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extended Unified Theory of Acceptance and

Use of Technology 2 (UTAUT2) model

Przeglad literatury wykorzystujacej klasyczng i rozszerzong jednolitg teorig
akceptacji i uzycia technologii 2 (UTAUT2)

UTAUT?2 is a model that explains why technology is
adopted by the users. It integrates eight most important
technology acceptance models that were proposed in the
past. The aim of this article is to answer the question "why
people use technology?' by summarizing seven years of
research based on classic and extended UTAUT2 since the
model was formulated in 2012. This paper consist of three
main parts. The first part is devoted to presentation of
different technology acceptance theories / models
including presentation of the three different types of
UTAUT2 based research. Second part is regarding
methodology of the literature review. Third part consists
discussion (including limitations and further research
ideas). Table summarizing 25 UTAUT2 studies is added as
attachment.
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UTAUT?2 to teoria, ktora wyjaénia, dlaczego dana technologia
jest akceptowana i wykorzystywana przez uzytkownikéw. In-
tegruje osiem najwazniejszych modeli akceptacji technologii,
ktére zostaly zaproponowane w przeszlosci. Celem tego arty-
kulu jest odpowiedz na pytanie: Dlaczego ludzie uzywaja
technologii? Cel ten zostal osiagniety przez podsumowanie
siedmiu lat badan opartych na klasycznej i rozszerzonej teo-
rii UTAUT2. Artykul sklada sie z trzech gléwnych czeSci.
Pierwsza czeé¢ jest poswiecona prezentacji réznych teorii/
modeli akceptacji technologii, w tym prezentacji trzech roz-
nych typow badan opartych na UTAUT2. Druga czes¢ doty-
czy metodologii przegladu literatury. Trzecia cze$¢ obejmuje
dyskusje (w tym ograniczenia i dalsze pomysly badawcze).
Tablica podsumowujaca 25 badan opartych na UTAUTZ2 zo-
stala dodana jako zatacznik.

Stowa kluczowe
UTAUT2, jednolita teoria akceptacii i uzycia technologii 2, teorie
akceptaciji technologii, przeglad literatury

JEL: D11, 014

Introduction

Over the last two decades technology acceptance
has become one of the most discussed topics in the
modern organizations (Tamilmani, Rana, &
Dwivedi, 2017). There is a growing demand for
understanding why users are adopting various
systems, machines and devices both in consumer
and work context, as it leads to increase in product

sales and job efficiency. Such behavior in scientific
literature is explained with the usage of technology
acceptance theories / models. There are multiple
literature review papers dedicated to various
theories for example TAM (Technology Acceptance
Model; Yousafzai, Foxall, & Pallister, 2007) and
UTAUT (Unified Theory of Acceptance and Use of
Technology; Taiwo & Downe, 2013), but there is
lack of similar articles for UTAUT2 model, which is
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one of the newest and the most efficient technology
acceptance models (Venkatesh, Thong, & Xu, 2012)

The aim of this article is to answer the question
"why people use technology" by filling this gap,
analyzing and comparing 25 UTAUT2 based
studies. The article structure consists review of
technology acceptance theories / models,
methodology and discussion with implications,
limitations and ideas for future research. As for
methodology of literature review descriptive review
method was chosen. Researchers may claim that
findings from this method represent the state of the
art in a particular domain (Pare & Kytsiou, 2017).

Technology acceptance
theories / models

For the purposes of this article technology
acceptance is defined as intention to use or use of
technology (Davis, 1986). Technology acceptance
theories "have been developed over the years and
resulted from the extension of each other"
(Momani & Jamous, 2017). Chronological graph
for their evolution is presented on Figure 1. Below
is the short summary of the most important
models proposed in those theories with definition
of variables they consist of.

The aim of Diffusion of Innovations Theory
(1962) is to explain how, why and at what pace
new ideas and technologies are spreading in
society. It was originally proposed by Everett
Rogers (1983) and then modified by Moore and
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Benbasat (1991)
acceptance context.

The Theory of Reasoned Action (1967) has
introduced the key concept that there is a direct
influence of Behavioral Intention on the Actual
Behavior, used in subsequent technology
acceptance theories. It was created as general
behavior theory, but was further adopted as
technology acceptance theory by many researchers
(Trojanowski & Kulak, 2016). Fishbein and Ajzen
(1975) proposed two exogenous variables in the
model that explains Behavioral Intention:
Attitudes Toward Behavior ("an individual's
positive or negative feelings about performing
target behavior") and Subjective Norms ("the
person's perception that most people who are
important to him, think he should or should not
perform the behavior in question").

The Model of Personal Computer Use (1979) was
designed as the answer for the technology
acceptance research stream based on the Theory of
Reasoned Action. It did not use the concept of crucial
influence of Behavioral Intention on Use Behavior.

Theory of Planned Behavior (1985) was an
extension of Theory of Reasoned Action. The aim
was to consider also mandatory situations (e.g. in
work). For this purpose Ajzen (1991) added variable
Perceived Behavioral Control ("The perceived ease
or difficulty of performing the behavior").

Social Cognitive Theory (1986) originally was
proposed by Bandura (1986). It explains human
behavior by modeling the interaction between the
personal factors, environment, and behavior. It
was later adjusted to computer use context by
Compeau AND Higgins (1995).

to adjust to technology

Figure 1. Chronological graph for the technology acceptance theories evolution
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Technology Acceptance Model (1986) is an
adaptation of the Theory of Reasoned Action to
the information systems context. Behavioral
Intention is a predictor of Use Behavior.
Davis (1986) proposed two antecedents
of Behavioral Intention: Perceived Usefulness
("The degree to which a person believes that using
a particular system would enhance his or her job
performance") and Perceived Ease of Use
("the degree to which a person believes that
using a particular system would be free from
effort").

Davis, Bagozzi, and Warshaw (1992) formulated
Motivational Model (1992) to find out why people
use computer at work. Researchers studied two
aspects — usefulness and enjoyment (extrinsic
and intrinsic motivation).

A Combined Theory of Planned Behavior /
Technology Acceptance Model (1995) was
proposed by Taylor and Todd (1995). They added
two variables from Theory of Planned Behavior:
Subjective Norms and Perceived Behavioral
Control into Technology Acceptance Model. It was
done to explain behavior of both experienced and
inexperienced technology users.

