation between 

the research institutions and enterprises, as captured by the concept of behavioral additionality?

To identify the determinants of firm’s innovation we analyzed the survey results to examine if the 
following factors play a role:
(1) participation in R&D projects carried out in cooperation with research institutions,
(2) cooperation with foreign partners in the implementation of innovation or the implementation of R&D 

projects,
(3) the company’s development strategy, considering technological development,
(4) own R&D infrastructure.

The concept of maturity (in the context of an organization, and in particular a company) most often 
refers to the level of skills and the degree of preparation of the organization to perform specific tasks in a 
comprehensive manner [Adamik, 2015]. Having specific resources of knowledge along with the ability to 
correctly define the level of maturity of the organization, may be of key importance for the determination 
of the paths of long-term development of the organization [Sliż, 2016]. One of the key elements of the 
company’s maturity is its proper technological development, including the use of the modern technologies 
in the production process. Maintaining the appropriate technological regime and technological readiness 
(efficiency in the use of available technologies to increase productivity) translates into the level of 
competitiveness, both in terms of the ability to create innovation and the effects of innovative activity. For 
this article, we defined the “technological maturity” as a characteristic of an enterprise which is reflected 
by the following variables:
(1) Technical advancement vs market—the variable based on a self-assessment by the company 

management related to the advancement of the created or developed technologies in relation to the 
latest technologies available on the market.

(2) TRL—the variable based on a scale from TRL 1 which means that basic principles were observed to TRL 
9 which means that the actual system was proven in operational environment.

(3) Achievements in technology development—the variable measured by awards, distinctions, or other 
sectoral prizes, like “best product of the year” which are awarded in national, regional, or sectoral 
competitions or at fairs and exhibitions.

(4) Domestic market position—the variable based on a self-assessment by the company management 
related to the position of the company among its competitors measured by the market share.

(5) Innovations—the variable measured by the number of implemented innovations.
(6) Patents, trademarks, designs—the variable measured by the number of registered patents, trademarks, 

and designs.
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To answer the second question, we tested empirically the following hypotheses:
•	 H1: The cooperation with research institutions affects the advancement of the acquired technologies in 

relation to the latest technologies available on the market and the advancement level of the created or 
developed technologies according to the level of technological readiness.

•	 H2: The cooperation with research institutions affects the achievements in technology development.
•	 H3: The cooperation with research institutions influences the position of enterprises in the industry on 

the domestic market.
•	 H4: The cooperation with research institutions influences the number of innovations, patents, 

trademarks, and designs.

Finally, to answer the third research question, we tested the hypothesis:

H5: The usage of public financial support for R&D positively influence the cooperation of enterprises 
with research  institutions (the behavioral additionality occurs).

The research methodology used for this article encompasses: (a) a comprehensive analysis of literature 
and secondary data, (b) a survey among companies on their R&D activity and main outcomes of this activity, 
and (c) descriptive statistics and formal statistical tests. The article is based on the results of a survey 
commissioned by the Ministry of Economic Development, Labour and Technology in Poland. The data is 
not publicly available but can be obtained from the Ministry on request [Ministry of Economic Development 
and Technology, 2020]. The purpose of the survey was to identify the National Smart Specializations with the 
strongest potential in terms of technologies used and their innovation output. The survey was carried out in 
2020 with the use of Computer Assisted Telephone Interviews (CATI method). There were 43 single-choice 
or multiple-choice questions in the questionnaire including the characteristics of the company. There were 
three parts of the questionnaire: (a) exploration of the R&D activity and innovation activity of the company, 
(b) assessment of technologies developed by the company or purchased, and (c) analysis of the competitive 
position and the business outcomes. A total of 3478 entities were contacted and 464 entities responded to 
the survey. The random sample selection was used from the database stratified by smart specialization. 
The assumption was that all smart specializations are represented and the number of companies in one 
smart specialization cannot be <10 (which was the case of three specializations). The telephone interview 
was conducted with a manager, possibly responsible for the development strategy or the R&D department. 
The pilot of the survey was carried out to verify the assumptions regarding the structure and content of the 
questionnaire. The surveyed entities operating within the NSS framework employ on average 120 people 
and the median totaling to 15 people. The number of enterprises that declared cooperation with research 
institutions is 260.

The data set collected in the survey was a base for descriptive statistics and formal statistical tests. 
Mann-Whitney and t-test were used to determine if the means of two sets of data (the samples of enterprises 
cooperating with research institutions and those that did not cooperate) significantly different from each 
other. The Mann-Whitney test was used for the ordinal data [Hettmansperger and McKean, 1998]. The 
questions used for the analysis were based both on self-assessment (e.g., market position versus other 
companies in the sector) and on objective numbers (e.g., number of patents or innovations created).

The research model comprised of the following steps: (1) literature review, (2) drafting research 
hypothesis based on the literature review, (3) identification of the determinants of enterprise innovation, 
(4) testing the relation between technological maturity of enterprises and cooperation with research 
institutions, and (5) testing the relation between the financial support and the cooperation with research 
institutions on R&D projects.

4  Results and discussion
The surveyed entities used mainly the funds of the Smart Growth Operational Programme. The main 
assumption of this program was to support the implementation of the entire innovation process: 
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from the stage of idea creation, through R&D works, including the development of a prototype, to the 
commercialization of the R&D results. In the financial perspective 2007–2013, a similar role was played 
by the Innovative Economy Operational Programme; more than a third of the entities participating in the 
survey benefited from this program.

In the survey, the question was asked whether a company’s own infrastructure is sufficient for 
conducting R&D works as needed. Obviously, not all companies participating in the survey were interested 
in investing in R&D infrastructure due to the small scope of R&D they carry out. Unmet needs were most 
often indicated by representatives of the largest enterprises. Above all, they lack laboratory equipment. A 
big challenge is not only the infrastructure itself, but also the shortage of qualified specialists. This is one 
of the aspects that limits the R&D activity of the entities participating in the study. Therefore, if it is not 
possible to carry out specific R&D works on their own, they are fully or partially outsourced to external 
entities, e.g., research institutes and universities. However, this requires overcoming the barriers that are 
associated with science-business cooperation.

First, we analyzed the participation of surveyed enterprises in R&D projects carried out in cooperation 
with research institutions. There are 260 enterprises in the sample that declared such cooperation in the 
last three years. If the company confirmed the cooperation, the respondent was asked how many times (the 
number of projects). The majority had just one experience in cooperation (163). In the group of enterprises 
cooperating with research institutions the majority implemented at least one innovation (85%). In the 
remaining group (non-cooperative) the share of enterprises implementing innovations was ≤65%. The 
comparison of firms cooperating and not cooperating with research institutes with respect to different 
characteristics is presented in Figure 1.
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Figure 1. Survey results—comparison of firms cooperating and not cooperating with research institutes. TAM—technical 
advancement versus other companies operating in the market (answers: 1—Highly advanced, 2—Moderately advanced, 3—Not 
advanced); TRL—technology readiness level (TRL 1—Basic principles observed, TRL 2—Technology concept formulated, TRL 
3—Experimental proof of concept, TRL 4—Technology validated in lab, TRL 5—Technology validated in relevant environment 
(industrially relevant environment in the case of key enabling technologies), TRL 6—Technology demonstrated in relevant envi-
ronment (industrially relevant environment in the case of key enabling technologies), TRL 7—System prototype demonstration 
in operational environment, TRL 8—System complete and qualified, TRL 9—Actual system proven in operational environment 
(competitive manufacturing in the case of key enabling technologies; or in space)); ATD (answers: 1—received awards, 0—no 
awards); DMP—domestic market position (answers from 1—a national leader to 5—very weak market position; 6—don’t know; 
7—answer refused); INB—innovations (1—innovations implemented, 2—no innovations); PTD—number of patents, trademarks. 
Source: own research. 
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The comparison of firms cooperating and not cooperating with research institutions (Figure 1) shows 
that there is higher share of cooperating firms in comparison with not cooperating firms with respect to:
•	 technical advancement versus other companies operating in the market,
•	 highest level of technological readiness (TRL 9) of the developed technologies,
•	 achievements in the field of technology development measured by awards, distinctions, or other 

sectoral prizes, like “best product of the year” which are awarded in national, regional, or sectoral 
competitions or at fairs and exhibitions,

•	 companies which implemented innovations.

The interesting observation is also that when analyzing domestic market position, the share of 
companies cooperating with research institutes is similar in the case of national leaders (answer 1), 
companies with significant market share (answer 3) and those with a very weak market position (answer 5).

The survey shows that as a result of cooperation between companies and research institutions 
established thanks to public support, various changes have taken place in companies. Interestingly, almost 
every third entity pointed to the fact of establishing cooperation with partners from abroad, which, however, 
did not necessarily have to be associated with trade exchange (export of goods and services), but with the 
joint implementation of R&D works. The effects of this cooperation also included an increase in the value 
of exports and patent applications. 

In the sample of 464 entities, 126 enterprises had some experience in cooperation with foreign 
partners in the implementation of innovation or the implementation of R&D projects. The majority (74%) 
of these joint R&D projects were successful which means that because of this cooperation, 93 companies 
implemented market innovations—innovative products or services that were new to the market, not only 
to the company.

A relatively large share of companies in the sample have a development strategy, in which innovations 
or technological development are mentioned. In the group of companies that implemented innovations 47% 
have such a strategy, 42% declared that they report on innovations or technologies and 22% use technology 
maps or other tools designed for technology development planning. In the second group, enterprises that 
did not implement innovations, the shares are much lower—16% declared having a development strategy, 
10% reporting on innovations or technologies and 8% use some tools for technology development planning.

There are differences in the R&D infrastructure between the groups of innovative and non-innovative 
companies. More than half of innovative companies use research, measuring and testing devices and every 
fourth has a laboratory. Infrastructure for prototyping is not frequently used. In the group of non-innovative 
companies, it is much less, and they do not have R&D centers nor R&D departments. However, enterprises 
in this group use more frequently advanced computers, servers, and software.

Having discussed the determinants of enterprise innovation and assuming that the participation in 
R&D projects carried out in cooperation with research institutions is one of them, we tested if cooperation 
with research institutions affects the level of technological maturity. The results of statistical tests suggest 
that there are differences between enterprises in the sample cooperating with research institutions and 
those that did not declare such cooperation (Table 1).

Table 1. The results of Mann–Whitney and t-test

Description Test Statistic p-value

Technical advancement versus other companies operating in the market Mann–Whitney 13309 0.38357
TRL Mann–Whitney 13469.5 0.17806
Achievements in technology development Mann–Whitney 26290.5 0.01411
Domestic market position Mann–Whitney 19605 0.00235
Implementation of innovations Mann–Whitney 17739 0.000002
Patents, trademarks, designs t-test 0.896 0.37074

TRL, technology readiness level.
Source: own research.
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The statistical tests are significant for three variables: (a) implementation of innovations, (b) 
achievements in technology development, and (c) domestic market position.

According to the results of the tests, the hypothesis 1 should be rejected, because technical advancement 
of the acquired technologies in relation to the latest technologies available on the market is not linked 
with cooperation with research institutions. Moreover, TRL is not related to the cooperation with research 
institutions. The test is not significant for TRL, but as it was demonstrated in Figure 1 enterprises cooperating 
with research institutions more often indicated the highest level of technological readiness (TRL 9) of the 
created or developed technologies.

Based on the analysis of the collected data and the standard two-sample means test we confirmed 
hypothesis 2—there is a significant difference between enterprises cooperating with research institutions 
and not cooperating as far as achievements in technology development are concerned.

There is also formal justification for a positive verification of hypothesis 3—the statistical tests show 
that domestic market position is related to the cooperation with research institutions. The causality is not 
determined. It can be assumed that the causal relationship can be two-sided—the higher the position of 
the company among its competitors measured by its market share, the more motivation and resources for 
cooperation with research institution. On the other hand—such cooperation can be a trigger for gaining a 
better market position.

Hypothesis 4 stated that the cooperation with research institutions influences the number of 
innovations, patents, trademarks, and designs. The conducted analysis did not provide grounds for a positive 
verification of hypothesis even though formal statistical test shows that both samples differ significantly as 
far as innovation activity is concerned. Among those companies that co-operated with research institutions 
85% indicated creation of at least one innovative product or service. The ratio for the remaining firms was 
65% (Figure 2). A Mann-Whitney test confirms the observation. Using a sample of 464 of responses the 
hypothesis that those groups do not differ was rejected on every conventionally used significance level 
(p-value 0.000002). However, for patents, trademarks, designs the test was not significant, which means 
that these innovations are not protected. The reason needs to be further explored. This may be explained 
by the fact that in joint R&D projects supported by public funds the intellectual property rights stay with 
the research institution. Another explanation is that these innovations are new to the company, not to the 
market.

Figure 2. Innovations—comparison of firms cooperating and not cooperating with research institutions.  
1—innovations  implemented; 2—no innovation implemented.  
Source: Own research.



188   A. M. Kowalski and M. Mackiewicz

The analysis shows that there is a rather weak relation between the cooperation with research 
institutions and technological maturity of enterprises and the role of research institutions is not reflected in 
all the aspects selected for evaluating.

In the last stage we tested the existence of behavioral additionality (hypothesis 5). The formal statistical 
test shows that there is a relation between the usage of public financial support by enterprises and the 
cooperation with research institutions on R&D projects. Among those companies that co-operated with R&D 
entities average number of R&D projects carried out in collaboration with research institutes amounts to 
4.43. The average for the remaining firms was less than half of that with 2.08. A simple means test confirms 
what is clearly visible on Figure 3. The t value was equal to 3.02 which at 437 degrees of freedom corresponds 
with p-value of 0.0026.

The results of the conducted research demonstrate that the usage of public financial support by 
enterprises positively influence their cooperation with research institutions on R&D projects, which indicate 
the occurrence of behavioral additionality. These findings confirm the study of Cerulli et al. [2016], who 
investigated the impact of firm R&D policies supporting R&D investment and collaboration on company 
innovation performance. This goes in line with the findings of Kowalski et al. [2021] who identified positive 
effect of European Union funds for innovation activities on the cooperation of enterprises. The research 
confirms that innovation policy funding for firms positively influence the cooperation with research 
institutions on R&D projects, which supports the findings of Szücs [2018], who evaluated the impact of a 
large-scale research subsidy program on the innovation activities of subsidized companies, with a particular 
regard to industry–university partnerships and found a positive effect on a range of innovation indicators. 
Leceta and Könnölä [2019] considered potential methodologies, which should allow evaluating impact, 
including behavioral additionality, of the European Institute of Innovation and Technology intervention. 
By using microdata, this article fills the gap on microeconomic effects of innovation cooperation between 
science and business, and additionality of related policy actions.

The study also demonstrates that cooperation with foreign partners fosters implementation of 
innovations, which is in line with observations on globalization of innovative activities, referred to as 
the techno-globalism [Kim et al., 2020]. It is motivated by different factors, e.g., the need to search for 
complementarities in basic and joint applied research based on the increased complexity and intersectoral 
nature of new technologies, and technical assistance. As it was examined by Arvanitis and Bolli [2013], 
international collaboration has a substantially greater impact on innovation than national cooperation due 
to the greater possibility of finding technologically capable partners on a global scale.