Unified Theory of Acceptance and Use of
Technology (2003) was proposed because
researchers in the field of technology acceptance
were "confronted with a choice among a multitude
of models and find that they must 'pick and choose'
constructs across the models, or choose a 'favored
model' and largely ignore the contributions from
alternative models".

Behavioral Intention and Use Behavior in this
model are explained by: Performance Expectancy
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("The degree to which the user expects that using
the system will help him or her attain gains in job
performance"), Effort Expectancy ("The degree of
ease associated with the use of the system"),
Social Influence ("The degree to which an
individual perceives that important others
believe that he or she should use the new
system") and Facilitating Conditions ("The
degree to which an individual believes that an
organizational and technical infrastructure
exists to support use of the system"). The
relationships in the model are moderated by four
variables: age, gender, experience in technology
use and voluntariness.

Unified Theory of Acceptance and Use of
Technology 2 (2012) was proposed to adjust
UTAUT theory to consumer context. Therefore
three new variables were added to the model:
Hedonic Motivation ("The fun or pleasure derived
from using a technology"), Price Value ("The
consumers' cognitive trade-off between the
perceived benefits and the monetary cost of
behavior") and Habit ("The extent to which people
tend to perform behaviors automatically because of
learning"). The relationships in the model are
moderated by three variables: age, gender and
experience in technology use.

Venkatesh, Thong, and Xu (2012) underlines
that there are three different types of research
based on the UTAUT model, which is the case also
for the UTAUT2 model:
® Research using classic UTAUT2 model, where

there are exactly the same exogenous variables

used as in the original study with no additional

exogenous variables (Figure 2).

Figure 2. Graphical scheme for research based on the classic UTAUT2 model
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e Research using part of the UTAUT2 model,
where only part of exogenous variables from
the original study are used (Figure 3).

Research using extended UTAUT2 model,
where there are exactly the same exogenous
variables used as in the original study and also
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some new exogenous variables are proposed

(Figure 4).

In this article only classic and extended types
were analyzed, as they are the only types that
include all 7 exogenous variables proposed in the
original UTAUT2 article.

Figure 3. Graphical scheme for research based on the partial UTAUT2 model
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Figure 4. Graphical scheme for research based on the extended UTAUT2 model
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Methodology

There are couple of literature review methods
of analysis to choose from including narrative
review, descriptive review, mapping review,
scooping review, aggregative review, realist review
and critical review. Descriptive review was used as
methodology for this literature review. It allows
finding of interpretable patterns or trends. In this
method researchers "extract from each study
certain characteristics of interest, such as
publication year, research methods, data
collection techniques, and direction or strength of
research outcomes (e.g., positive, negative, or non-
-significant) in the form of frequency analysis to
produce quantitative results" (Pare & Kytsiou,
2017). Some researchers have concerns that this
method may not be as powerful as meta-analytic
review and is limited in predictive and explanatory
power (Sylvester, Tate, & Johnstone, 2013). The
biggest benefit of this method is that researchers
can "identify any interpretable trends or draw
overall conclusions about the merits of existing
conceptualizations, propositions, methods or
findings" (Pare & Kytsiou, 2017).

To be included in this literature review,
research had to meet the following conditions:
® presence in the Scopus database,

e available for cost-free download for members of
University of Warsaw,

at least 3 citations,

empirical study with presented results,
published in English,

based on the UTAUT2 model and includes all 7
exogenous variables of Behavioral Intention
proposed by Venkatesh (2012).

If there were no aggregated results presented in
the study, research results were presented for the
group with more respondents. As in only 64% of
articles Use Behavior variable was included,
articles with Behavioral Intention as the only
endogenous variable are still considered UTAUT2
based. The same applies for articles without
moderators and with different modelling of
relationships. The only criteria to be regarded as
UTAUT2 based were inclusion of UTAUT2
exogenous variables and explicit information by
the authors that their model is created based on
the UTAUTZ2 model.

Discussion and implications

The aim of this literature review to answer the
question "why people use technology?" by
summarizing research on classic and extended
UTAUT?2 has been achieved. The most important
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factors influencing technology acceptance with
recommendations for academics and commercial
organizations have been presented below. The full
table with the results (including significant and
insignificant variables, methods, citations) can be
found in the attachment. Technology acceptance
topic is more and more popular among both
scientists and business people. UTAUT2 model is
no different with increase from 4 articles present
in Scopus database in 2012 to 61 articles in 2018
(1525% growth). However there is a lack of
complex literature review articles devoted mainly
to this model, similar to the ones for earlier
models, such as UTAUT (Taiwo & Downe, 2013)
or TAM (Yousafzai, Foxall, & Pallister, 2007).
Yousafzai et al. (2007), Tamilmani, Rana, and
Dwivedi (2017) proposed only a systematic review
of citations of UTAUT2 article and its usage
trends. This article fills this gap with 25 different
classic and extended UTAUT2 based studies
analyzed. This allowed comparison and drawing
useful conclusions for both academic and
business.

UTAUT2 studies included in this literature
review were conducted in many different contexts.
Out of 25 articles the most popular topic was
learning (including online and mobile learning)
with 8 articles (32%). This means that classic and
extended UTAUT2 model is probably mostly used
by teachers, who would like to improve their
teaching efficiency by understanding behavior of
their students. However these results might be
used by providers of the online learning platforms
selling different courses, such as Udemy, Coursera
or Lynda (part of LinkedIn group). The topic with
the second most articles was banking and
payments (including online banking and mobile
payments) with 6 articles (24%). This was
expected, as this sector is growing, innovative (new
mobile apps and solutions for banks, NFC
payments with vast arrays of devices e.g.
smartphones, tablets, smartwatches or even
different wearable devices such as clothes).
Conclusions from studies in this area can be
utilized mainly by banking institutions and
retailers. No other topic was included in more than
15% of analyzed articles, only shopping (12%),
mobile and on-line health (8%) and social media
(8%) contexts exceeded 5% threshold.

In the original UTAUT2 model there are
2 endogenous variables — Behavioral Intention and
Use Behavior. Due to the fact that Use Behavior
may be hard to measure, only 64% of analyzed
articles included Use Behavior endogenous
variable. Although it is important limitation of
those studies, it should be noted that Behavioral
Intention is usually very good predictor of Use
Behavior (Venkatesh, et al., 2003). R2 value for
Behavioral Intention for analyzed articles is within
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range from 46% to 86% with the average of 66% and
the median of 65%. The lowest R? value for Use
Behavior is 32% and the highest is 78% with the
average of 56% and the median of 59%. Both R2
values for Behavioral Intention and Use Behavior
are very high and in most cases should be assessed
as moderate or substantial (Wong, 2013). Although
these research wuse different methodologies,
contexts, respondents group and it is not possible to
directly compare them, it proves that the UTAUT2
model is very efficient and may be used with
success in many different areas of research and in
business organizations.

Performance Expectancy turned out to be
significant in 24 out of 25 cases (96 percent), also
it was the strongest predictor of Behavioral
Intention in 32% of articles (8 cases). These
results makes this variable almost mandatory to
use in majority of contexts when constructing
model that is based on the UTAUT2. It also
confirms that for the most people utilitarian
aspects are the most important factors when it
comes to adoption of technology. Business
managers should ensure that their technology is
efficient, free of damage, help to save time and is
perceived that way by the consumers.

Effort Expectancy was statistically significant
only a little above half of the times it was used
(13/25). It never had the greatest influence on
Intention. Researchers should consider whether
to add this variable to UTAUT2 based model. It
should be done only if technology is hard to learn
or has a steep learning curve. This variable is
also more important for elderly. Recommen-
dation for the business is not to underline ease of
use in marketing communication if the product is
not complicated for the target group, for example
mobile phones for customers under 35 years old.

Neither of Social Influence, Facilitating
Conditions and Price Value variables were
statistically significant predictors of Behavioral
Intention in more than 60% of analyzed cases.
Therefore these variables should be approached by
researchers with caution and only included if they
were significant in similar research context.

Hedonic Motivation was significant in 84% of
cases. It was the most important antecedent of
Behavioral Intention 7 times (28%). Researchers
may consider adding this variable to UTAUT2
based model mainly in consumer context, as in
mandatory context (e.g. usage in work context), it
may often be insignificant. Especially this variable
should be strong predictor in the online and
mobile shopping context (Chopdar, et al., 2018), as
for large part of people buying with the usage of
Internet is associated with fun and pleasure. For
this reason traditional retailers may be interested
in incorporating innovative technologies inside
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their shops that provide interaction with the
customers (e.g. beacon technologies allowing
communication with mobile phone users).

Habit was also very important variable,
statistically significant in 22 out of 23 cases (96%),
and percentage-wise it has the best ratio of being
the strongest predictor of Behavioral Intention
(8 times, 35%). It should always be included when
the research is regarding technology that can be
used in repeatable way.

As for Use Behavior, the most important
predictor is by far the Behavioral Intention. It was
used in 100% of analyzed studies (16/16), and in
88% cases (14/16) it had the strongest influence on
usage. This confirms the observation regarding
this relationship first proposed in Theory of
Reasoned Action (Fishbein & Ajzen, 1975) that
was incorporated in many subsequent technology
acceptance models, such as Theory of Planned
Behavior (Ajzen, 1991) or Technology Acceptance
Model (Davis, 1986).

Analyzed UTAUT2 based models were extended
with 16 different variables, mainly connected with
the context of the research (for example
Washability in the context of adoption of smart
interactive textiles in home), and not applicable to
the other studies. Due to that only 1 variable was
used in at least 3 cases — Perceived Risk.
Researchers should take into consideration aspects
connected with privacy where potential loss of
value (e.g. money) for the user can occur.

In 40% of all analyzed articles (10/25) there are no
moderating variables included. This is very important
problem as "groups of respondents are likely to
diverge significantly from each other in terms of their
beliefs, values or their understanding of different
constructs; therefore, the value of path coefficients for
each group may be different. Failure to examine the
impact of heterogeneity may result in drawing
incorrect conclusions and formulating invalid
recommendations" (Trojanowski & Kulak, 2017).

Respondents from analyzed articles were students
in 37,5% (9/24) of cases, and non-students in 62,5%
of cases (15/24). This is promising information, as
there is a better chance that those results will be
used by commercial organizations. The smallest
sample size was 64 people, and the biggest one was
1360 people. The average was 373, median was 308
and standard deviation was 256. In majority of the
cases minimum sample size requirement suggested
by Wong (2013) was fulfilled. Researchers can
consider longitudinal studies with representative
respondents groups in the future.

Researchers in the UTAUT2 based articles from
this literature review used three data analysis
methods. PLS-SEM was the most popular with 64%
of cases (16/25). Partial Least Square is heavily
used in all technology acceptance studies, and with
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development of dedicated intuitive software such as
Smart PLS and Warp PLS, it probably will gain in
popularity. Second most popular method was
CB-SEM (5/25, 20%). Regression analysis (4/25,
16%) — mainly stepwise multiple regression was
used least often. Future studies can focus on other
methods of data analysis as well, for example
examining non-linear relationships and using
various big data techniques such as data mining
and text mining.

A couple of limitations were identified in this
literature review. Firstly, not all UTAUT2 articles
were analyzed. Only Scopus database was used.
There are articles that are not indexed in the
Scopus, therefore other databases (such as Google
Scholar) should be checked. This study includes
only research papers that are free of charge for
University of Warsaw students, paid articles
should also be included. Article had to have at least
3 citations to be part of the analysis, articles with
less citations also provide valuable insights and
should be considered in the future. In analyzed
articles different contexts, methods of analyzing
and collecting data were used. Therefore it must be
taken into consideration that studies are not
directly comparable and some error is connected
with this literature review. UTAUT2 is a young
model, quickly evolving, so this literature review
should be updated in the near future.
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Discussion and implications part of the article.