Figure 3. Usage of public support and cooperation with research institutes on R&D projects.   
Source: Own research. 
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5  Conclusion
The conducted research allowed to examine the determinants of innovative performance of enterprises 
operating within NSSs, with particular emphasis on cooperation between research institutions and 
enterprises as well as cooperation additionality. The cooperation with research institutions is one of 
the determinants of innovation performance of enterprises. The results of statistical tests indicate that 
there is relation between cooperating with research institutions and implementation of innovations by 
enterprises, achievements in technology development, and a position of a company on the domestic market 
(assessed subjectively by the management of the company). Among those companies that co-operated 
with research institutions, 85% indicated creation of at least one innovative product or service. A Mann–
Whitney test confirms the observation that the samples of companies cooperating and non-cooperating 
with research institutions differ with respect to implemented innovations. However, the cooperation with 
research institutions is not significant for technical advancement versus other companies operating in the 
market, TRL and the number of patents, trademarks, or designs. This issue could be further investigated 
to understand the reasons for such results. It can be assumed that if there is a cooperation between the 
company and the research institution, they need to make an agreement on the intellectual property rights. 
If the IPR stays with the research institution, the company does not report any patents. Another explanation 
could be a relatively poor performance of research institutions.

Another finding is that the usage of public financial support by enterprises affects the cooperation with 
research institutions on R&D projects. A simple means test confirms this finding. Among those companies 
that co-operated with R&D entities, average number of R&D projects carried out in collaboration with 
research institutions was more than twice higher than the average for the remaining companies. So, the 
cooperation additionality has been confirmed. Considering a weak contribution of such cooperation to 
technological maturity of enterprises, the value of cooperation additionality is questionable.

The limitations of the research are related to the fact that the analysis was made on a sample of 
enterprises that operate in the framework of NSSs. Hence, it provides the directions for future research that 
could also encompass companies not acting in NSSs and compare these two groups. Further research could 
also focus on explaining the reasons behind the cooperation additionality, as it can be assumed that in 
some funding schemes the partnerships between enterprises and research were encouraged. Additionally, 
the effects of innovation policy instruments are dependent on the “development” context, which means 
that collaborative process is not a black box without due regard to the internal processes that produce 
specific outcomes. Hence, there is no universal set of solutions that would always work in all economies, 
but different policy actions must be tailored to the needs and characteristics of their implementation, which 
provides the direction for the future research. 
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Abstract: During the state of epidemic in Poland in 2020, all facilities providing medical services were 
subject to constant reorganization. Legal changes, which were introduced at a very rapid pace, did not allow 
the standardization of the work of the health service. Therefore, the assessment of the practical effects of 
the introduced legal measures is challenging due to the lack of fixed benchmarks. Accordingly, the research 
method used in the article is a survey conducted among employees of the Voivodeship Specialist Hospital 
in December 2020, in which 165 employees from different wards participated. For this purpose, the article 
presents the detailed description of policy regulations related to healthcare management introduced in 
Poland in 2020. Combining legal research and qualitative data allowed general conclusions to be drawn with 
regard to the quality assessment of the implemented policy measures from the perspective of healthcare 
professionals.
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1  Introduction
Medical logistics is an area that is indispensable to society as a whole [He and Liu, 2015]. Its correct 
functioning, to a large extent, depends on management decisions, but this does not mean that the system is 
autonomous [Rossetti et al., 2012] The main objectives of medical logistics are to provide treatment services 
at the highest possible level, minimize waiting times for services, and reduce treatment costs [Turris et al., 
2017; Zhai and Li, 2017]. It is not difficult to see that in Poland [Malesza and Kaczmarek, 2021], the system 
is overloaded; additionally, it has been observed that the efficiency of the services provided in 2020 was 
significantly undermined [Debowska et al., 2020].

The problem of the spread of Coronavirus disease 2019 (COVID-19) that emerged in 2019 has produced 
adverse consequences globally [Garbey et al., 2020; Muldoon et al., 2021]. The rapidity with which the 
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pandemic spread was unstoppable and all decisions taken had a huge impact on further developments 
[Sartini et al., 2021]. The overriding objective for all countries became to extinguish the outbreak and diagnose 
it as soon as possible, while at the same time improving the functioning of many economic or social sectors. 
However, the exigent situation imposed by the rapid rate of spread of COVID-19 infection has forced steps to 
be taken to limit the freedom of society; and these measures have significantly affected the activities of many 
areas, including the medical sector [including access to information – see Kulińska, 2020].

During the peak period of the pandemic, among the key factors in hospital management was human 
resources. The so-called first wave was primarily an occasion for mobilization of staff by directors, 
whereas the greatest shortages were felt during the second wave, as some of the staff were delegated to 
temporary hospitals and many staff members got infected. A distinguishing feature of the third wave of 
the pandemic in Poland was the implementation of a series of regulations on benefits and the minimum 
wage for medical staff during the state of epidemic, which resulted in financial pressure on those who 
were affected by these measures, but nevertheless constituted necessary interventionism [Ledwoń, 2020; 
Chluska, 2021].

The article analyzes the impact of the COVID-19 pandemic on the functioning of the Polish hospital 
scenario in 2020 in the context of the following research questions: Did the decisions made by policy-
makers during the COVID-19 pandemic affect the functioning of hospitals in 2020? How did these 
decisions and legal regulations affect the quality and quantity of medical services? Did the policy-
directions taken prove to be effective in terms of safety enhancement? How did the medical staff 
evaluate the implemented solutions? Other authors have also undertaken similar studies of strategy 
in hospitals and assessed the impact of COVID-19 on the functioning of individual hospitals [Gostin, 
2006; Demirhan et al., 2020]. At present, due to the relative scarcity of data and the recent situation 
with COVID-19, there are no uniform procedures in place for hospitals worldwide to respond to changes 
dictated by the pandemic. In view of the differences among individuals as well as entire health systems 
internationally, it is difficult to develop uniform procedures. However, continued research will in future 
be able to improve the current state of knowledge and create solutions for times when problems such as 
COVID-19 exist.

For this purpose, the article presents a detailed description of policy regulations related to 
healthcare management introduced in Poland in 2020. The next step of research was to compare the 
standards and procedures imposed at the governmental level during the pandemic with their actual 
impact on quality of provision of medical services. For this purpose a bottom-up approach and empirical 
qualitative research were used. Specifically, the data on the condition of health care services in Polish 
hospitals were collected through surveys conducted among health care providers. The data obtained 
and their analysis allowed general conclusions to be drawn on the quality of health care services in 
Polish hospitals after implementation of the measures brought out by the government during the 
pandemic, together with an assessment of the effectiveness of the implemented policy measures, from 
the perspective of healthcare professionals. Investigating the mental state of staff is also an important 
factor, as this paper in effect also demonstrates by focusing on surveys of staff employed in the various 
facilities. Many authors have also sought to determine the impact of the COVID-19 pandemic on the 
health of both patients and staff [Iversen et al., 2020; Lu et al., 2020; Urooj et al., 2020; Ardebili et al., 
2021; Karakose and Malkoc, 2021].

2  Characteristics of the research subject
In the Silesian Voivodeship, there are nine hospitals at the voivodeship level and 26 poviat hospitals 
[Hospital Information System, 2021], and these provide medical services for the vast majority of the 
inhabitants of the Silesian Voivodeship. One of the main hospitals in the Silesian Voivodeship is the 
Voivodeship Specialist Hospital No. 2 in Jastrzębie Zdrój (WSS2), where the research for this publication 
was carried out. The hospital has existed since 1976; however, it was only in 1998 that it was designated 
as an Independent Public Medical Care Facility. Currently, it conducts its activities in 19 specialist wards, 
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and discharges its primary functions out of a 10-storey building, additionally encompassing a separate 
building where the nursing and therapeutic unit and the nursing and care unit are located. In this 
facility, there is also a night and holiday healthcare clinic, as well as a general practitioner – a family 
doctor. All this is managed by a five-person board headed by the Chief Executive Officer, who employs 
approximately 1,200 staff in various areas and forms of employment, including approximately 190 doctors 
and 440 nursing and midwifery staff. Some departments, such as the cleaning service and laboratory 
diagnostics, have been outsourced to external companies in the form of outsourcing of medical services, 
but in accordance with the general rules in place, external services are fully supervised by appointed 
persons from WSS2.

Staff in the following areas were surveyed: Pediatric Ward, Anesthesiology and Intensive Care Ward, 
Nephrology and Internal Medicine Ward, Pediatric Intensive Care Ward, Rehabilitation Ward, Gastrologic 
and Internal Medicine Ward, Cardiology and Internal Medicine Ward, Urology and Urological Oncology 
Ward, Department of Otolaryngology, Department of Ophthalmology, Obstetrics and Gynecology Ward, 
Neonatology Ward, General Surgery Ward, Neurosurgery Ward, Neurology Ward, Trauma and Orthopedic 
Surgery Ward, Emergency Ward, and Specialist Clinics including PCP, Administration, and Hospital 
Management.

The Voivodeship Specialist Hospital, as the name suggests, provides its services in many specializations, 
employing professional medical and nursing staff. Financial subsidies are earmarked for the continuous 
modernization of the building as well as the medical equipment, which is an essential element of providing 
medical services at the highest possible level.

During 2020, the selected research entity provided its services in a limited form due to the prevailing 
situation, but did not transform into a single-named “Covid” hospital. 

3   Development of the COVID-19 pandemic in the context of the 
hospital functioning

The determination of the impact of the pandemic on the functioning of the hospital during 2020 shall begin 
with a breakdown of the Regulations of the Minister of Health and the Council of Ministers; documents, 
decisions, orders, and regulations of the Silesian Voivode, which directly refer to the Voivodeship Specialist 
Hospital No. 2 in Jastrzębie Zdrój; and such procedures as introduced by the hospital itself to counteract 
COVID-19. Due to the rapidly changing situation, the presented list is not exhaustive but focuses on aspects 
that are of primary importance from the perspective of assessment of the functioning of hospitals in 2020 
(Table 1).

The effectiveness of medical activities depends to a large extent on the number of medical and nursing 
staff providing medical services [Kargar et al., 2020]. The degree of effectiveness of the measures introduced 
to combat the COVID-19 pandemic was reflected in the number of patients admitted on a scheduled or 
emergency basis and their length of stay in hospital wards [Yu et al., 2020]. The calendar in Table 2 presents 
such statistics for 2020, stratified based on specific months and alongside a comparison with data for a 
similar time-period during 2019. This information directly shows how the amount of health services 
performed in the various departments of WSS2 has changed. Similar regulations related to countering the 
spread of the COVID-19 virus can be found in other states that were legally able to limit the spread [Xiang 
et al., 2020].

The effectiveness of the implementation of decisions taken in the fight against SARS-CoV-2 was directly 
related to the development of the epidemic in Poland [Czarnowska et al., 2021], and the rapid spread of 
infected individuals had a negative impact on the quality of basic health services provided by medical 
facilities. The statistics included in the timeline of events presented in Table 1 illustrate the impact of 
the pandemic on the day-to-day workings of the hospital environment in the Silesian Voivodeship, and 
additionally offer a simultaneous indication of the areas of health care that were greatly affected by the 
COVID-19 pandemic.
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Table 1. Timeline of JSS No. 2 procedures and activities in the context of national regulations [Own study]

M
onth

Recommendations and Ordinances of the Minister 
of Health and the Council of Ministers of Poland and 
 Decisions of the Silesian Viovode 

Procedures and actions of Voivodeship Specialist  Hospital 
No. 2 in Jastrzębie Zdrój

I.  – recommendation to facilities with infectious wards to 
follow procedures in case of COVID-19 emergency – 
list of infectious hospitals: – Designation of rooms/
isolation in hospitals that have infectious wards

 – No action taken

II.  – recommendation for persons returning from northern 
Italy to observe their health condition and in case of 
deterioration to be isolated or to contact the nearest 
infectious diseases unit

 – in general hospitals, to create a separate entrance for 
patients with symptoms of infectious disease and to 
follow the classification algorithm

 – need for staff in contact with persons suspected to 
have SARS-CoV-2 (severe acute respiratory syndrome 
coronavirus 2) infection to wear masks

 – No action taken

III.  – March 2 – Act of March 2, 2020 on special solutions 
for preventing, counteracting, and combating COVID-
19, other communicable diseases, and emergencies 
caused by them

 – to lay down rules for remote working to minimize the 
risk of infection among staff

 – increase of the sickness benefit from 80% to 100% of 
the benefit assessment basis calculated on the basis 
of the provisions of the Act on cash benefits from 
social insurance in case of sickness and maternity

 – granting care allowances due to the necessity of 
taking care of a child in person in the situation of 
closing a day nursery, children’s club, kindergarten, 
school, or other institution which the child attends

 – introduction of the possibility to provide health care 
services by means of teleportation,

 – the principles of disposal of contaminated medical 
waste generated in relation to COVID-19 were 
specified,

 – March 3 – Call of the President of the Supreme Council 
of Nurses and Midwives on the sanitary-epidemic 
and medical procedures in connection with the risk 
of outbreak of the new coronavirus (SARS-CoV-2) 
on the territory of Poland addressed to medical 
professionals – nurses, midwives, health sector 
managers, and public authorities

 – a recommendation to nursing and midwifery staff to 
strictly observe sanitary-epidemiological standards 
and procedures implemented in places of assistance

 – an appeal to managers of medical establishments to 
provide safe workplaces for their staff, equip them 
with the necessary personal protective equipment, 
and conduct practical training on the prevention of 
SARS-CoV-2 infection

 – March 2 – Order No. 19/2020 of March 2 on the 
organization of WSS2 in connection with security 
measures against the SARS-CoV-2 epidemic and in the 
event of a patient presenting with suspected infection

 – a team responsible for organizational activities related 
to epidemic-proofing has been established

 – isolation areas have been identified
 – March 5 – Procedure to be followed in case of 

suspected infection with SARS-CoV-2 – Emergency 
Room, POZ (Primary healthcare), NaHH (Night and 
holiday healthcare): – necessity to interview the 
patients about their state of health – patients with 
suspected infection are directed to the “Admission 
Room – Coronavirus” entrance – use of protective 
clothing provided by the hospital to the staff.

Information from the Director concerning the organization 
of work in the reception room in order to separate the 
isolation area for patients with suspected infection with 
SARS-CoV-2

 – to close all entrances to the hospital between 20:00 h 
and 5:00 h

 – to require the ward staff to ensure that visitors have left 
the hospital premises by 19:30 h at the latest

 – March 10 – Order No. 22/2020 of March 10 on the 
introduction of organizational changes in WSS2 related 
to the epidemiological situation caused by SARS-CoV-2:

 – introduction of pre-qualification of patients based 
on the questionnaire in the format prescribed, which 
was administered to patients suspected of having 
SARS-CoV-2 infection through a barricade that was 
specifically created for this purpose (in a tent closely 
adjacent to the side entrance to the hospital)  

(Continued)
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M
onth

Recommendations and Ordinances of the Minister 
of Health and the Council of Ministers of Poland and 
 Decisions of the Silesian Viovode 

Procedures and actions of Voivodeship Specialist  Hospital 
No. 2 in Jastrzębie Zdrój

 – March 5 – Letter from the Health Department of the 
Silesian Voivodeship Office in Katowice of 5 March 
presenting the recommendations of Voivodeship 
Consultants in obstetrics and gynecology 

 – List of entities providing obstetric-gynecological 
services for pregnant women diagnosed with or 
suspected to have COVID-19 infection

 – March 8 – Order No. 32/2020/DSOZ of the President 
of the National Health Fund on the report and 
conditions for settlement of healthcare services 
related to the prevention, counteraction, and 
eradication of COVID

 – indication of financial rates for hospitalization of a 
patient suffering from COVID-19

 – providing financial resources to providers of services 
in the fight against COVID-19

 – March 25 – Recommendations to single-named 
hospital and infectious disease unit workers to limit 
work activity in other sectors

 – March 26 – Regulation of the Minister of Health of 
March 26, 2020 amending the Regulation on the 
training of nurses and midwives transfusing blood and 
its components

 – extending the validity of certificates by 6 months
 – March 31 – Act of March 31, 2020 on amending 

certain acts in the health care system related to 
preventing, counteracting, and combating COVID-19

 – introduction of the possibility for nurses and 
midwives, regardless of their education, to perform 
medical on-call duty in medical entities providing 
services 24 h a day

 – introduced shortening of the time of training after a 
break in exercising the profession

 – The possibility of qualifying donors for the donation of 
blood or blood components by nursing staff has been 
introduced.

 – Sick pay is increased from 80% to 100% for medical 
and nursing staff in compulsory quarantine.

 – the possibility for nursing staff to give tele-treatments

 – three organizational zones were introduced: red for 
hospital employees; green for patients of the specialist 
clinic, primary care, laboratory, and physiotherapy 
laboratory; and blue for patients of hospital wards, 
dialysis station, NaHH, and Diagnostic Imaging 
Department

 – Patient labelling with color-coded identification bands 
is introduced.

 – March 13 – Information from the Director about the 
introduction of a ban on the entry of clergy into hospital 
premises; an exception to the ban is made in life-
threatening situations

 – March 16 – Suspension of all admissions for 
hospitalization/treatment/tests planned until further 
notice

 – prohibition of laboratory staff (subcontractor) 
from entering hospital premises; codes have been 
introduced to separate medical and administrative 
areas

 – March 17 – Rules on collection, characterization, and 
transport of biological material for laboratory testing for 
SARS-CoV-2 by real time PCR (The coronavirus PCR test 
is a genetic test to confirm SARS CoV-2 virus infection)

 – only a doctor of infectious diseases may order testing 
for COVID-19

 – only a physician may perform SARS-CoV-2 testing
 – specific procedures are given for the preservation of the 

biological material collected
Order No. 30/2020 of March17 on changing the 
work organization of WSS2 in connection with the 
epidemiological situation

 – work of specialist outpatient clinics was restricted
 – all planned admissions to hospital, treatments, and 

examinations were suspended (until further notice), 
except for oncology patients, drug programs, and KOS – 
infarction (cardiac care and rehabilitation programme)

 – performance of sterilization services for external 
entities suspended

 – relocation of primary care outpatient clinics to NaHH 
premises

 – a schedule was established for the availability of 
physicians on call for patients of specialist clinics and 
wards of the hospital

 – Information was provided to the hospital emergency 
room on referring patients with suspected or actual 
infection to specific treatment centers.

 – information to managers of organizational units 
(head of department) on absolute limitation of 
interdepartmental consultations, use of available 
means of communication (telephone, e-mail), absolute 
ban on transferring paper documentation between units

(Continued)

Table 1. Continued
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M
onth

Recommendations and Ordinances of the Minister 
of Health and the Council of Ministers of Poland and 
 Decisions of the Silesian Viovode 

Procedures and actions of Voivodeship Specialist  Hospital 
No. 2 in Jastrzębie Zdrój

 – March 18 – Isolation procedure for patients infected 
with SARS-CoV-2 and use of personal protective 
equipment by staff

 – segregation of so-called “isolation” rooms and marking 
of these rooms

 – segregation of staff, on each shift, dealing with patients 
suspected of or infected with COVID-19 staying in 
isolation rooms

 – visits to the patient are prohibited
 – meals to be served in disposable containers
 – the need for staff leaving the isolation room to maintain 

complete hygiene
 – there is a precise sequence for putting on and removing 

personal protective equipment, which is disposable

IV.  – April 3 – Ordinance of the Minister of Health of April 3, 
amending the Ordinance on the handling of remains 
and human remains

 – April 15 – Ordinance of the Minister of Health of 
April 15, 2020 amending the Ordinance on general 
terms and conditions of contracts for the provision of 
healthcare services

 – sets out detailed rules for the settlement of services 
contracted with the NFZ (National Health Fund) in 
the event of discontinuation of services under the 
concluded agreements for the treatment of patients 
infected with SARS-CoV-2

 – April 16 – Law of April 16, 2020 on specific support 
instruments in connection with the spread of the virus

 – Specified working hours, daily rest in health care 
services for the duration of the epidemic

 – April 17 – Guidelines of the team of epidemiological 
nursing consultants for measures to prevent the 
spread of SARS-CoV-2 infections in the hospital 
environment

 – define the conditions for isolation of patients 
with suspected or actual infection, the rules for 
maintaining cleanliness during isolation, handling the 
patient’s linen, medical waste, and food,

 – determination of rules for handling dead bodies of 
infected persons

 – April 19 – Regulation of the Council of Ministers 
of April 19, 2020 on the establishment of certain 
restrictions, orders, and prohibitions in connection 
with the occurrence of an epidemic

 – April 21 – Ordinance of the President of the 
National Health Fund of April 21, 2020 amending 
the Ordinance on the principles of reporting and 
conditions of settlement of healthcare services related 
to the prevention, counteraction, and eradication of 
COVID-19

 – the possibility of concluding contracts for performing 
diagnostic RT-PCR tests for SARS-CoV-2 and their 
settlement was introduced

 – April 2 – Order No. 36/2020 of April 2 on organizational 
changes to minimize the risk of SARS-CoV-2 infection

 – change in the organization of work in the administration 
area concerning, inter alia, matters related to the 
circulation of paper documentation, e.g., issue of pay 
slips, transmission of statistical cards to the Medical 
Statistics Department, issue of personnel certificates

 – closed-door office operation and reduction in personal 
contacts

 – April 3 – Decision of the Director on the detailed 
method of transmitting intra-hospital correspondence

 – April 6 – Director’s recommendation to separate single 
rooms in each ward for initial isolation of patients 
with justified suspicion of infection (number of rooms 
depends on needs)

 – April 7 – Agreement between the Hospital Director and 
Trade Unions

 – the settlement period was extended from April 1, 2020 
to December 31, 2020

 – an equivalent working time system was introduced, 
which allowed the daily working time to be extended to 
12 h

 – shift work in administration was introduced
 – Information from the Director specifying the rules for 

delivering packages for hospitalized patients
 – April 14 – Procedure in ZOL (Care and Treatment 

Facility), ZPO (Health care team), and NaHH, POZ – in 
the case of suspected patient infection with SARS-CoV-2

 – Designation of three entrances to the building (second 
hospital location):

 – Entry No. 1: main entrance to ZOL, ZPO, NaHH– 
pediatric patients

 – Entrance No. 2: main entrance to POZ, NaHH– adult 
patients

 – Entrance No. 3: entrance to the staff bathroom after contact
 – rules of handing over packages for patients in ZOL and 

ZPO are defined
 – determines the procedure in the event of a patient 

presenting to the POZ and NON-POZ
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 – April 24 – Communication from the Minister for 
Health – referral for work to combat epidemics

 – presentation of remuneration to persons assigned to 
work to combat epidemics

 – April 25 – Polish diagnostic-therapeutic and 
organizational recommendations for the care of 
persons infected or exposed to SARS-CoV-2 infection:

 – defined the principles of pharmacotherapy, oxygen 
therapy, and management of patients in the ICU 
(intensive-care unit)

 – recommendations for the protection of medical 
personnel against infection are included

 – April 28 – Ordinance of the Minister of Health of 
April 28, 2020 on standards for restrictions on the 
provision of healthcare services to patients other 
than those suspected of or infected with SARS-CoV-2 
by medical professionals having direct contact with 
patients with suspected or actual infection

 – changes have been introduced for medical 
professionals working with patients suspected of or 
infected with SARS-CoV-2, restricting their work with 
healthy patients

 – April 30 – Communication from the National Health 
Fund on additional measures for persons providing 
services in entities in connection with the COVID-19 
outbreak

 – April 15 – Order No. 39/2020 of April 15 on the 
isolation area for internal medicine patients suspected 
of SARS-CoV-2 infection requiring hospitalization

 – conversion of the Rehabilitation Ward into an isolation 
area

 – The principles of organization of work of the medical 
and nursing staff in the newly established isolatorium 
were determined.

 – recommendation of the director concerning the 
introduction of new principles of collecting material for 
testing for SARS-CoV-2

 – the need to take a swab for all patients to be 
hospitalized in the wards of the hospital

 – a special room was prepared for swabbing patients for 
planned hospitalization

 – April 16 – Director’s decision on the introduction of 
new rules for patients reporting for examinations in the 
Diagnostic Imaging Department

 – April 23 – Director’s order to change the place and 
hours of delivery of parcels for patients

 – April 27 – Management and organization of work in the 
operating theatre in the case of a patient suspected of 
or diagnosed with SARS-CoV-2 infection

 – separate operating rooms for gynecological-obstetric 
patients suspected of or infected with SARS-CoV-2 
in order to perform emergency Cesarean sections or 
natural deliveries

 – defined rules for the work of the surgical, anesthetic, 
neonatology, and cleaning teams

 – the procedure for the management of suspected SARS-
CoV-2 infection in a trauma patient

 – indicates the principles for management of trauma 
patients infected with SARS-CoV-2 in the emergency 
room, operating theatre, and Diagnostic Imaging 
Department, and indicates the contact details of 
medical entities that have infectious wards treating 
trauma patients within their structure

Procedure to be followed in the case of suspected patient 
infection with SARS-CoV-2 – Pediatric Ward

 – defined management in the pediatric emergency room 
of a patient asymptomatic for SARS-CoV-2 but in contact 
with a person in whom SARS-CoV-2 infection has been 
confirmed and a patient with symptoms for infection

 – preparation of an isolation room for a child suspected 
of SARS-CoV-2 infection

 – Order 43/2020 of April 30 on the amendment of 
Order No. 22/2020 of March 10 on the introduction of 
organizational changes related to the epidemiological 
situation caused by SARS-CoV-2

 – pre-qualification of persons presenting themselves at 
specialized clinics has been introduced
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 – April 30 – Order 44/2020 of April 30 on the 
resumption of physiotherapy workshops for outpatient 
physiotherapy and day center and specialist outpatient 
clinics

 – obliged the manager of the physiotherapy 
laboratory, the managing physician of the 
Rehabilitation Ward, and the manager of specialist 
outpatient clinics to draw up a schedule of patient 
admissions and to establish rules for the safe 
provision of services

 – the rules of initial qualification (sluice) of patients 
reporting to the physiotherapy area and specialist 
outpatient clinics are specified in detail

V.  – May 2 – Regulation of the Council of Ministers on 
the establishment of certain restrictions, orders, and 
prohibitions in connection with an epidemic situation

 – May 4 – Announcement of NFZ Headquarters 
regarding the provision of medical rehabilitation 
services

 – possibility of re-establishing activity in the scope of 
inpatient and outpatient rehabilitation

 – possibility of full-scale reinstatement of inpatient 
rehabilitation centers/units

 – May 5 – Message from NFZ Central Office to 
healthcare providers regarding SZOI portal 
(Information Management System)

 – updated documentation on electronic verification and 
confirmation of medical device orders

Opinion of a national consultant in family medicine on 
the conduct of balance studies in children during the 
COVID-19 pandemic

 – May 6 – Recommendations for the organization 
of long-term care services during the COVID-19 
pandemic

 – limiting visits to patients
 – reducing to a minimum the number of staff required 

to work with patients in the long-term care area 
(separation of nursing sub-units and units)

 – limitation of employment of medical personnel
 – use of ICT systems by doctors to consult patients in 

long-term care facilities
 – May 8 – Resolution No. 321/2020/VII of the Regional 

Council of Nurses and Midwives in Katowice of May 8, 
2020

 – A special financial aid for the members of the District 
Chamber of Nurses and Midwives in Katowice granted 
in the event of infection with the virus

 – May 8 – Director’s recommendation on the 
organization of work in the event of an influx of large 
numbers of patients suspected of or infected with 
SARS-CoV-2

 – the need to report the current occupancy and 
severity status of patients, vacant ventilators, and 
staff status

 – the order of procedure was established: 
suspension of admissions in the Admissions 
Chamber and reorganization of wards in case 
of exhaustion of isolation places in wards 
(Otolaryngology)

 – May 13 – Information from the Director on the launch 
of the electronic sending of payslips; creation of e-mail 
service boxes for each staff member, irrespective of the 
form of employment

 – May 21 – Procedure for dealing with patients admitted 
to hospital on an elective basis given the risk of 
transmission of the SARS-CoV-2 epidemic 

 – define scheduled admissions to all wards of the 
hospital, with detailed epidemiological history taking 
by telephone before scheduled admission

 – defined planned admissions to the ward not exceeding 
two patients per day, except for ZOL and ZPO

 – it was recommended to perform a swab prior to 
admission for COVID-19

 – the rules of informing about admissions by the 
registration of the Admissions Chamber are 
specified

 – May 25 – Director’s information on requiring staff to 
self-measure their body temperature before entering 
hospital premises. Director’s recommendation 
regarding reporting of isolation vacancies in wards

 – May 27 – Director’s recommendation defining rules for 
limited work in specialist clinics: one doctor = 10–12 
patients; two doctors in Trauma and Orthopedic Clinic 
(previously 5)
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 – May 11 – Communication of the Minister of Health 
concerning the possibility to perform a swab for COVID-
19 on the 12th day of quarantine, under the condition 
of self-transport, without contact with other persons

 – announcement from the National Health Fund 
Headquarters about increasing the number of 
available swab points for SARS-CoV-2

 – communication of the Minister of Health on family 
childbirth

 – the need for a negative PCR test for COVID-19 for the 
person accompanying the childbirth

 – the need for an epidemiological interview of the 
pregnant woman and the attendant

 – the length of time the attendant has to stay at the 
birth is specified

 – May 12 – Regulation of the Minister of Health 
amending the regulation on the organizational 
standard of care in isolation facilities

 – May 29 – Regulation of the Council of Ministers of May 
29, 2020 on the establishment of certain restrictions, 
orders, and prohibitions in connection with the 
occurrence of an epidemic

 – discontinuation of health services provided in mobile 
vehicles

 – discontinuation of rehabilitation services provided under 
contracts awarded by ZUS (Social Insurance Institution)

 – May 29 – Director’s decision on the mandatory 
maintenance of the national COVID-19 patient register 
(with effect from June 1, 2020)

 – WHOLE MAY – Establishment of “swabbing” teams 
within the framework of the established cooperation 
with the Pniówek mine in order to perform swabs for the 
presence of SARS-CoV-2 among the mine employees

VI.  – June 1 – Message from NFZ Headquarters: – The 
possibility of resuming the operation of spas from 
June 16 only for patients with a negative diagnostic 
test result for SARS-CoV-2

 – June 3 – Communication from the Minister of Health – 
Update on recommendations concerning COVID-19 
outbreak for family/primary care midwives

 – June 16 – Communication from the Minister of Health on 
the allocation of funds for the fight against the epidemic

 – Appropriation of funds from the program Knowledge 
Education Development for salary supplements for 
the staff of nursing homes, residential care units, 
and hospices, as well as for purchase of personal 
protective equipment and disinfectants, for the period 
of the COVID-19 pandemic

Regulation of the President of the NFZ no. 87/2020/DSOZ 
amending the regulation on detailed conditions of agreements 
in the system of basic hospital healthcare services

 – June 17 – Order of the President of the NFZ No. 
86/2020/DEF on the change of the financial plan of 
the National Health Fund for 2020

 – Increase of costs of healthcare services in voivodeship 
plans by PLN 302.679 million.