Ajzen, 1. (1991). The theory of planned behavior. Organizational Behavior and Human Decision Processes, 50(2), 179-211. https://doi.org/10.1016/0749-

5978(91)90020-t

Alalwan, A. A., Dwivedi, Y. K., & Rana, N. P. (2018). Examining factors influencing Jordanian customers' intentions and adoption of internet banking:
Extending UTAUT?2 with risk. Journal of Retailing and Consumer Services, 40, 125-138. https://doi.org/10.1016/].jretconser.2017.08.026

Ali, F. & Lim, C. L. (2015). Factors affecting acceptance & use of ReWIND: Validating the extended unified theory of acceptance and use of technology.
Interactive Technology and Smart Education, 12(3), 183-201. https://doi.org/10.1108/itse-02-2015-0001

Alj, F., Nair, P. K., & Hussain, K. (2016). An assessment of students' acceptance and usage of computer supported collaborative classrooms in hospitality
and tourism schools. Journal of Hospitality, Leisure,Sport & Tourism Education, 18, 51-60. https://doi.org/10.1016/j.jhlste.2016.03.002

Bagozzi, R. P. (1992). The self regulation of attitudes, intentions,and behavior. Social Psychology Quarterly, 55, 178-204. https://doi.org/10.2307/2786945

Bandura, A. (1986). Social Foundations of Thought and Action: A Social Cognitive Theory. Englewood Cliffs: Prentice-Hall.

https://doi.org/10.5465/amr.1987.4306538

Baptista, G. & Oliveira, T. (2015). Understanding mobile banking: The unified theory of acceptance and use of technology combined with cultural
moderators. Computers in Human Behavior, 50, 418-430. https://doi.org/10.1016/j.chb.2015.04.024
Baptista, G. & Oliveira, T. (2017). Why so serious? Gamification impact in the acceptance of mobile banking services. Internet Research, 27(1), 118-139.

https://doi.org/10.1108/intr-10-2015-0295

Brauner, P., van Heek, J., & Martina, Z. (2017). Age, Gender, and Technology Attitude as Factors for Acceptance of Smart Interactive Textiles in Home
Environments Towards a Smart Textile Technology Acceptance Model. Porto: ICT4AAWE. https://doi.org/10.5220/0006255600130024
Buettner, R. (2016). Getting a Job via Career-oriented Social Networking Sites: The Weakness of Ties. Kauai. Proceedings from: 49th Hawaii International

Conference on System Sciences. https://doi.org/10.1109/hicss.2016.272

Chong, A. Y.-L. & Ngai, E. T. (2013). What Influences Travelers' Adoption of a Location-based Social Media Service for Their Travel Planning? Jeju Island:

PACIS.

Chopdar, P. K., Korfiatis, N., Sivakumar, V., & Lytras, M. D. (2018). Mobile shopping apps adoption and perceived risks: A cross-country perspective

utilizing the Unified Theory of Acceptance and Use
https://doi.org/10.1016/j.chb.2018.04.017

of Technology. Computers in Human Behavior, 86,

109-128.

Compeau, D. R. & Higgins, C. A. (1995). Computer self-efficacy: Development of a measure and initial test. MIS Quarterly, 19(2), 189-211.

https://doi.org/10.2307/249688

Davis, F. (1986). A technology acceptance model for empiraically testing new end-user information systems: Theory and results (Unpublished doctoral

dissertation). Cambridge: MIT Sloan School of Management.

Davis, F. D., Bagozzi, R. P., & Warshaw, P. R. (1992). Extrinsic and intrinsic motivation to use computers in the workplace. Journal of Applied Social
Psychology, 22(14), 1111-1132. https://doi.org/10.1111/j.1559-1816.1992.tb00945.x

]\[arkcting 1 Rl\'nck/ ]ourmI of f\].n‘kcting and Market Studies, ISSN 1231-7853



t. XXVI, nr 7/2019 DOI 10.33226/1231-7853.2019.7.1

‘ Artykuty

[PPOUW ZLNV.LA 21Se[)
SUOTeI 77

sjuepuodsed g61

WHS-S'd

uonuLjuy

[elotaeyag pue
SuonIpU0)) SUIjey[oR]
usemjaq drysuorjerar
J10J JuedIuSIs

A[uo — Jepuay)

Kouejoadxy]
9OURULIOJIO ]

‘anfep 9ot g
OS] [e0TReTog

1qBH ‘WONRAIION JTUOPeH
‘suoryipuo)) Sureyroey
‘@ouenjuy Tewog ‘Kouejoedxyy
HOPH (%59=79)

UOTURIU] [EI0TABYRg

{JUSUIUTE}IOIUD JO
ULIOJ MU © :A [, O[IqOI

AL eriqow jo uondopy
(7102 ‘T2 %0 ‘Suop)

[opowt

GLOVLN Pepueixy
SUoTeIDd 87

SJuapISal
PUE SUezo YsLg $75

sIsATeue uoIssaISey

SJI0jeI9POW ON

UOIJBAT)OIA
OTUOPSY ‘OnfeA 8dLIJ
‘suoryipuoy) Sureyioe |
‘foue)oedxy J105H
TIOTJUaTU] [e201AETg

(-)3STY poAtedIeg

‘TopIA0I] UT ISNLT, ‘YqeH
‘foue)dadxy oouRULIONIdJ
‘@ouenJu] [B10S *(%8G=74)
TOTIUSTI] [BI0TATYag

sjuawiAed s[1qowr
Ayuarxoad jo uorydope
Jownsuod utio[dxyy

syuowded

ofiqowt DN jo uondopy
(GT0% “T¢ 10 ‘opers)

Apnys

ay) 03 Jorxd syjuowr

XIS 9} Surmp sejisqom
$70)[01} SUILITR JUSISJJIP

uorjejusLI() Suraeg
90L1] TOTABURY 3S)
UOTJBATJOJA] OTUOPOY]
‘eoueN[JuJ [B10S

Nqey

‘suonIpuo)) SuneyIoey
‘uoTyua)u] resorseyag
1(%:8G=74) TORTTog 951
UOI)eIUSLI()