Regulation of the Minister of Health amending the 
regulation on infectious diseases causing the obligation 
of hospitalization, home isolation, and the obligation of 
quarantine or epidemiological surveillance

 –  specified the duration of quarantine until a negative 
COVID-19 test result is obtained

 – June 3 – Information from the Director regarding the 
suspension (until further notice) of elective admissions 
due to the lack of isolation places for patients

 – June 17 – Director’s recommendation to change the 
entrance to the NaHH

 – June 30 – Director’s message on changing the 
entrance for patients reporting to specialist clinics 
and physiotherapy laboratories, with a new route for 
dependent patients and those in wheelchairs

 – crossing of traffic routes between patients and 
administrative staff

Table 1. Continued

(Continued)



 Impact of policy regulations on hospitals during COVID-19   201

M
onth

Recommendations and Ordinances of the Minister 
of Health and the Council of Ministers of Poland and 
 Decisions of the Silesian Viovode 

Procedures and actions of Voivodeship Specialist  Hospital 
No. 2 in Jastrzębie Zdrój

 – June 19 – Information of the National Health Fund 
of June 19, 2020 on the possibility of settlement 
of diagnostic tests for SARS-Co-V-2 in medical 
students doing their student internships in medical 
institutions

 – regulation of the Council of Ministers on the 
establishment of certain restrictions, orders, and 
prohibitions in connection with the occurrence of an 
epidemic

 – June 26 – Regulation of the Minister of Health on the 
amount of basic monthly remuneration of physicians 
and dentists undergoing specialization within the 
framework of residency

 – determines the adjustment of remuneration of doctors 
during their residency

 – June 29 – Ordinance of the Minister of Health of June 
29, 2020 amending the Ordinance on infectious 
diseases giving rise to the obligation of hospitalization, 
isolation, or home isolation and the obligation of 
quarantine or epidemiological surveillance

 – established a quarantine period for persons who had 
contact with an infected person of 14 days

VII.  – July 2 – Communication from the Minister of Health
 – a higher valuation has been established for POZ and 

AOS (Outpatient specialist care) facilities that issue 
electronic referrals

 – July 15 – Order of the President of the NFZ No. 109/ 
2020/DEF on release of general reserve included in 
the financial plan of the National Health Fund for 2020

 – request for release of the general reserve in the 
amount of PLN 1.000 million

 – July 20 – Ordinance of the Minister of Health 
amending the ordinance on standards for restrictions 
on the provision of healthcare services to patients 
other than those suspected of or infected with SARS-
CoV-2 by medical professionals having direct contact 
with patients suspected of or infected with SARS-
CoV-2

 – introduced the possibility of providing services by 
restricted personnel only with the consent of the head 
of the health care unit

 – July 30 – Message from the Ombudsman
 – removes the stipulation necessitating attendants 

at family births to show a negative COVID-19 test 
result

 – July 16 – Information from the Director dated July 16, 
2020 regarding the separation of the “SARS-Co-V-2 
diagnostic area for elective admissions” and the 
schedule of swab collection by individual departments

Information regarding the possibility of visiting a family 
member with a dying or critically ill patient by prior 
arrangement with the managing physician

 – July 28 – Information from the Director on resumption 
of admission of patients for elective procedures

VIII.  – August 7 – The Ombudsman’s communication
 – impunity of doctors for manslaughter or grievous 

bodily harm is introduced
 – August 12 – Ordinance of the Minister of Health 

on the organizational standard of teleportation in 
primary health care 

 – August 18 – Director’s note dated August 18, 2020 
regarding the forwarding of paper correspondence to 
and from the main secretariat by designated secretaries 
at specific times
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 – August 14 – Law of August 14, 2020 on amending 
certain laws to ensure the functioning of health care in 
connection with and after the COVID-19 pandemic

 – August 18 – Order of the Minister of Health on the 
appointment of a Team for purchasing COVID-19 
vaccine

 – The term of office of the bodies of the professional 
chambers of medicine has been extended.

 – August 25 – Order of the President of the NFZ No. 
130/2020/DEF on the change of the financial plan of 
the National Health Fund for 2020

 – costs of healthcare services in regional branches 
were increased to the total amount of PLN 1.093.166 
million

The Regulation of the President of the NFZ No. 
131/2020/DSOZ amending the regulation on conditions 
for conclusion and performance of agreements on 
provision of healthcare services in the scope of basic 
healthcare

 – introduced obligation for doctors to report services 
provided remotely

 – August 27 – Communication from the Ministry of 
Health

 – the quarantine period for asymptomatic persons has 
been shortened to 10 days

IX.  – September 1 – Ordinance of the Council of Ministers 
of September 1, 2020 amending the Ordinance on 
the establishment of certain restrictions, orders, and 
prohibitions in connection with the occurrence of an 
epidemic

 – specified the necessity of a negative diagnostic result 
test for SARS-CoV-2 taken not earlier than 6 days 
before the designated date of admission to ZOL or 
ZPO (tests financed from public funds)

 – reduced quarantine period to 10 days
 – September 3 – Decision of the Silesian Voivode – 

WSS2 was instructed to prepare beds for patients 
with suspected SARS-CoV-2 infection, which meet 
the requirements ensuring prevention of the virus 
infection (isolation rooms)

Announcement of the Ministry of Health – an autumn 
strategy for combating COVID-19 was presented, which, 
among other things, refers to the establishment of three 
levels of hospital security

 – September 5 – Communication from the NFZ 
Headquarters on the recommendation of PCP (primary 
care provider) doctors to test for SARS-CoV-2

 – September 10 – Communication from the Minister of 
Health – rapid antigen tests allowing identification of 
the virus in 10–30 min have been allocated to EDs and 
Admissions Chambers

 – September 8 – Response to the Voivode decision dated 
September 8, 2020

 – preparation of 22 places meeting the requirements in 
question:

 – OAiIT (anaesthesiology and intensive care unit) – one bed,
 – Department of Rehabilitation – one bed,
 – Neurosurgery Ward – two beds
 – Department of General Surgery – two beds
 – Department of Trauma and Orthopedic Surgery – two beds
 – Obstetrics and Gynecology Ward – one bed
 – Department of Otolaryngology – one bed
 – Urology Ward – one bed
 – Gastrologic and Internal Medicine Ward – one bed
 – Cardiology-Internal Ward – one beds
 – Ophthalmology Ward – one bed
 – Nephrology-Internal Ward – one bed
 – Dialysis Station – one bed
 – Neurology Ward – two beds
 – Pediatrics Ward – one bed
 – OICU (Obstetric Intensive Care Unit) – one bed
 – Accident and Emergency Department – one bed
 – September 10 – Announcement by the Director on the 

transfer of the NaHH for children to the second hospital 
site

 – September 15 – Procedure for visiting patients in 
special situations in ZOL and ZPO
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 – September 15 – Information to the President of the 
National Health Fund on SARS-CoV-2 screening for 
students of medical faculties and students of post-
secondary schools training for medical professions

 – September 23 – Recommendation of the National 
Health Fund of September 22, 2020 with reference 
to the decision of the Voivode of September 3, 2020 
to provide information on the cells in which isolation 
beds of level I were separated

 – September 23 – Communication from the Ministry 
of Health – rules for ordering SARS-CoV-2 tests 
and detailed algorithms for the management of 
independent and dependent patients have been 
established

 – September 21 – Information from the Director regarding 
the temporary closure of one of the two entrances/exits 
for hospital employees

 – September 29 – Order 103/2020 of September 29, 
2020 on the organization of the work of WSS2 in 
connection with the epidemiological situation

 – entrance to specialist outpatient clinics reopened
 – Pre-qualification at the entrance to the green zone for 

outpatients was created.
 – Specific eligibility criteria were established
 – The main entrance was made available to patients 

collecting medical documentation (test results, 
discharges, photocopies of medical documentation)

 – A schedule is established for the issue of 
documentation by individual departments

X  – October 7 – Information of the Silesian Voivode 
regarding the indication of medical entities that 
provide health services in selected specializations for 
infected patients

 – Act of October 7, 2020 amending certain acts to 
counteract the socio-economic effects of COVID-19

 – October 8 – The Ordinance of the Minister of Health 
of October 8, 2020 on the organizational standard of 
health care for patients suspected of or infected with 
SARS-CoV-2

 – specified detailed tasks of Primary Health Care 
physicians

 – Communication from the Minister of Health
 – 16 coordinating hospitals have been established
 – Regulation of the Minister of Health of 8 October 

2020 amending the regulation on the organizational 
standard of care in isolation facilities

 – possibility for HCPs to refer patients to an isolation 
facility

 – no need to refer people waiting for a test result to an 
isolatorium

 – October 14 – Decision of the Silesian Voivode of 
October 14, 2020 on the necessity to create 45 beds 
for COVID-19 patients (including 7 ventilator beds) 
in WSS2 from October 16, 2020 with simultaneous 
maintenance of 22 isolation beds from September 15, 
2020

Communication from NFZ Head Office
 – it was recommended to temporarily suspend 

scheduled services
 – October 19 – Communication from the Minister of 

Health
 – introduced a COVID-19 medical staff benefit of 100% 

for doctors, nurses, and paramedics
 – established 100% of remuneration for medics arriving 

in quarantine or isolation
 – voivodeship hospitals have been instructed to 

transform their internal medicine wards into “Covid” 
wards

 – October 7 – Information from the Director about the 
need to immediately suspend admissions to the 
Ophthalmology Department due to the need to designate 
an area for ENT (Otolaryngology) patients, and to suspend 
the operation of the ophthalmology outpatient clinic

 – October 8 – Information from the Director on the need 
to immediately stop admissions to the Cardiology and 
Internal Medicine Department due to the need to prepare 
the Gastrologic and Internal Medicine and Nephrology 
Departments for hospitalization of patients with a positive 
test result for COVID-19 with simultaneous appointment 
of a contact person, update of reports once every 3 h

 – October 14 – Order 116/2020 of October 14, 2020 
on the organization of work in connection with the 
epidemiological situation.

 – It was ordered to create hospital places for patients with 
a positive test result for SARS-CoV-2:

 – Gastrologic and Internal Medicine Department – 11 
beds (October 16, 2020)

 – Rehabilitation Ward – seven beds (October 16, 2020)
 – Nephrology and Internal Medicine Ward – 18 beds 

(October 16, 2020)
 – Otolaryngology Ward – nine beds (October 22, 2020)
 – The establishment of an isolation facility for patients 

with unknown outcome was ordered:
 – Department of General Surgery – six beds
 – Trauma and Orthopedics Ward – six beds
 – an area was separated in the Ophthalmology Ward for 

the activity of the Otolaryngology Ward
 – the operation of the operating theatre was limited to 

two tables
 – admissions were suspended except for acute cases, 

oncology patients, children, and pregnant women
 – all medical staff were stopped from availing planned 

leaves, internships, and secondments
 – it was recommended to prepare seven “covidien” beds 

in the Anesthesiology and Intensive Therapy Department
 – it was recommended to change the organization of the 

admission room in order to eliminate the crossing of 
communication routes (emergency and COVID-19 patients)
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 – October 20 – Decision of the Silesian Voivode concerning 
the reporting of: number of occupied and free beds for 
patients with suspected infection, number of occupied 
and free beds for infected patients, and number of 
occupied and free ventilator beds for infected patients

 – October 23 – Ordinance of the Minister of Health 
amending the Ordinance on the organizational 
standard of health care provision for patients 
suspected of or infected with SARS-CoV-2

 – Allows feldspersons to provide care for patients 
suspected of infection with SARS-CoV-2

 – October 24 – Announcement of the National Health Fund 
Headquarters – operation of health resorts suspended

 – October 28 – Announcement from the NHF 
Headquarters – conversion of some spa hospitals and 
sanatoriums into isolation facilities

 – October 30 – Information from the Consultant in 
Anesthesiology and Intensive Care Nursing on the 
necessity to prepare nursing staff to work with 
infected patients and to familiarize themselves 
within the framework of internal or individual training 
with materials concerning adaptation to work in the 
ICU and management of intubated patients – the 
information concerns the remaining nursing staff, i.e., 
those not experienced in work in the ICU

 – October 22 – Information from the Director that in the 
newly opened ENT Department, medical care shall be 
provided by doctors of the Cardiology and Internal 
Medicine Department

 – October 27 – Director’s recommendation on the daily 
appointment of a COVID-19 coordinating physician

 – October 28 – Information from the Director concerning 
a change of location of the Information Centre (place of 
collection and return of keys to the premises)

XI  – November 1 – Announcement from NFZ Headquarters: 
– Additional remuneration has been granted to the 
staff of EDs, emergency rooms, medical rescue teams, 
and laboratory diagnosticians in connection with the 
fight against the COVID-19 pandemic

 – November 2 – Regulation of the Council of Ministers 
of November 2, 2020 amending the regulation on 
the establishment of certain restrictions, orders, 
and prohibitions in connection with the occurrence 
of an epidemic state: – abolition of the obligation of 
quarantine for medical practitioners after the test

 – November 3 – Ordinance of the Minister of Health 
of November 3, 2020 amending the Ordinance on 
infectious diseases giving rise to the obligation of 
hospitalization, isolation, or home isolation and 
the obligation of quarantine or epidemiological 
surveillance: – recommended daily antigen test for 
personnel providing health services for a period of 
7 days in order to avoid quarantine and thus removal 
from work

Ordinance of the Minister of Health of November 3, 
2020 amending the ordinance on detailed requirements 
to be met by the premises and equipment of an entity 
conducting medical activity: – standards for field 
hospitals have been established

 – November 5 – Information from the Director concerning 
the reopening of the Hemodynamics Laboratory

 – November 6 – Information from the Director in 
connection with reorganization of the work environment 
and organization of work in the Central Sterilisation 
Department, enabling decontamination of rooms by 
employees of the Sterilisation Department after SARS-
Cov-2 infected patients have vacated them

 – November 12 – Director’s briefing on the opening of 
further “covidium” beds

 – maintenance of 67 beds, i.e., 22 observation beds + 
45 beds for positive patients including 38 oxygen beds 
[Nephrology – Internal Medicine (18), gastrologic – 
Internal Medicine (11), Laryngology (9), and 7 ventilator 
beds (Rehabilitation Ward)]

 – in the decision from November 30 to provide 145 beds 
for patients with confirmed SARS-Cov-2 infection

 – creation of a 12-bed ICU for infected patients, in place 
of the current anesthesiology and ICU

 – establishment of a five-station anesthesiology and ICU 
for COVID-19 negative patients on the other side of the 
Rehabilitation Ward

 – creation of a 10-bed (ultimately 46) ward for COVID-19 
positive patients in the place of the current Trauma and 
Orthopedics Ward

 – reduction of the rooms occupied by the Neurology Ward 
and the Stroke Ward to rooms in one section

 – change of the location of the Trauma and Orthopedic Ward – 
rooms in the vacated part of the Neurology and Stroke Ward
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 – November 4 – Announcement from NFZ Headquarters 
– support has been granted to hospitals in the form 
of people working for the Territorial Defence Army in 
updating data on vacant beds

 – November 9 – Decision of the Silesian Voivode of 
November 9, 2020: – the need to create 145 beds 
for COVID-19 patients in WSS2 (130 oxygen beds for 
adults, 5 oxygen beds for children, 7 respiratory beds 
for adults, and 3 respiratory beds for children)

 – November 16 – Announcement from NFZ Headquarters 
– traditional hospitals have been divided into 4 types:

 – I level – hospitals for patients with suspected 
infection with SARS-CoV-2

 – II level – hospitals that treat patients infected with 
SARS-CoV-2

 – Level III – hospitals that treat patients infected with 
SARS-CoV-2, but the main reason for hospitalization is 
not COVID-19

 – Level IV – Hybrid hospitals, coordinating
 – November 18 – Information from the District Chamber 

of Nurses and Midwives on the new training rules for 
nurses returning to work after a break in their profession

 – November 26 – Order of the President of the NFZ No. 188/ 
2020/DEF of November 26, 2020 on releasing the general 
reserve included in the financial plan of the National 
Health Fund for 2020: – general reserve was released for 
increasing the financing of healthcare services

 – November 27 – Decision of the Silesian Voivode
 – 95 “covidien” beds including 15 ventilator beds to be 

opened in WSS2
 – November 28 – Act of November 28, 2020 amending 

the law on certain acts in connection with countering 
emergencies related to COVID-19: – increased the 
minimum wage from 150% of the basic wage to 200% in 
the entity to which the employee was referred – allowed 
paramedics to collect material for COVID-19 testing

 – November 16 – Information from the Director on the 
absolute prohibition to enter the Personnel Department

 – November 19 – Director’s Order 145/2020 of November 
19, 2020 on the organization of nursing staff work in 
view of the epidemiological situation

 – instructed ward/coordinating nurses to appoint from 
among their staff a person to secure the “Covid” 
sections

 – presented the scheme of transfers of nurses from 
December 1, 2020

 – November 30 – Information from the Director about the 
possibility of transmitting to the Head of the Registry 
Office the Death Certificate in the form of an electronic 
document

XII.  – December 8 – Communication of the Prime Minister 
– announcement by the Government of the National 
Vaccination Programme

 – December 14 – Announcement from NFZ Headquarters 
– announcement of a list of hospitals that perform 
vaccinations for the staff of medical institutions

 – December 21 – Regulation of the Council of Ministers 
of December 21, 2020 on the establishment of certain 
restrictions, orders, and prohibitions in connection 
with the occurrence of an epidemic state: – removal of 
quarantine obligation for vaccinated persons; removal 
of restrictions for vaccinated persons when using care 
and treatment facilities

 – December 2 – Management order 166/2020 of 
December 2, 2020 on taking measures to increase 
the hospital’s preparedness for an increase in 
hospitalizations related to SARS-CoV-2 infection

 – the role of hospital coordinator for “Covid” wards has 
been established

 – a scheme was prepared for the activation of additional 
posts with access to oxygen

 – an obligation was introduced to provide practical 
training to physicians on providing medical services to 
patients infected with SARS-CoV-2

 – December 11 – Information from the Director dated 
December 11, 2020 on the designation of the hospital 
as a vaccination point for personnel of medical entities 
performing therapeutic activities (nodal hospital): – It 
was recommended to prepare a preliminary list of those 
willing to be vaccinated against COVID

Table 1. Continued

(Continued)
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4   Assessing the impact of the COVID-19 pandemic on the 
 logistical operation of the hospital in 2020

The analysis of pandemic changes shows how quickly and dramatically the health care situation in Poland, 
particularly with regard to the availability of health care service for patients, has changed. All decisions 
taken had a huge impact on the development of the epidemic situation in the country, and in particular 
on the functioning of many economic areas. In 2020, proper and effective provision of medical services 
became a priority in the fight against SARS-CoV-2; therefore it was necessary to introduce legal regulations 
specifying a particular goal in the fight against the COVID-19 pandemic.

The constantly changing epidemic situation in Poland, which is manifested in the infection statistics, 
influenced many decisions that had to be made. Table 2 presents an annual summary of SARS-CoV-2 
infections with an indication of positive test results in the Silesian Voivodeship.

It may be noted that the first cases of infection with SARS-CoV-2 were diagnosed in March and very 
quickly gathered strength throughout the country. Already in May, the first peak of the epidemic in Poland 
was recorded, which prompted those in power to take quick steps to prevent the spread of the virus at 
that time. In the above table, one can also note the period of “control” over the SARS-CoV-2 epidemic 
(June–September), which quickly gave way to the much more difficult phase, namely the second wave. The 
drastically worsening situation significantly influenced the reorganization of medical service providers, 
which stood on the front line of the fight against the COVID-19 pandemic. It became necessary to carve 
out isolation zones for patients in hospitals, to avoid contact between potentially infected and healthy 
individuals, which triggered necessary changes in the infrastructure of hospitals, e.g. transforming wards, 
creating locks, putting up partition walls, etc. The allocation of separate pathways, creation of separate 
rooms, and assignment of particular staff to designated rooms caused chaos, which prevailed not only 
among staff but also among patients. Constant changes to decisions on scheduled admissions to hospitals 
and the rules governing medical facilities had a very significant impact on reducing the effectiveness of 
treatment.

Table 3 shows the rapidly changing situation in the number of patients treated by individual wards 
of Voivodeship Specialist Hospital No. 2 in Jastrzębie Zdrój in 2020. Bold part indicates those areas which 
were the first to be transformed (to a greater or lesser extent) into “Covid” or isolation wards. Along with an 
increase or decrease in infections in the Silesian Voivodeship, fluctuations in the number of patients treated 

M
onth

Recommendations and Ordinances of the Minister 
of Health and the Council of Ministers of Poland and 
 Decisions of the Silesian Viovode 

Procedures and actions of Voivodeship Specialist  Hospital 
No. 2 in Jastrzębie Zdrój

 – December 30 – Communication from the Minister 
of Health on Comirnaty – concentrates for the 
preparation of mRNA (messenger RNA) vaccine against 
COVID-19:

 – recommendation one vial allows the preparation of 
five doses,

 – the product is administered intramuscularly after 
dilution of the vial as a series of two doses 21 days 
apart

 – the dose to the patient is 0.3 ml
 – vial contains 5 doses with a possibility of up to seven 

doses
 – inject 1.8 ml NaCL0.9% into the vial
 – do not combine residual doses from two different vials

 – December 18 – Information from the Director regarding 
the suspension of the operation of the Pediatric and 
the Internal Medicine Wards due to the confirmation of 
SARS-CoV-2 infection among patients and staff of these 
wards

 – December 21 – Order No. 178/2020 of December 21, 
2020 on the appointment of the COVID-19 vaccination 
coordinator

 – December 29 – Information from the Director 
concerning the dates of vaccination against COVID-19 
for employees of the Hospital

COVID-19, Coronavirus Disease 2019; ICU, intensive care unit.

Table 1. Continued
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in individual wards can be seen, which was caused by the restrictions introduced and decisions taken. The 
overriding aim of every medical facility is to provide its services to as many people as possible with the best 
possible result, which was significantly disturbed during the COVID-19 pandemic. An important element 
is that the number of patients in the intensive care unit (ICU) – which was a 13-bed ward – has remained 
the same, as the availability of these services, throughout the year, has remained unchanged. However, at 
different times of the intensity of the pandemic, the type of patients admitted was affected: when infections 
decreased, COVID-negative patients were treated in the OAIT; when infections increased, the general ward 
was converted into an isolation ward and treated as a “Covid” ward, in this case containing 12 beds for 
Covid-positive patients.

The number of patients treated in the four wards (as of October 2020) highlighted in grey in the table 
above is also shown in the graph below (Figure 1), where the differences in the number of patients treated 
are indicated. The Rehabilitation Ward, which was the first to be converted into an isolation ward and dealt 
with COVID-positive patients from October 2020, shows the greatest fluctuations, which were caused by 
the development of the epidemic in Poland. On the other hand, wards such as Gastrological-Internal and 

Table 2. Annual summary of SARS-CoV-2 infections [Map of COVID-19 infections 2021]

Month in 2020 Poland Silesian Voivodeship

January 0 0
February 0 0
March 2,311 264
April 10,566 1,975
May 10,909 6,170
June 10,607 4,430
July 11,295 3,481
August 21,684 4,327
September 24,142 2,125
October 249,320 25,135
November 649,977 79,912
December 304,067 27,764

Table 3. Number of patients treated in WSS2 in individual departments in 2020 [Own study]

Department Number of patients treated

01 02 03 04 05 06 07 08 09 10 11 12

Pediatric Intensive Care 8 17 12 8 9 9 7 7 13 9 11 9
ICU 35 33 37 27 31 37 38 30 22 38 36 38
Obstetrics-Gynecology 330 327 314 250 249 291 305 304 326 280 262 240
Neurosurgery 119 131 88 38 76 103 93 81 108 75 40 54
General Surgery 201 193 161 108 101 118 134 127 153 130 113 106
Trauma-Orthopedics 165 163 133 62 76 114 127 119 118 96 68 88
Otolaryngology 53 75 60 14 17 22 27 35 44 40 29 25

Urology 223 210 154 39 88 121 164 151 191 127 94 122
Gastrological-Internal 180 152 118 101 116 108 119 94 122 129 121 139

Cardiology-Internal 189 206 141 107 176 167 174 163 179 155 147 169
Rehabilitation 102 109 71 6 0 0 20 83 91 64 0 6

Ophthalmology 162 180 109 22 141 183 182 169 211 99 133 172
Nephrology-Internal 106 100 88 72 69 69 105 74 71 83 73 75
Neurology 168 151 117 91 92 95 106 102 131 89 71 90
Neonatology 119 122 140 128 130 112 120 134 131 106 106 101
Pediatrics 0 0 0 7 43 50 49 51 60 52 38 53

ICU, intensive care unit.
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Nephrological-Internal are internal medicine wards, where the number of patients treated has decreased 
slightly and the duration of their hospitalization has increased significantly.

The proper functionality of the entire system depended to a large extent on the medical and nursing 
staff, whose awareness and readiness to work contributed to the control of the COVID-19 pandemic. 
However, it should be noted that their availability was largely limited due to the prevailing wave of SARS-
CoV-2 infection, which resulted in sickness absences caused by infection with the virus, as well as due to 
imposed quarantines or sickness absences for other reasons (as shown in Figures 2 and 3).

Figure 2 shows three increases in absenteeism of nursing and midwifery staff. The first was in April 
when SARS-CoV-2 was identified, and thus the high percentage of absence was due to fear and also parental 
or medical leave. Also, in April, there was a mistake in the diagnostic laboratory when samples were 
contaminated, and thus all the tested staff were removed from work. After clarification and re-testing, the 
staff with negative results were allowed to work again (that is why there was such an increase in the period 
April 6, 2020 to April 13, 2020). The same situation occurred with regard to the number of absent medical 
staff in the first week of April. The second increase took place during the holiday period. As the outbreak 
died down in June, there was a real opportunity to take the holiday leave encouraged by the WSS2 board, 
and therefore, this high absence was acceptable. A third increase in absenteeism occurred in October with 
the approach of the second wave (Figure 4). The high percentage of absenteeism of all staff was mainly due 
to the need for quarantine due to the positive result for COVID-19, as well as fear and opening of wards for 
hospitalization of patients who had tested positive for SARS-CoV-2. In the week of September 28 to October 5 

Figure 1. Number of patients treated in wards reorganized during the COVID-19 pandemic in Voivodeship Specialist Hospital 
No. 2 in Jastrzębie Zdrój [Own study]. COVID-19, Coronavirus disease 2019. 

Figure 2. Number of patients treated in wards reorganized during the COVID-19 pandemic in Voivodeship Specialist Hospital 
No. 2 in Jastrzębie Zdrój [Own study].  COVID-19, Coronavirus disease 2019. 
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there was a very high percentage of absenteeism of medical staff, which was caused by the outbreak of 
infection in the Neurology Ward. Absenteeism of nurses and midwives also increased significantly during 
this time, as shown in the graph below (Figure 4).

It can be noted that with the introduction of new wards for hospitalization of SARS-CoV-2-infected 
patients, the level of staff absence due to quarantine has increased significantly. It should also be noted 
that during the month with the highest increase in infections in Poland, at Voivodeship Specialist 
Hospital No. 2 in Jastrzębie Zdrój, the average number of absent nurses and midwives due to leave 
was about 30. This is a very high level of absence considering the pandemic situation prevailing in the 
country.

However, it is indisputable that all medical and nursing staff were as vulnerable to SARS-CoV-2 
infection as the rest of the population. Mandatory quarantine or removal from work due to contact with 
an infected patient was unavoidable. Voivodeship Specialist Hospital No. 2 in Jastrzębie Zdrój, despite 
the dynamically changing situation, fulfilled the tasks assigned to it, both in terms of infrastructure 
and staff. During the first infections in Poland, an isolation room was established on the premises of 
Voivodeship Specialist Hospital No. 2 in Jastrzębie Zdrój and, in addition, the staff undertook to perform 
swabs for miners in whom an outbreak of SARS-CoV-2 was identified. In mid-October, it was necessary to 
establish beds for patients infected with SARS-CoV-2, which resulted in further infrastructural changes 
and rotations among nursing and medical staff. Additionally, in December, the studied entity became a 
nodal hospital, because it undertook a vaccination program for medics. All these “extra” activities resulted 

Figure 3. Medical staff absenteeism by 2020 [Own study].

Figure 4. Work absenteeism of nursing and midwifery staff in October 2020 [Own study].
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in staff shortages, which had a direct impact on the amount of medical services provided. However, similar 
to many other hospitals, Voivodeship Specialist Hospital No. 2 in Jastrzębie Zdrój had to find itself in a new 
(pandemic) situation.

5   Studies on the impact of the COVID-19 pandemic on the 
 functioning of hospital units

The survey was conducted among the employees of the Voivodeship Specialist Hospital No. 2 in Jastrzębie 
Zdrój in December 2020. The survey involved 165 employees from various areas and its main objective was 
to ascertain the opinions of the staff working at WSS2 on the effectiveness and safety of the introduced 
solutions. The results of the survey are presented in the following section.

One of the first and more important questions was to determine the occupied position, which is shown 
in the graph below (Figure 5).

In this graph, it can be seen that the vast majority of respondents were sectional nursing staff, who 
accounted for 58.79% of all responses. This is an extremely important fact because these staff were essential 
to the provision of medical services during the COVID-19 pandemic, and they were the ones working on 
the front line of the fight against SARS-CoV-2 in hospitals. Among the respondents, 23.03% were classified 
under the job type “other”, as most of them were administrative staff who were affected by the pandemic 
activities only to a very little extent. One of the next questions in the survey was to distinguish the area of 
work, i.e., the department in which the respondent worked (Table 4).

In the table above, it can be seen how the statistical number of answers has been arranged according 
to the area of work. Taking into account the fact that the questionnaire was originally administered in 
electronic form, most responses were received from people having direct access to computers in their work 
(i.e., administration, technical department, etc.). A high number of responses was also observed in the 
Cardiology and Internal Medicine Ward, the Nephrology and Internal Medicine Ward, and the emergency 
room, as well as in the anesthesiology and ICU and the Obstetrics and gynecology Ward. It should also be 
emphasized that, at the time of organizational changes and transformation of general facilities into those 
specialized for COVID-19-care, employees may have worked in several wards – e.g., in the pediatric ICU 
and in the Rehabilitation Ward – and thus some assessments might be duplicates. The assessments by 
employees of the effectiveness of the measures introduced—separately for employees whose wards were 
transformed as part of the hospital reorganization and employees whose wards remained in their respective 
area of specialization—are presented below (Figures 6 and 7).