Suraeg 901IJ ‘SUOTIIPUO))
Sunjejey ‘Kouejoedxy

19301} SUILIIE 9}ISCOM

Surseyoand
$701) SUILITR
auruo jo uorpdopy

[epout g 1,NV.LN 21SSe[) Pa7ISIA pey oym ‘foue)dedxry J105H QOUBULIONS] :(%58=7Y) | Jo @seydind sownsuod| (§107 ‘O[IfnL]-fefeare)
suorjejn 9¢ aqdoad ystuedg 09¢T NHS-d) SI0jel8po ON “TOT{URYU] [eT0TARYRY UOTJUSU] [eI0rAeyoq Jo s10ALIp SUIUQ| % ZoNIMPOY-T8qOIS)
Juedyrusis jou JIqeH ‘SuoIIpuo))
sem Ayurmosepy AuQ Surjenqoe] ‘uorpuejuy
“90UBISI(] [BI01ABYR] :(%6G=7Y) $107eIOpOW
Jamo  ‘ATuTnosepy ane oL ToTARYag 95[] [EINI[MD YIIM POUIQUIOD
"UOLEIUILIO Wiid) BUOT ‘suoryIpuoy) Surjein[ioe, IqeH ‘UOIJBAI}O £3ojouyoe) Jo esn pue| anbrqurezoyy ur Suryue
‘90UEPIOAE AJUTEIOOU) IIpUOy) SUIe[e] Jiqey UOIBATIO [outds) J 3 Iq N UT sunjueq
‘wsEnpIATpU] ‘gouenjuy [B100g oropay ‘Kouejoedxyy aouejdesoe Jo A1091[) aiqow jo uorpdopy
[epou gLV 91SSe) SIOST JoUIS)UT ‘opaJsyof] wouy pagdepe ‘Koureypadxry 1101 SUBULIONIS *(%69=7) paymun oy, :Sursueq (8108
SUOIIBII 96 | SIqOU UBIIqUIBZOI 5GG WHS-STd SI07eIopOW [eIni[my) TUOTJUSIUT [BI0TABYoq TOTJUSTUT [BIOTABYSE | - S[IqOW Surpue)sIopuy) ‘eIBAT[Q) 7 BISTIdERY)
ad£, / suoryeyr) o[dures juspuodssy | poyjow sisAfeuy S10je.IopoOIN So[qeLeA JueoyTusisuy |  S9[qeLreA JueoyTudig I[N IITY JxJU0)) / edy | Ioymy

suojjeidepe z1NvLN judJayip Jo uosuedwos) - ajqel

]\Iarkcring 1 Rynck/ Journal of-f\larkcting and Market Studies, I



Artykuty @

t. XXVI, nr 7/2019 DOI 10.33226/1231-7853.2019.7.1

drysuoryerax

SuoOHIpU0)) SUIjel[oR]
:TOTARUR{ 95
SSOUSATJRAOUU]

‘anfep 9oL g

SSOUSAIJRAOUU] ‘UOTIUSIUT
[elo1aeyag YIqRH
(%¥L=7¥) TOTABYST 951
J1qeH ‘UOTyeAIIOy
JIUOPAY ‘edusn[juJ [BIO0S

SSQUAAIJRAOUU]
JOWINSUOY) JO A0Y A,

Surndwod pnop

[epour WeuSIA auIOs J10J JueoyIudis | ‘suoryipuo)) Surelre,] ‘Kouejoedxy] 90UBULIOLISJ :durndwro) pnop) uo uo paseq Surures|-o
LNV pepusixy Ul SI9SN SUTULIRS[-0 — ooueLIadxy] ‘Koueyoadxy 110§ (%0L=74) peseq Surures -9 Jo Jo uondopy
suoneo LT Peseq-pnop ggg INAS-F0 | uowyeonpy ‘aspusy) ‘e3y TUOTUSTU] [BI0TARYSY UOTJUS}U] [BI0TABYRg os) pue eoueydeddy| (5105 “Te 90 ‘UeAnSN)
JiqeY ‘onfep [PPOIN GLAVLA 9%
sdiysuorjeppa | suonipuo)) Surjejoe | 99LLJ ‘UOIJRATJO] OTUOPaY [ yim sddy sseuji] pue
sdde sseujiy pue Kue 10§ JueoTjTUSIS ‘@ouenfju] [ewog |‘Aoue)dadxy 90URULIONDJ yI[eeH jo uorydests g sdde aqiqout
Ppouw ZI,NV.IN 21SSe[) |  Y3[esy pesn aAey oym j0u — 9oueLIadXY] ‘Koueyoadxy 110§ (%89=7¥) | sI08() 100081 :sddy yJresy jo agesn)
SuomeId 6T | VS[] WOl sjuepnis L1 NHS-d) pue a8y ‘1opusy) THOTUSTU] [BI0TARYSY ToTuejuT [eT0TAEYa] | yareeH A Swis( desy] (108 “Te 90 ‘ueng)
JueoUSIS UOTIUR)U] [eI0IARYDYg
B0UBPIOAR KJUTE}I00U() SuOIpu0) SUNENE]
PUBWSIAIOR[[0) “?\eomnmﬁv JOTABYR{ 9S[]
/ WSTeNpIATpU] £yumoag
A[uo — soue)sy(] omoJ paAtedIsd ‘NqeH ‘enfeA
‘fyrururuae f / A)urmosey 90LIJ ‘UOTJRATIOT\ ITUOPST] SI0JBISPOIN
‘wio) yaoyg /Suoy | HAPH OREDT RN | suompuoy Sugenpoeg | [emym) gis ZLAVIA
[epour ‘9ouepIOAR A)uTR)Ieou ) 90ULN[JU] [BI00S ‘fouejoadxy eoueuLojied | :Anuno)) Surdofeas(] ue)syed ur uorpdope
LNV papusixy ue)sn{eq ‘WISTATJO9][0)) ‘Koueyoadxy 110§ (%8%=74) ur uorydopy Suryueg Surqueq suruQ
suoneId (g woay syuspuodsey WHS-STd / WSTeNpPIATpU] “UOT{URTU] [eI0TARYRE TOTIUSjUT [eI0TABYAY | ouluQ) Surpuejsiopun) (LT0g “Te 0 ‘uetyy)
uorjuduy
[e101A€YRY YIqEH
suorIpuo)) SureioR] (%6€=74) ToTABYR{ 3S[]
HOTRETRT 3571 JqeH ‘onfeA
UOIJRAIJOT\ OTUOPOY 9oL ‘Aouejoadxy 110§ A19p(e Aq uorpdope
drysuorjerar | ‘suoryipuo)) Surjejoeg ‘fouejoadxy] eouruLIO)ed | LNV Jo uoneorddy Sunyueq jeutejuy
[epou ZI,NVIL 91SSe[) pIo sreaf Kue 10§ JueoTjTUSIS ‘@ouenfjuy [0S (%29=74) uy :suryueg (GT0%
suoTyeID 17 |GG 1940 sjuspuodsar GTH WAS-S'1d J0U — Jopuay) TOTJUS}U] [BI0IARYag TOTJUSTU] [eI0TABYaY jeuIeju] pue AJIep[| “Te 19 ‘SeUaIy-UBR)IRL))

Marketing i Rynek/ Journal of Marketing and Market Studies, I



t. XXVI, nr 7/2019 DOI 10.33226/1231-7853.2019.7.1

‘ Artykuty

vIsAR[RI

uorjuau]
[edo1ARYaq ‘SUOIIIPUO))
Suneyoey ‘NqeH
{(%¥L=7) TORETog 3S[]
NqEH

‘anfeA 90LIJ ‘UOT)RATIOTN
OTUOPAY] ‘SUOTYIPUO))
urjejnoe, ‘eousnpjup

[ewog ‘Aouejoedxy JI0H
‘foue)0adxy 90UBULIONIDJ

A3o[ouyos) Jo 8sn pue
aoue)deooe Jo 100y}
payIun papue)xe oY}
SuyepireA ‘ANIMPY

ANIMPY
wo)sAs aanjded

[opout ZLAV.LN 91SSe[) ur £}IsIeAtu) J0[Ae], Se[qeLreA (%0L=1) Jo asn 23 eouydedoe 0an309 jo uonydopy
SUOTIE)O T woIj SHUspnIs 868 WHS-S'Td SI07e.I8pow ON Jueoyusisur oN TOTURjU] [eJOTABYog Sunoajye s100e ] (§10g ‘WIT B V)
uonjuajuy
[ero1aRYaq YqEH
SUOTIPUO)) SUTPRIoe,| (%8L=7Y9) ToTACYSY 35[]
HOTACHog 387) NRH ‘UORANON weugeIp
sdiysuoryepx an[eA 9L J( OTUOPIY ‘eousnyju] [0S ur urnduioy) pnory
Surures[-o QWIS 10] JUBILTUSIIS ‘foueyoedxry 1101 ‘Kouejoadxy] 90UBULIOLISJ Uo poseq SUIUIEdT-0|  WEBUSIA UL SUTUIES[-D
[epow ZI,NV.LI 21SSe[) 9ST 0} PUSUI IO posn [Te — @ousLIadxy] | ‘suonIpuo)) Surjeji[eg (%09=74) ‘wa)s£g UOIYBULIOU] | Paseq pnop jo uondopy
SUOIIRID H1 oym sjuspuodsed ggg INAS-9D | ‘uorpeonpy ‘Iepusy) ‘9dy ‘TOTJUeTU] [BI0TABYegq TOTJUBTu] [eI0TABTRg | JO 9s() pue dueidsdoy|  (F10g “Te 90 ‘UsknsN)
UOIJRATJOJA] OTUOPSY]
‘Kouejoadxy] 90UBULIOLISJ
‘Niqey ‘suonipuo)
Suneyoed (%e8=z4)
TOTJUa}U] [eI0TABYey
uorjualuJ [eroiaeyayg
‘(-)830B3U0)) JO JoqUINN
Ayisuapu] oBeS() | :(9g=) SS30NS WO qOF
55990MS 1OJJ0 qor uorjualuJ [eroiseyayg
onfeA | (%9g=g¥) ANSUSIU] o3eS] SeL], JO Sseuyeap [oaeeg qop J10J
[epow sdrysuorjeaa |  @oL1g ‘@dusnfjuy [BI0S Ayisuoquy ofesp) | PUL 'SP SunjiomjoN | se9Ig SuryiomiaN [e100g
LNV pepueixy auIos 10] JueoyTudIs ay ‘Louejoadxy 110§ (%g9=7Y) | TBIOS POIUSLIO-I93TE]) | PAJUSLIO-I3RIEY) JO adesn
Suore)o 97| sjuspuodsal suIUO £7G INAS-STd | Auo — 83y pue 1epuay) THOTUSTU] [eI0TARYRY SJOETU0D JO BqUMN ©lA qop © Surpen (910g ‘10utjeng)
adL], / suonpeir) o[dures Jjuspuodsey | poyjou sISA[eUY SI0YRISPOTA Sa[qeLIeA Juedjrudisu | So[qeLreA jueoyrusis 3N oSNNIy 1X9Ju0)) / Xeax / IoyIny