Figure 5. Workstation [Own study].
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The effectiveness of the introduced solutions (Figure 6) was rated much higher by the staff of the “Covid” 
wards, which means that the staff of these areas assess the introduced and undertaken measures much 
better, as they were the ones who implemented them or directly supervised their implementatio  It should 

Table 4. Work area [Own study]

Branch/work area Number of persons Quantity as a percentage [%]

Pediatric 6 3.5
Anesthesiology and intensive care 15 8.7
Nephrology-internal 11 6.4
Pediatric intensive care 5 2.9
Rehabilitation 6 3.5
Gastrological and internal 2 1.2
Cardio-internal 12 6.9
Urology and urological oncology 4 2.3
Otolaryngology 5 2.9
Ophthalmology 2 1.2
Obstetrics and gynecology 11 6.4
Neonatology 8 4.6
General surgery 6 3.5
Neurosurgery 6 3.5
Neurology 10 5.8
Trauma and orthopedic surgery 7 4.0
Emergency room 13 7.5
Specialist clinics including primary health care 5 2.9
Administration 13 7.5
Hospital management 2 1.2
Other 24 13.9

Figure 6. Assessment of the effectiveness of the introduced solutions by the staff of the reorganized wards and specialized 
wards [Own study].
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be recalled here that the transformed wards are Rehabilitation, Gastrointestinal, Nephrology-Intestinal, 
and Otolaryngology Wards. The biggest difference can be seen in the action “Restriction of movement 
between wards”, as it is as high as 1.16 points. Employees providing medical services to patients infected 
with SARS-CoV-2 were required to use protective clothing and observe all sanitary strictures, which is why 
their score regarding movement within the hospital is so high. Their “Covid” awareness is much higher, as 
they had direct contact with the virus, while not all organizational measures taken in the hospital facility 
were approved by the staff. (A similar experience can be found in Ali et al., 2020). The “need to contact 
by e-mail/telephone...” was rated the worst (in terms of effectiveness) by staff in areas remaining in their 
specialties, as it imposed the obligation for staff to remain in the area of their department.

The safety of the introduced solutions is assessed at a similar level as their effectiveness. The wards 
which were subject to reorganization assessed the introduced measures slightly better in terms of safety. 
The staff of the wards operating in the unchanged structure assessed the safety of the solution related to 
the limitation of direct contact with employees of other organizational units rather poorly, which results 
from the fact that these wards in their specialty provided consultations to patients of other wards, e.g., 
surgery, preparing the patient for surgery, utilizing consultations with other specialists (e.g., cardiologists, 
anesthesiologists), and it was not always possible to provide consultation by telephone.

The chart below (Figure 8) shows the assessments of all WSS2 staff regarding the safety of the 
implemented solutions and their effectiveness.

It can be seen that workers rated the need to cover their mouths and noses very highly, both in terms 
of effectiveness and safety. This solution was imposed by the government and applied not only to health 
workers but also to the general public. It should be noted that the restriction of elective admissions was 
rated very low in terms of effectiveness and safety, because as medical personnel, they are aware of the 
consequences of the cessation of essential health services. Most medical facilities in 2020 have focused 
on “Covid” patients, ceasing to provide specialist services. Therefore, the effectiveness of the services 
provided has significantly decreased and this solution has not necessarily had a positive impact on the 
health situation in Poland. The measure to separate zones and routes for staff and patients was assessed 

Figure 7. Assessment of the safety of the introduced solutions by the staff of the reorganized wards and specialized wards 
[Own study].
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as safe, but not necessarily effective. The reorganization of hospitals forced a change to be made in the 
infrastructure of traffic routes, which in some cases could not be fully implemented. The separation of 
entrances for different patients and staff took time and meant additional infrastructure.

The reorganization of the entire hospital forced the staff to undertake frequent interdepartmental 
rotations, with simultaneous provision of services in “Covid sections” or isolation rooms. Therefore, 
it became inevitable to appoint people to work with SARS-CoV-2 infected patients. The total number of 
respondents who were appointed to work in the “Covid” ward was 57 and their monthly working hours are 
shown in the table below (Table 5).

The above table shows that the monthly working time of the staff, on “Covid” sections, exceeded 
the normal working time. Due to staff shortages, it was necessary to perform work out of hours, which 
became  a necessity in hospitals. Health care personnel, after some time, became overburdened with 
excessive duties and the number of hours spent in treatment facilities, and their constant reorganization 
and the prevailing chaos were not conducive to the exercise of their profession. Government measures, in 
the form of payment of additional funds, were to encourage medical and nursing staff to work with infected 
patients, but even this did not have the intended effect. The pandemic situation caused staff shortages due 
to mandatory quarantine or isolation, which contributed to calls for “help” from the military, miners, or 
firefighters.

The effectiveness of the medical services provided depended on the pandemic situation among staff, 
and thus testing for COVID-19 among WSS2 staff was important.

In the graph above (Figure 9), it can be seen that about 70% of the workers undertook a test for SARS-
CoV-2, and out of this, only in 9% was the test due to a suspected infection not in the workplace. This 

Figure 8. Assessment of the effectiveness and safety of the introduced solutions by the surveyed WSS2 staff [Own study].

Table 5. Monthly staff working time in the “Covid” ward [Own study]

Number of hours worked per month Number of responses

Up to 132 h/month 15
Between 132 h/month and 160 h/month 16
160 h/month and over 27
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result confirms that the hospital area was the place where there was the greatest risk of infection and, 
consequently, the obligation to isolate and quarantine medical staff. One of the questions to WSS2 staff was 
also to assess the likelihood of SARS-CoV-2 infection, as shown below (Table 6).

Despite small differences, this table shows that the most likely factor of infection, according to the 
assessment of WSS2 employees, was a co-worker, amounting to a likelihood of 62.24%, and the least, a 
family member, amounting to a likelihood of 51.39%. Although positive patients were treated in the 
hospital, they were not assessed as the main factor of possible infection. The answers thus given confirm 
the fact of high probability of acquiring the infection in the workplace from a colleague and this is due to the 
fact that, despite the applied restrictions, medical personnel spend time in direct contact with each other 
during breakfast breaks, in social rooms, and in changing rooms, not necessarily applying the principle of 
distance and masks. Moreover, the managers repeatedly made attempts to create working teams such that 
the created teams worked in a system of work without contacting each other – which theoretically appears 
to be a feasible procedure; in reality, however, in the area of work of doctors, nurses, and caregivers, it is 
very difficult to implement. Difficulties that accompanied attempts to apply such solutions were the fact of 
sickness absenteeism and the procedure of obligatory transmission of on-call reports. The assessment of 
the likelihood of high infectiousness among colleagues is also confirmed by the fact of infectious outbreaks 
occurring in the wards in 2020.

The whole prevailing situation, as well as organizational and infrastructural changes, had an impact 
on the well-being of healthcare workers. The question about fear for their health or life was answered by the 
respondents with 3.44/5 points, which means that the employees were not indifferent to the epidemiological 
situation in the country. On the other hand, the question of whether the possibility of contracting the virus 
negatively affects their work was rated at 2.71/5 points.

A total of 165 employees of Voivodeship Specialist Hospital No. 2 in Jastrzębie Zdrój took part in the 
questionnaire survey. The questionnaire took place in December, i.e., at the end of the analyzed research 

Figure 9. Performance of the COVID-19 virus test on WSS2 workers [Own study]. COVID-19, Coronavirus disease 2019.

Table 6. Assessment of the probability of infection by WSS2 employees [Own study]

Likelihood of infection (%)

Patient 61.89
Collaborators 62.24
Families 51.39
Third parties (in a shop, walking, etc.) 61.82
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period, which significantly influenced the assessment of the introduced solutions. The survey was 
completely anonymous and voluntary, which made it possible to obtain reliable results.

6  Conclusions
During the state of pandemic in Poland in 2020, all establishments providing medical services were subject 
to constant reorganization. Legal changes, which were introduced in quick succession and at a very fast 
pace, did not allow for any kind of standardization of the work of health services.

The number and speed of the laws and soft-law measures did not allow for a stable situation to evolve 
in medical institutions, but caused their constant reorganization and introduced unnecessary chaos. 
Throughout the year, no coherent path was determined in the fight against the COVID-19 pandemic, 
which adversely affected the quality of health services provided. Decisions made throughout the calendar 
year focused solely on providing medical attention for COVID-19 patients, resulting in the cessation of 
essential health services. It should be remembered that during the COVID-19 pandemic, other diseases 
did not cease to exist. It was therefore necessary to treat them, but medical attention towards illnesses 
other than COVID-19 was significantly reduced in 2020. (Similar conclusions were reached in Peiffer-
Smadja et al., 2020).

The reorganization of hospitals took place at a very fast pace, thus reducing the freedom of practice 
for medical and nursing staff. The rotation of staff between specialist wards and COVID wards caused, 
chaos, disorganization of working hours and, more importantly, disruption to the comfort of the health 
service. Fear of the virus among employees was evident in the number of holidays as well as the nursing 
or sick leave taken, and it should be stressed that it was they who became the “shield” of defense against 
the virus in 2020. Facilities providing medical services, especially those that dealt with COVID-19 positive 
patients, were most exposed to the possibility of another outbreak of infection, which, unfortunately, 
became inevitable.

As a result, another part of the medical and nursing staff was laid off, which resulted in staff shortages. 
Voivodeship Specialist Hospital No. 2 in Jastrzębie Zdrój is one of the main multi-specialist hospitals in 
Silesia. Throughout 2020, it was called upon to carry out a wide variety of activities with which it has had to 
cope. The opening of isolation rooms and then “Covidium” sections was associated with the reorganization 
of infrastructure and also the beginning of providing medical services in “infectious wards”. The solutions 
introduced by the management of the Voivodeship Specialist Hospital No. 2 in Jastrzębie Zdrój were assessed 
at a high level, which testifies to the awareness and rationalism involved in taking steps to combat COVID-
19. The effectiveness and safety of the introduced solutions do not always go hand in hand, which was 
demonstrated by the opinion of the employees of WSS2. Limitations of planned admissions were negatively 
perceived by employees, as it was connected with discontinuation of medical services provided so far, 
which significantly influenced their effectiveness and quantity.

We managed to survive these challenges thanks to proper management; during this period, quick 
decisions and a good team were needed. Long-term contracts with suppliers also came in handy, preventing 
a shortage of personal protective equipment. It was also important to involve all staff members. Even the 
most refined system could not function properly if the speed of its evolution were too high to enable the 
staff members to keep pace.

Despite the arrival of the third wave at the beginning of 2021, the vaccination program put in place 
has significantly minimized the morbidity threshold. However, we must remember that this state of 
affairs we are living with, namely the constant changes in the global health situation, must contribute 
to the improvement of many systems. Organizationally, hospitals should be much more prepared for the 
forthcoming events. Above all, the state authorities should incorporate ways of tackling pandemics into 
their disaster management activities. The development of clear and transparent procedures for hospitals 
in Poland and elsewhere must take place immediately, so that the national health service can cope with 
similar cases. It is also worth emphasizing that the events that have taken place in recent years will teach 
everyone to react and help in various aspects of life.
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Abstract: Foreign aid helps in transforming nations and ensuring that they attain economic development. 
Foreign aid levels in Iraq are higher than those of its oil-producing neighbors due to numerous factors 
that are discussed in the present study. Iraq is the second largest oil producer in the Middle East after 
Saudi Arabia, but some activities within the country have curtailed development, leaving it at the mercy of 
foreign nations and investors. The present study aims to evaluate the level of foreign aid in Iraq, comparing 
it to its oil-rich neighbors. It highlights various factors that have increased Iraq’s dependence on foreign 
aid and the role and management of this assistance. The article shows how negative factors like war, poor 
governance, and corruption have contributed to the over-reliance on foreign aid, in spite of Iraqbeing 
endowed with natural resources. The qualitative evaluation of the development of Iraq’s oil aid reveals that 
continued reliance on foreign aid will jeopardizes the country’s economic development.

Keywords: foreign aid, Iraq, MENA, neighbors, OECD
JEL Classification: F35, O19

1  Introduction
Iraq and its neighboring oil-producing nations have different foreign aid experiences. Since the 1950s, 
Iraq has received vast amounts of foreign aid from organizations like the United Nations to further their 
reconstruction and promote external trade. Conflicts have always countered the economic development of 
Iraq, in spite of the country being rich in natural resources. Iraq is the fourth largest oil-producing nation 
globally and the fifth country with the most discovered oil reserves. Despite this fact, the country does not 
exploit its oil wealth and use it for development. It is suspected that developed countries offer aid to Iraq 
for their benefit. Iraq totally depends on exporting oil as its hydrocarbon industry contributes to 58% of the 
nation’s GDP, 99% of its exports, and about 91% of its overall revenue. Unlike its oil-producing neighbors, 
Iraq’s dependence on oil does not mean that the country is financially stable. The ever-growing population 
highlights that even if Iraq produces oil continuously, the focus on foreign aid will not provide enough 
revenue to cater to all its citizens’ needs.

Therefore, as long as Iraq continues neglecting other economic development factors, foreign aid will 
be necessary to ensure that all Iraqis have their rights taken care of. During the numerous conflicts and 
dysfunctional government, Iraq depended on foreign support for economic development. Such critical 
moments in the country’s history allowed foreign assistance to help in financial advancements and aided 
policymakers to maneuver their policies into action. As an oil-rich country, Iraq receives foreign aid more 
than its oil-producing neighbors. Some of its neighboring oil-producing countries like Saudi Arabia and the 
United Arab Emirates (UAE) offer their assistance to developing countries like Iraq since they are financially 
stable.
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In the study, the research method of comparative analysis and the statistical method are used. This 
study aims to evaluate foreign aid levels in Iraq, and compare it to its oil-rich neighbors. It discusses why 
Iraq continues its dependence on foreign aid despite having rich oil and gas reserves and being one of the 
largest oil producers in the Middle East. The study also investigates a number of factors contributing to 
Iraq’s dependence on foreign assistance, despite having one of the largest oil- reserves. Additionally, the 
article presents the contribution of foreign aid in different industries in Iraq, including the oil industry. 
It is hypothesized that Iraq’s overdependence on foreign aid contributes to some of its problems, such as 
economic and political instability. Additionally, the dependence on foreign aid is due to issues such as poor 
governance, instability, and many others.

2  Methodology
This study used qualitative research to develop numerical data. An online search was conducted to find 
data from credible sources, such as the Word Bank, the World Bank Indicator, and Statistical Performance 
Indicators. The data provided on these sites from different years were used to generate the figures and 
graphs provided in this article. The oldest source is from 1962, and the latest is from 2021. The online search 
included words such as “Iraq,” “foreign aid,” “MENA,” “OECD,” “displacement in Iraq,” “corruption,” “and 
mortality rates”. The online search generated a number of results, some of which were insufficient while 
others were considered unsuitable since they seemed to have been compiled based on people’s subjective 
estimates. This article’s author selected data from governmental research departments. This research 
method is valuable since it highlights other authors’ views on this topic; and provides insights into the 
complex phenomena of an oil-rich country depending on foreign assistance.