(juoo) suoneidepe gi1Nv.LN Jualopip jo uosuedwon ‘| s|qel

]\Iarkcring 1 Rynck/ Journal of-f\larkcting and Market Studies, I



Artykuty @

t. XXVI, nr 7/2019 DOI 10.33226/1231-7853.2019.7.1

QB ‘UOHBAROJY dIUOPO]
‘suoppuo) Suneoe

‘@ousnyju] 810G | ZINV.IN Sursn ea1oy] BAI0Y]
Kouejoadxyy ‘foue)oadxy eouBULIOjIdd | Ul 9oue)deddy Sururesy yjnog ur uorpdope
[opou ZI,NV.IA d1sser) [NOAG UT SOTJISISATUN uorssaISal 1I0JJH ‘On[eA 901 (%97=749) | S[IQOIN JO SpUBUIULINIO( Surureay o[1qoIy
SUOIIR) § $ wody syuepngs gog | ordrnur esim-deg SI0JRISPOUL ON :TOT}ULSU [eI0TABog TOTJUSJU] [BIOTABTRYg a1} Surjednseau] (8107 “Te 70 ‘Suey])
SuonIpuoy)
Suneyoey ‘IqeH
‘UoIUAIU] [eroIARyag
(%8 =) TORBqag 3]
Kouejoedxr] 1I0JJH
‘foue)oedxry] 90URULIONIS]
‘anfeA 90LIJ ‘UOTYBATIOIN
OMUOPaH ‘(-)ySty pealedIad
(%¥9=79)
UOTURTU] [e0TAeRg
£ouejoadxy] 90UBULIOLIS ]
‘UoTYRATIOJ\ STUOPIH YU YA ZINVIO
(%BG=7Y9) oN[eA P Surpueyxy :Suryueq
UOTJBAIJOTA ATUOPSY] | }0uIejul Jo uorpdope pue
[epout ‘Kouejoodxy Ja0Jyif |  SUOIIUSIUI SISWOISND uepJIop ur Jurjueq
ZLNV.LN PapueIxy SIOWNSU0I 9oUSN[JU] [RII0S (%8G=g4)| UemuEpPIOL Surusnyjur Jeutejulr Jo uorpdopy
SuoryeIw g | Suryueq URIURPIOL QL NAS-S'1d SJI0}RI9POUL ON :TOTIURTU] [eI0TABYg oUejosdXy] SOURULIONO] 810308} SUIUIWEXY [  (RT0Z “T& 10 ‘UBM[E[Y)
JIqey ‘eousnjjuy
[ewog ‘Kouejoedxy 1101
‘Koue)oadxry] 90UBRULIONIS ]
(%¥L=79)
UOrUa)uY [BI0TABTY Kouejoadxy
Jo1ARYag Sutpesy 9OUBULIOLIOJ
§J9S[] ‘UOT)RULIOJU] 10} UOTJRULIOJU]
drysuorjeraa pejse) anfeA 9oL J[yoad SI3sn) [ewog Surjerodioouy
[opout Kue 10 JuedTTUSIS ‘UOTJBATIOJA] OTUOPIL] SI0MION [BIO0G S, 19S() | :SWISAG IOPUSUIOISY |  SUWAISAS JOPUSUI0I
GLOV.LA Pepusixy Ayisaaatun 10U — 9OUSLIBAXY | ‘SUON)IPUO)) SuleIIIoR ] (%88=79) [B120G U0 ZINVIN [eros jo uondopy
suonein gI | UBULIS)) JO SJUSPMIS 997 NHS-STd ‘Iepuay) ‘a3y “TOTUBYU] [eIOTABYRY Jo uongedrddy uy| (3707 “Ie 10 ‘UISISYIR(Q)

Marketing i Rynek/ Journal of Marketing and Market Studies, I



t. XXVI, nr 7/2019 DOI 10.33226/1231-7853.2019.7.1

‘ Artykuty

[epouwt
ZIOV.IN popueixy BUIY)) UI SIOWIO)STO Taordopy Tworpdopy | Jo uorjdope sis[aAeI) -uoryeoof jo uonpdopy
SUOIPEID J, [rew Surddoys (0g INAS-ST1d s0jesepou ON TOTeTION] MaTASY TOTJeTIOfU] MaTASY seouen[uUI JeyM | (8107 ‘TSN % Suoy))
YqeH ‘uonuju] [eIoIABYR
(%88=¢Y) TOTARYRT 9S[] ZLOVLN pesiael
JuBOYIUSIS UOTJRINDY qeH ‘UOTJRAT}OIN 97} JO UOTJRUTUIRXD
pue sousLIadxy OTUOPaY ‘SUOT)IPUOY) Teorrtduwe uy :sjmpe
AuQ ‘I01ARYDG Surjeqqoe] ‘@ousnfjuy Jap[o Aq £3o[0utoe)
os() 10y so[qenres |  SUOTHPUOD SUNBHIBL | (erog ‘Aouegoadxy 110555 UOIJBOTUNTIWIO) ordoad
ade Jo s1eek [013u09 se A[uo — ~IOTAETAY 3] ‘Koue)oadxry 9OUBULIONIDJ pue uorjeuriojur|  Jep[o Aq PUISIU] PuUB
[epow gI,NV.IN 2Isser) $6 PUB GG Usam)aq uoryeoNpy ‘9dusLiodxy anpeA L {(%LG=79)| 3o esn pue souejdeooe|  sepndurod jo uondopy
Suoryelo g S}Mpe 18p[0 8L INHS-STd ‘1opuey) o3y “TOTyURYU] [eI0TABYRg TOTJUBTU] TeI0TABYSE oY} Sunorpaig (LT0g ‘opadely)
suoryipuoy) Surjeyoe]
‘uonueju] [elorseyeq ‘YIqeH
(%99=74) TotAeyaq 5[]
joedwy uoneoyIUrey) ‘HqeH
‘anfeA 99L1d ‘(-) UOTBATIOT
OIUOpa ‘sousnyjuy [1zeag
[e1o0g ‘Aouejoadxyy 410 | SedIAISS SuTuRq S[IqOU Ul SedIATes Suryueq
[epow sdrysuorjerpa ‘fouejoadxy] edURULIOJISJ Jo aouejdedoe ap) a[iqour Jo uorydopy
GLAVLI] Popueixy [1zelg JSOUI J10J JULDIUSIS [ SUONIPUO]) SUle)IIoey {(%6L=74) | W joedur uoreOyIUIEY) (L1038
SUOTYRYD g  UI SIOW0ISTD URq 97¢ WAS-STd — Jdepuep) ‘e8y |  TOTUSIU] [e0TARYRG TOTYURTU] [BI0TABYRG (snores os AYM | ‘eameAT[Q % eysideq)
suoryipuoy) Surjeyoe]
“Jqe] ‘UOnuUNU] [eI0TABYRg
(%1 =) TORBGEg 3]
J10BH oN[eA S[00[2s
90LIJ ‘UOTJRATIOIN JTUOPIY | WSLINO] pue A)rejidsoy
‘suoryipuoy) Suryejoe] Ul SWO0O0ISSE])
‘gouanyyuy Terog ‘Aouejoadxy | eArjeIoqe[[0d pejtoddns Surures|
1055 ‘Kouejoadxy | degnduwiod Jo edesn pue| aaryeIoqe[jod pajioddns
[epouwt ZLNV.LN 91SSe) Se[qeLIRA BOUBULIONO]:(%89=74) soue)deooe sjuepnis|  1eyndumrod jo uorydopy
Suoryelo g SYUSPNIS 255 INHS-STd SI0jelepowt ON JuedLIUSISUT ON TOTJUBTU TeI0TABYSE JO Juowissasse Uy (9708 “T2 %0 ‘MV)
adA£j, / suonyen) odures Jjuspuodsay | poyjow SIsA[euy SI0)RISPOIA so[qeLreA jueoyrudisuf [  so[qeLreA yuedrusIs aN) I[Ny 1X3)U0)) / IB3Y / oYy