3  Foreign aid: definition and nature
According to Hans Morgenthau [1962], foreign aid or assistance has been the most challenging concept in 
foreign policy to understand and implement [Markovits et al., 2019, p. 2]. Studies on foreign aid indicate 
that the $100 billion European financial reconstruction project known as the Marshall Plan,1 after World 
War II, was the first instance of foreign assistance globally [Markovits et al., 2019, p. 2]. Despite the existence 
of foreign aid before 1945, scholars agree that the Marshall Plan was the origin point of international 
assistance. Some countries conduct foreign aid to further their national interests and security. They 
support less fortunate countries to achieve economic development and sustainability. For instance, the 
United States aids other countries with one goal, which is to “subsidize allies to ensure allegiance, fostering 
international influence, and finally serving the United States interests and national security”  [Peralta, 2018, 
p. 6]. This statement means that the United States offers foreign assistance with the aims of securing their 
interests and security. Therefore, foreign aid is the global transfer of services and products from one country 
to another or international organizations to help a nation in need. Foreign aid encompasses military action, 
economic help, and humanitarian acts in case of natural disasters.

Foreign aid entails granting financial resources or important goods like food, military equipment, and 
training. Financial resources encompass grants; and export credits, commonly known as concessional 
credits. The most known form of foreign assistance is official development assistance (ODA), the aid 
granted to enhance development and counter poverty. The main source of official development assistance 
is the bilateral grant, which us provided by a developed country to a poor one. Some foreign aid comes 
as loans granted through international organizations or non-governmental organizations. For instance, 
the International Monetary Fund, the United Nations Children’s Fund, and other non-governmental 
organizations offer international assistance. Nations often give international aid for security purposes 

1  The Marshall Plan was introduced by the United States after WWII to help Western Europe in reconstruction. It is believed 
that the United States granted Western Europe about $13 billion after the war for reconstruction. Scholars believe that this was 
the first foreign aid initiative in the world.



220   H. Jaber

[Qian, 2015, p. 8], which means economic aid can be used as a means to hinder allying governments from 
falling into an unfriendly rule or to pay for the ability to maintain military bases in a friendly nation.

Foreign aid is used to enhance a nation’s diplomatic objectives, helping it to be recognized diplomatically 
and gain support from relevant international organizations. Countries seeking to promote their foreign 
exports may offer aid through projects that allow the receiving country to utilize assistance to buy the 
donor nation’s products, spreading its culture and language. Wealthy countries like the United States and 
China offer aid to countries affected by natural disasters or war2. They implement this to enhance economic 
development and strengthen governments to deal with terrorism and issues that jeopardize international 
security. In this study, the research method of comparative analysis and the statistical method are used.

4  The role of foreign aid in Iraq
Iraq’s economic growth is often countered by a series of misunderstandings, sanctions, and war. This situation also 
happened during the 1970 oil development, when there was fast and effective economic advancement throughout 
the world. Although the country is vast, its government has failed to protect its citizens, foster economic growth, 
and provide basic needs. Poor leadership in Iraq has constantly undermined the nation’s legitimacy, raising many 
other groups seeking to seize power and available resources. These groups range from ethnic extremist groups, 
secretarian forces, and the Daesh.3 Close connections between the extremist and political groups have increased 
the political differences and influenced poor governance. Intervention from external forces has also contributed 
to sanctions, wars, and increased humanitarian and growth assistance [Ali and Shah, 2000].

The country has made mediocre efforts to reduce poverty and increase income for its citizens since 
2007. Studies evaluating poverty in 2014 highlighted that poverty levels have not changed by 22.5%. The 
successful poverty reduction efforts up to 2012 had reduced over the subsequent 2 years due to increased 
violence and the decline in economic development attributed to the decline in oil costs. About 5 million Iraqi 
citizens were internally displaced by 2014 due to the numerous political and religious conflicts. Although 
the medical and academic systems were considered the best in the Middle East and Northern Africa (MENA) 
region during the 1970s, their levels have reduced considerably over the years. Most leaders and citizens 
have ignored attempts to increase literacy levels and implement gender equality. Much efforts are neededto 
reduce gender inequality and increase school enrollment. Solving these issues will enable the country to 
develop economically and reduce poverty in the region.

The large and vulnerable population in Iraq pressurizes the flawed system and increases the disparities 
of accessing resources, education, and healthcare between the different regions. The Iraqi government 
requires help in enhancing the rapid growth of the oil industry to improve the public sector and cater to 
the citizens’ needs, including increased wages as a form of a long-term development strategy. The primary 
problem in Iraq is that its financial institutions are poor and ill-equipped to manage the difficulties of 
the oil-rich strategies, which has made Iraq very vulnerable to the rapid decrease in oil prices since 2014 
[Rimmer, 2013]. Although the public sector has been insufficient in protecting the country’s basic services 
and security, it still governs the economy.

The country’s public sector is the largest employer in the formal sector and the rapidly growing 
expenditure factor in the country’s budget. Enterprises that the state owns are prominent in its financial and 
non- financial sectors; hence, they enjoy numerous privileges while hindering factor reallocation. Despite 
this fact, a large portion of the state-owned enterprises are non-profitable. The weak private sector is unable 
to enhance development and increase employment for thousands of unemployed Iraqis [Rimmer, 2013]. 

2  In response to threats derivation from catastrophes and natural disasters, as well as social demands directed to states to 
more effectively prevent and conduct rescue operations in such crises, states have created International Disaster Response 
Laws (IDRL) norms and institutions to implement them, see more: J. Menkes, M. Suska, International Disaster Response Laws 
(IDRL) in Poland [in] The economic and legal impact of Covid 19; The case of Poland, J. Menkes, M. Suska (eds.), Routledge 2021.
3  This is a militant group famously known as the Islamic State of Iraq and Syria (ISIS). The group has been termed by the 
 United Nations as a terrorist organization because of its human rights violations, ethnic cleansing, and genocide. It participated 
in the 2003 war, attempting to drive western forces from Iraq.
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Iraq has also neglected its infrastructure not based on oil production, increasing the poor infrastructure 
and limited public investment opportunities. The country’s private sector is still incapable of elevating the 
non-oil economy, increasing the need for foreign investments. Figure 1 shows the amount of money Iraq 
received in foreign aid from 2016 to 2019.

External interventions have participated in Iraq’s activities and continue to do so in the modern 
era. These influences include coalitions led by international organizations aiming at boosting Iraq’s 
development. Since Iraq is rich in oil, other nations gain particular interest in the oil reserves. Moreover, its 
geographical location increases the desire to exploit it; thus, increasing the power struggle among potential 
investors. Wealthy countries in the Middle East often conduct the geopolitical power struggles in Iraq. Iraqi 
Kurdistan also furthered political revolution in the region. The battle ended in 2018 after Quban Talabani 
became the leader of the Iraqi Kurdistan region [Zaman, 2021]. Daesh in Iraq engaged in the power struggle 
over Iraq’s territory and participated in the Syrian civil war that started in March, 2011, causing increased 
conflict and violence in Iraq [Tarnoff, 2011]. These wars motivated regional and international actors to 
venture into Iraq. The numerous conflicts and wars in the country made it difficult for political stability 
to flourish, affecting its development. This factor means that invariable reconstruction efforts by foreign 
nations have been directed towards Iraq’s nation-building.

International aid in Iraq has been implemented to further urgent humanitarian needs. According to the 
United Nations, about 1.5 million Iraqi citizens fled, and 2 million have been internally displaced. Ten million 
Iraqi citizens need food, water, medical aid, and education assistance. Foreign institutions have already 
spent about USD 82 million on humanitarian assistance in Iraq, including reconstruction efforts [World 
Bank Group, 2017]. The World Food Program is known for exchanging Iraqi oil for food distribution. Efforts 
to further democracy development in Iraq have received substantial attention from the rest of the world. The 
primary goal of the foreign actors in Iraq is not to impose a particular style on the country, but to enhance 
the environment, where Iraqis have a unique and democratic government. International organizations, in 
their assistance efforts, removed the pro-Saddam sentiments in the government. They motivated the Iraqi 
administration to follow the rule of law through an independent judiciary and a constitution. Foreign aid 
in Iraq aims to restructure the election process, institute independent media channels, and improve the 
conditions of the civil society, including protecting minority rights.
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Source: Own analysis based on the Global Economy website (https://www.theglobaleconomy.com/Iraq/foreign_aid/) 
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Foreign agencies aid Iraq in the economy, military, stabilization, and security. For instance, the United 
States engages in wars against extremist groups and terrorists via the Defense Department Counter-ISIS 
Train and Equip Fund (CTEF) [World Bank Group, 2017]. In attempts to control the region, the United States 
Congress allocated about USD 6.5 billion to fight terrorist groups. Iraq started buying original weapons 
from the United States in exchange for the Foreign Military Funding (FMF) to the middle-eastern nation in 
2012 for Iraq to adopt and maintain indigenous American systems [Tarnoff, 2011]. The FMF funds directed 
to Iraq from the United States were mainly used to counter terrorism and purchase military equipment 
and ammunition. In the financial year 2016-2017, loans amounting to more than USD 2.7 were awarded to 
Iraq to train and sustain the country’s defense. Economic aid to Iraq has supported the public economic 
management reform and some loan guarantees. The Kurdistan region of Iraq received direct funds to 
address the economy, security, and humanitarian issues. Table 1 shows the amount of money (in billion 
U.S dollars) granted to Iraq by various channels from 2016 to 2021. Figure 2 shows the distribution of Iraqi 
foreign aid in different  sectors.

5  Foreign aid in Iraq vs. other foreign countries
Middle Eastern countries near Iraq are well-endowed with oil reserves, each exporting  to other nations 
like China and Japan. The largest oil-producing country is Saudi Arabia, which produces about 12 million 
gallons of oil every year [Werker et al., 2009)]. Figure 3 presents the distribution of oil reserves in the Middle 
East between 2016 and 2019, which shows that Iraq is among the leading oil-producers in the region.

Despite this wealth in oil, some of these countries receive foreign aid, while some assist others in 
developing economically. It is estimated that oil-producing MENA countries obtained aid amounting to 
about USD 6.6 billion in the 2020 - 2021 financial year from the United States [Sharp et al., 2021].

Table 1: Bilateral assistance to Iraq (in billion USD), 2016 – 2019.

2016
Actual

2017
Actual

2018
Actual

2019
Actual

ESF/ESDF 122.50 553.50 100 150
FMF 250 250 250 250
IMET 0.99 0.70 0.82 0.91
INCLE 11 0.20 5.60 5.60
NADR 20.86 56.92 46.86 45
Total 405.35 861.33 403.28 451.51

Source: Organisation for Economic Co-operation and Development; https://doi.org/10.1787/b2156c99-en.

Figure 2. Iraq’s foreign aid across sectors in (percentage), 2018 – 2019. 
Source: Organisation for Economic Co-operation and Development; https://www.oecd.org/countries/iraq/aid-at-a-glance.html
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Saudi Arabia, the United Arab Emirates, Libya, and Kuwait are some oil-producing nations near Iraq that do 
not receive foreign aid but donate to other nations [Werker et al., 2009, P.5]. These countries grant assistance as 
loans, with a vast percentage being sanctioned to Arab nations. Saudi Arabia and Kuwait rely on loans as their 
way of offering financial assistance, having lent out over USD 13.2 billion by 2007 [Villanger, 2007, p. 7]. Saudi 
Arabia is considered the largest Middle-Eastern donor, giving about 70% of the total global aid from 1995 to 2004. 
The country notably participated in the fight against the Iraqi invasion in Kuwait by offering financial assistance. 
Between 1992 and 1993, donations from Saudi Arabia were reduced because the country was involved in Kuwait’s 
reconstruction, and the economic  decline was due to their support to the allies [Villanger, 2007, p. 6] However, 
this factor did not stop Saudi Arabia from being one of the largest Middle-Eastern donors in history. Saudi Arabia 
has also agreed to contribute about USD 3 billion for investment in Iraq since 2016 Moreover, between 2016 
and 2019, Saudi Arabia issued a grant of USD 500 million to the United Nations to provide humanitarian aid to 
Iraqis [International Crisis Group, 2018]. The chart in Figure 4 shows Saudi Arabia’s international humanitarian 
assistance to multilaterals funds between 2016 and 2019, making it the largest donors in the world.
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6  Evaluation of the effectiveness of foreign aid in Iraq
Iraq receives high amounts of foreign aid due to its long history in war and administrative failures. It has 
received increased foreign aid to rebuild the state institutions  that have been weakened over the years due 
to increased sanctions. It is among the oil- producing nations with the poorest governance, especially in 
the Middle East. The effectiveness of the country’s public sector is unstable and increasingly weak. A 2015 
analysis using the Fragile States Index highlights that Iraq does not have numerous basic administrative 
effectiveness needed for appropriate governance. The most recent analysis using the Bertelsmann 
Transformation Index, Institutional Profile Database, and World Governance Indicators stipulates that Iraq 
is poor in terms of its institutional capacity and sufficiency as compared to the MENA and OECD countries 
in its neighborhood [Manama, 2016].

Violence and war have significantly affected the country’s economy and decades of investment. 
Researchers stipulate that in 2016, Iraq’s GDP per capita income was 23%, having reduced by 16% in the past 
year. Its GDP has increased to about USD 5,000 in the recent years due to the revenues from hydrocarbons 
and oil export [Manama, 2016]. Despite this progress, the country is still troubled by its history, calling for 
humanitarian assistance from external forces. The chart in Figure 5 shows the GDP per capita growth in Iraq 
from 2016 to 2019. The graph indicates that during the period when war prevailed and the country needed 
assistance, the GDP substantially decreased and increased steadily after that.

Estimates stipulate that about 9 million Iraqi citizens have lived in poverty since 2014 [World Bank 
Group, 2017]. The presence of human capital in the region is not as effective as it should be due to poverty 
generated by decades of war and insecurity. The sanctions and trauma after the invasion in the Kuwait 
region countered the Iraq’s growth, reducing its GDP from that in the 1970s when oil trade was at its 
maximum [Ali and Shah, 2000]. For instance, the health sector has suffered a major blow since the 1980s. 
Iraq’s male citizens and children had the most reduced life expectancy than any other country in the Middle 
East. Figure  6 indicates infant mortality rates in Iraq from 2016 to 2019. This has been a major challenge 
in Iraq that requires both government and international aid. Studies carried out from 1990 – 2019 show 
that infant mortality in the region was the second highest after Yemen, which is also an oil-rich nation 
in the Middle East [World Bank Group, 2017]. Education levels have also reduced in Iraq since the Kuwait 
invasion, resulting in having the least rates among the MENA nations. Foreign assistants have ventured into 
education since the levels are below the MENA and the UMIC requirements.
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The civil war in Iraq between 2006 and 2007 and the Daesh insurgency led to a humanitarian problem 
in Iraq, increasing the number of internally displaced persons (IDPs). However, the problem of refugees has 
existed throughout the years during the 90s when the Baath administration instituted some policies that 
led to uprisings in the northern and southern regions of the country. Estimates highlight that about 800,000 
individuals were displaced from their homes, with a majority being the Kurds and the Shia opponents of 
the existing regime. A minority of the Turkmen and Christian individuals were also targeted during the 
Iraqi - Iranian war under Saddam Hussein. Kurdish villages and the homes of Marsh  Arabs were destroyed, 
displacing many of the citizens. There have been numerous recorded violence cases which in turn have 
elevated the number of IDPs to 4 million [World Bank Group, 2017]. These demographics appear second 
after the displacement levels in Syria that require foreign intervention. Displacement in these war-torn 
regions mostly affects women and children, especially widows and orphans. Research shows that about 
2 million children living in the IDP camps dropped out of school between 2015 and 2016 due to instability 
in the country. Figure 7 shows the displacement levels in Iraq between 2016 and 2019. The fact that women 
and children suffer under violence prompts other countries and international organizations to device 
mechanisms to help these individuals and ensure that a better future is guaranteed.

Corruption, bribery, and nepotism are the primary indicators of poor governance in Iraq. These factors 
have made the nation more eligible to foreign aid to restore the dignity of authoritative bodies. At the 
country’s central government, the collaboration of a resource-wealthy but weak state has enabled competing 
groups to withhold the country’s resources and, contracts, decimate entities, and counter the progress 
of Iraq’s private sector. The numerous groups in power, like the militia groups, interpret the governance 
structure as a way to capture  and control other citizens and all other institutions [World Bank Group, 2017]. 
When the state-level governance is weak, the authorities of the illegitimate power entities obtain approval 
from controlling Iraq’s resources and direct them to their constituencies. One example of this system is the 
informal secretarian regime, which has controlled the distribution of power and administration and small 
government seats since 2003 [World Bank Group, 2017]. The system is an indication of the disadvantaged 
public sector that counters the effectiveness of the government and the delivery of services. The public has, 
since then, lost trust and confidence in the government. Increased corruption levels in Iraq hinder many 
people from accessing necessities. There are numerous studies, both quantitative and qualitative, that 
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Figure 6. Infant mortality rates in Iraq in( percentage), 2016 – 2019.  
Source: Own elaboration based on Statista; https://www.statista.com/statistics/806949/infant-mortality-in-iraq
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show how Iraq has been poorly ranked due to corruption. For instance, it is ranked 161 out of 168 nations 
in terms of corruption [Transparency International, 2015]. These scores undermine its relative income;thus, 
requiring foreign aid to control corruption levels and enhance equal opportunities for the masses.

The increased influx of Iraq’s reconstruction programs that came after the 2003 scenario with the past 
decades of war and suffering countered overall expenditure, and monitoring, and shattered the country’s 
main sector. In evaluating the levels of the issue, studies reveal that Iraqis indicate that corruption affects 
everyone in the country, and it increases security and economic concerns. Furthermore, corruption in Iraq 
results in violence  and war that require foreign aid to maintain peace and counter corruption. The rampant 
corruption issues in the country have limited power separation across the different arms of government. 
Most of the country’s power rests upon the executive branch, which hinders the operations of the judiciary 
and the parliament [World Bank Group, 2017]. Due to these differences, the country has been unable to 
address corruption, and this is likely to be the case in future, if no action is taken. The country’s leaders are 
not willing to give up their majestic seats and personal gain. Although the country has institute agencies 
to fight against corruption like the Commission on Public Integrity, they are unable to address the issues 
due  to intimidation by the executive and their supporters. Iraqi corruption levels are higher than those of 
its neighbors. The presence of oil reserves makes it easy for the executive to continue controlling this sector 
since it is the main income- generating economic activity in the country. Figure 8 shows corruption control 
levels in Iraq. The chart shows that controlling corruption in Iraq has been difficult compared to in its oil-
producing neighbors. This trend can be used to explain why Iraq receives more international assistance that 
other nations.

The presence of oil in many of Iraq’s neighboring has increased political and leadership issues. 
Many scholars highlight that the presence of oil reserves has increased political stagnation in the region 
[Cordesman, 2015]. The lack of government responsibility and accountability in the oil producing countries 
in the Middle East is rampant across the board. The problem persists in this region as well as Iraq because 
the leaders always want to institute new taxes upon the citizens. Iraq and most of its oil-rich neighbors 
incorporate the rentier state paradigm, which stipulates that citizens cannot be represented without 
taxation [World Bank Group, 2017]. This statement means that whenever rulers obtain sufficient revenue 
from oil and petroleum trade, they are likely to increase the taxes; hence, the citizens will be less motivated 
to demand accountability and effective representation. Some governments exempt their people from tax 
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payment, as long as they do not demand representation and accountability for any authoritative action. 
This activity means that nations can offer and redistribute the country’s revenue as they please, and do not 
need to get legitimization from the citizens.

Wealthy oil-producing nations like Kuwait, the UAE and Saudi Arabia do not depend      on foreign 
aid like Iraq and Iran, but provide their citizens with public necessities, education,  employment, and 
national security. They often give their citizens the best so that they do not depend on foreign assistance 
or ask for accountability. Since these governments provide adequate employment opportunities and social 
conditions to the public, they become politically unconcerned and do not participate in many policies and 
legislations that affect them. These oil-rich countries that provide for their citizens are less likely to attract 
rebels against the administration [Cordesman, 2015]. The peace and prosperity that prevail in these nations 
reduce incidences of war that may call for foreign assistance, like what happens in Iraq. Citizens in the 
wealthy nations near Iraq recognize that any rebellious activity could jeopardize the country’s welfare and 
limit what the government provides for them. Therefore, they choose to remain peaceful and unbothered 
about the political situation in the country. This is the reason, why the elite and those in government in 
these countries generate much personal wealth from oil trade. The rentier economy allows the leaders to 
keep citizens away  from political matters by improving their living conditions and keeping foreign investors 
away [Cordesman, 2015].

Most oil-producing nations near Iraq have an intrinsic political strategy that focuses on personal 
ties and relationships. Patronage and cronyism systems that are prevalent in the Middle East make the 
countries’ governors to institute models that benefit them as well as  the people close to them [Cordesman, 
2015]. As much as these strategies might be oppressive  to a part of society, they ensure that the wealthy 
nations continue to harness more wealth and have minimum need for foreign aid. Similarly, most of these 
nations like Saudi Arabia have a strong system based on Islamic laws that do not allow the interaction of 
Westernized society with their culture. Since most potential donors are from the West, like the United States, 
these countries would rather avoid assistance by taking care of the material well-being  of their citizens. 
Unlike these nations, Iraq’s position and leadership position do not increase people’s quality of life, thus 
calling for more intervention from the Western countries  that are often frowned upon by the wealthy oil-rich 
countries.

Iraqi citizens lack the right and discretion to air their views and hold administrative bodies responsible 
for any occurrences. The rapid growth of Iraq after the collapse of Saddam Hussein’s rule has led to 

Figure 8. Corruption control in Iraq in points, 2016 – 2019.  
Source: Own elaboration based on Global Economy https://www.theglobaleconomy.com/Iraq/wb_corruption/
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the development of militia groups and political parties that do not protect the interests of their citizens 
[Cordesman, 2015]. Due to the poor central institutions in Iraq, political entities manipulate the civil society 
organizations for legitimacy. The federal  and provincial administration support the politically inclined civil 
society organizations (CSOs), but independent CSOs are supported by international aiders to continue 
their operations. Foreign assistants often depend on the independent CSOs to develop their audits and 
draft their goals and objectives [World Bank Group, 2017]. The almost inexistent transparency deludes all 
policy- making strategies and encourages corruption and impunity. Unlike its oil-producing neighbors, Iraq 
does not have a law that guarantees free information flow. For this reason, the country’s citizens and the 
media cannot investigate or gather any information pertaining to their leadership or any developmental 
projects and policies. Due to the lack of information and involvement in government practices, most Iraqi 
citizens have lost trust in their governments. Figure 9 shows the level of trust Iraqi citizens have in their 
administration. It shows that citizens trust the Kurdish Regional Government and the Iraqi army more than 
Iraq’s main government.

Unlike Saudi Arabia and other rich nations under the MENA that compensate for the lack of 
accountability by providing basic services to their populations, the Iraqi government forfeits both 
activities. Foreign investors always intend to venture into the nation to change such policies and ensure that 
important information like the budget is conveyed to the public. Studies show that the Iraqi government 
does not give adequate and sufficient information about the budget, and citizens do not get to participate 
in budget-making. The entire media fraternity in the country has limited rights to information, and some 
of the journalists are threatened if they try releasing any information involving key government figures. 
For this reason, civil society organizations in Iraq combine with international organizations to meet the 
citizens’ humanitarian needs and improve public service [Iraq O. C. H. A., 2020]. They operate in the urban 
shanties and rural areas where the state’s influence is minimal, or in war- stricken areas, where information 
and public service has been curtailed. Figure 10 indicates the levels of voice and accountability in the Iraqi 
region. Iraq curtails the information flow more than its oil-rich neighbors, necessitating international 
assistance to institute policies that increase access to information and independence of the media.

International institutions work with Iraq in attempts to enhance peace in the country, achieve economic 
stability and attain effective regional cooperation. The United Nation’s Security Council made Iraq’s 
security its obligation, forming a 5-year agreement in 2006 for this objective. Many of these partnerships 
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have arisen when Iraq has been affected by increased violence, terrorism, and political instability, which 
increase fear and tension all over. In the aforementioned sections, the article highlights that one of the 
main objectives of foreign investors and aiders is to restore peace by providing military assistance. These 
efforts have been rendered futile in the recent years since violence and chaos continue to exist, despite the 
presence of international military troops.

The international military has managed to control the situation in some regions but has failed in 
others. The main reason behind this is the presence of groups like the ISIS, who want to eliminate Western 
countries from their territories. These extremist groups highlight that international troops corrupt the 
country’s culture and are only interested in the oil reserves. Many leaders from the United States have 
proven this fact by indicating that the war in Iraq was not to counter terrorism but to control the oil sector4. 
Researchers have established that Iraqi citizens want foreign forces to withdraw and allow the country to 
solve its issues [Bennett, 2012, p.25]. Although reconstruction efforts are ongoing, the frequent insurgencies 
in the country make it challenging for international organizations to improve infrastructure and the oil 
sector. The high insecurity levels hinder organizations like the Red Crescent from offering humanitarian aid 
from within the country, and instead operate from neighboring Jordan. The country continues to register 
internally displaced individuals, and poverty levels are still high.

Out of the 4 million estimated beneficiaries of humanitarian aid in Iraq, only 0.6 million have benefitted 
from these programs up to June 2021. Since ISIS activities in the nation have reduced, the primary reasons 
why the country continues depending on foreign aid are poor governance and political instability. A 
study conducted in the northern and central regions of the country, where much humanitarian assistance 
is needed, indicates that out of the 71% of individuals requiring humanitarian aid, only 18% received it 
[Stoddard et al., 2017].

Citizens highlight that the government hinders assistance from reaching those who need it through 
instituting restrictions. International aiders like the UN agencies maintain a low profile, fearing acts of 
violence against them. This fact contributes to the decline in humanitarian assistance in poor regions in 

4  In 2007, John Abizaid, who was the head of military operations in Iraq at the time publicly declared that the war in Iraq was 
all about oil. See https://edition.cnn.com/2013/03/19/opinion/iraq-war-oil-juhasz/index.html (accessed: 25.10.2021).
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Iraq. Although humanitarian efforts in some regions are ineffective, the decline in war led by the ISIS has 
enabled about 4.5 million IDPs to return to their homes. Table 2 shows the profile of people returning to 
their homes from 2016 to 2019.

Organizations like USAID contribute to Iraq’s foreign assistance by decreasing poverty and increasing 
economic operations in the private sector. The organization received about USD 21 million from the MENA 
Investment Initiative to build businesses, encourage capital investment and increase profitability. The 
initiative targets small and medium enterprises, providing them with opportunities to grow their business 
and obtain substantial revenue. Foreign investment in the private sector has been effective since livelihoods 
of people have improved, despite the ethnic and religious differences. Much work needs to be done in Iraq 
to ensure that it is stable on its own and that citizen’s access the necessary amenities.

7  Findings and conclusions
Foreign aid is an important aspect for any country that has slow economic development or has met with 
unfortunate circumstances. Rich countries donate to poorer nations or those that have been affected by 
various factors like war, to facilitate them in rebuilding their economy and  the military. Foreign assistance 
is important for Iraq for reconstruction purposes that further  develop and improve infrastructure required 
in oil trade. Iraq is well-endowed with oil, being one of the largest oil-rich nations in the world. Despite this 
fact, the country has faced increased set-backs that prevent it from exercising its full potential. Extremist 
groups and conflicts led by secretarian groups have had a toll on the nation, destroying its infrastructure  
and increasing its citizens’ poverty levels.

During the reconstruction era, large amounts of foreign aid were confiscated by the corrupt leaders of 
the Iraqi state, who divided it among themselves as an income source and to intensify their competition. 
The 2003 war led to a power shift in Iraq between the Sunni and Shia groups, and sectarian problems arose 
between the two groups. This tension led to an ethnic divide in the country which was subdued after the U.S 
agreed to pay Sunnis and their leaders in the Sunni Awakening program. MENA countries like Saudi Arabia 
and Kuwait offer bilateral aid to Iraq while being committed to their multilateral obligations. Saudi Arabia’s 
political and economic interventions in Iraq have capitalized and reinforced social trends in Iraq, including 
the developing anti-Iran ideologies and balancing regional connections [International Crisis Group, 2018].

Numerous developing nations offer foreign aid to less stable countries to develop their social and 
economic statuses. This aid emanates from bilateral and multilateral sources and the conditions are 
distinct depending on the agreement between the recipient and the donors. Iraq has been one of the states 
that have received increased amounts of foreign aid. Foreign aid has been linked to ethnical wars in the 
country. Since the U.S - Iraq war in 2003, Iraq has been one of the largest recipients of foreign aid from 
the United States, providing the country with money for economic and social development. For instance, 
Iraq has received about $29 billion from the United States after the 2003 wars, and was still among the top 
beneficiaries in 2010 [Mousseau, 2021]

The effectiveness of foreign aid in any nation depends on how the assistance changes or improves 
people’s living standards. It is vital to evaluate whether the lives of poor people have been transformed 
based on the socioeconomic and developmental indicators. In this case, it is clear that foreign aid in Iraq has 

Table 2. Number and percentage of Iraqis returning to their homes during the post-war period, 2016 – 2019. 

Year Number of returnees (in million)  (%)

2016 1.37 48
2017 3.22 48
2018 4.17 48
2019 4.45 49

Source: Own elaboration based on the New Humanitarian; https://www.thenewhumanitarian.org/news/2019/07/22/iraq-
displacement-crisis-recovery, accessed in October 2021.
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slightly improved the people’s living standards. However, many people continue to live below the poverty 
line. Moreover, for a country to implement foreign aid, the donor nation has to provide resources to collect 
taxes from the nations’ populations. The donor country must also transfer the funds to the beneficiary 
nations for specific projects via development agencies. The implication of transferring these funds to donor 
countries is that administrative costs and corruption may reduce the amount of money reaching the people 
for development. As highlighted in the Discussion, Iraq’s leaders are corrupt; thus, they confiscate most 
of the money provided as foreign aid for personal use. Overdependence on foreign aid promotes civil wars 
as military groups struggle to gain control in their territories and of the economy. Additionally, countries 
become reluctant to improve their socioeconomic status themselves. The growing Iraqi population increases 
the overreliance on foreign aid in terms of healthcare, safety, food, sanitation, and water.

The devastating effects of war call for increased foreign assistance than any other country in the region. 
Iraq had leaders like Saddam Hussein who curtailed development by oppressing some society members. 
The presence of such leaders had led to increased conflicts between citizens and the government, affecting 
the country’s growth levels. Corruption and mortality levels are among the factors that call for increased 
aid compared to MENA countries. One of the roles of foreign investors is to ensure that the country’s 
policies change to allow for free flow of information. Iraq continues to lag behind in development due to 
the aforementioned factors. If the country does not develop initiatives to succeed by itself, it will continue 
relying heavily on foreign aid, which at times benefits the donor rather than the receiver.
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