(uo2) suoneidepe zINV.LN dJop o uosiredwon *| d|qeL

]\Iarkcring 1 Rynck/ Journal of-f\larkcting and Market Studies, I



Artykuty @

t. XXVI, nr 7/2019 DOI 10.33226/1231-7853.2019.7.1

[opowt

GLNVLN Popusixy
suoeI 9

VS pue Jejed) wo.j
SJuLpN)S AJISILAIUN /08

INHS-d)

SI0JRI9POL ON

anpeA 9L

‘suoryipuoy) Sureiioe
{TOT)UaT] [eI0TATTg
“Iejed)

anfep

90LIJ ‘@IUSN[JU] [B10S
‘Louejoadxy 11055
TONRTI [eT0TReqog
vsin

SNy,
‘YIqeH ‘UOITBATION OTUOPSH
‘eouenfju Teog ‘Kouejoadxyy
11039 ‘Aoue)dedxyy
BOUBULIONDJ:(%89=7Y)
UOTJUSIU] [eIorAeyoq

1Ie)Rd)

Isnuy,

“JIqEH ‘UOTJRAIJOA JTUOPAH]
‘suonyipuoy) Suryeyoey
‘foue)0adxy 90UBULIONIDJ
((%89=74)

TOTjURIU] [eI0TART g

‘'vsi

Tejed) pue yg[) 10§
Aoyeredes pajuesard sjmsey

(BLAVIN)

¢ £3ofoutoa,

Jo 8s) pue soue}dedoy
Jo Lroay, payrun

a1} SuIpuetxy ‘ySN
pue JIejed) ur swe)sLs
Sururesr-a jo uorpdope
a1} SurjoejJe s10908,]

ven

puE Iejed) Ul SWalsAs
Surwres-e jo uorpdopy
(L108

‘Turyre], 3 USEN-TH)

uorjdopy uoIjeuLIOJu]
MOTARY ‘ousLIadxy]
JoUISIU] SIGOI
TSI [e0TReTog
SSOUI[OUIL], MOIAY
‘£UaISISUO)) MATAY

9ousLIodXy 19UIOIU]
9[IqOTY ‘(-) J1qBH ‘SuonIpuo)
Suneyoe] ‘wonuaUY
[exoraeyag ‘uonpdopy
UOTJRULIOJU] MAIAY
{(%8=¢) TOREGIg 37]
1qEH

an[eA NLIJ ‘UOTJRATIOIN
OTUOPOH ‘SUOT)IPUO))
Suneyimoe, ‘eousnyuy
[ewog ‘Kouejoadxy 1101
‘Kouejoadxy] 90UBULIOLISJ
(%Y9=79)

TOTIUSHUT TeTOTABTSY
SSOUpPapIS MOIASY]
‘SSOUIY)I0MISTLL ], TOMITADY
‘asT)I0dxXy] JoMAIASY
‘Guryey metaey YISusng
JUBWNZTY (%87 =7Y4)

Suruued pARL],
I8} 0] 80IAIOS BIPOWL
[e100S paseq-uoryedo| ©

Suruuerd [earI}I0]
BIPAUI [B1D0S Poseq-

Marketing i Rynek/ Journal of Marketing and Market Studies, I



t. XXVI, nr 7/2019 DOI 10.33226/1231-7853.2019.7.1

‘ Artykuty

suonIpuoH

Surpeyroe, “IqeH
‘SSOUOATIRAOUU] [BUOSIS]
‘uorjua)u] [eIoIARyLg
(%89=74) ToTARYR{ 3S[]
aN[eA 90LIJ ‘SSAUSAIJEAOUU]
[BUOSISJ ‘UOTJRATIOTN
OTUOpSH ‘YIqeH ‘SuOIpUo)
Suryeyoe,] ‘@ousnpjuy
[ewog ‘Kouejoadxy 11050

ZLOV.L Supusjxy
S9IPNJS SSaUISNQ

[opour | BISAR[B]\ UT SOI}ISISATUN ‘foue)dadxy 9oURULIONOJ 9AIINOLXA Ul (S)T) wa)sAs aanjdes
ZLOV.LN PepusIxy u31e40jJ G Jo sjuepn)s Sse[qeLIBA (%8G=74) | woegsAs armydes aInjod] aanjoe[ Jo uorydopy
SUOIIRIID ¢ | SSIUISN(Q SAIJNIVXD TRF WNHS-STd SI0JBISPOW ON JUROTUSISUL ON TOTJUS}U] [BI0IACY9Y | JO asn pue aour}dedoy (L10g “Te 1@ ‘boore)
Nqey aA1j0edsIe g
‘onfep 90LIJ ‘UoTyeAnoly | eouerldesoy ASofouyoa,
JTUOPOH ‘@dusnfju] [BI0S V- SJUSUWIUOIIAUY
sdrysuorje[aa| suonIpuo)) SUIRIR ] ‘Koue)oadxy] 90UBULIOJIS | SUIAIT PojSISSY JUAIqUIY uorjeorjdde
[epout g [,NV.LN 21SSe[) saeak uorssardax QWIS 0] JUBIIJTUSIS ‘Koueyoadxy 1103 (%89=79) urdurures, eaniuso)) aures jo uorgdopy

suomeId

78 09 9T woy aydoad 9

apdynu asm-deig

— Jopuey) ‘e8y

:ToTjURIU] [eIoTABYRY

TOTIISTUT eoTARag

J0J Seurex) SNOLIdg

(STOZ “Te 19 ‘PUBIIM)

[epour

BLAVLA PopUeixyg
suoneI g

BoIR
[eana wouj aydoad 3z1

uorssaidax
apdyynu asmm-de)g

sdrysuorjerax awos

10§ Juedyrudis — (Aream
-(29) pue AAABS-[d8))
Jaisnp A3o[ouyos,

Sse[qeLIeA
JueoyIudIsur oN

ASo[ouyos ], pIemo,
apnyy ‘Aouejdedxyy

201y “‘ANTIqeyse s

‘anfeA 9oL ‘SUOTIPUO))
[Bo1uyda ], ‘suonIpuo))
Suryenqoe,] ‘eousnyju] (L1008
‘fouejoedxy] 90UBULIOLISJ
‘enep druopsy ‘YqeH
(%98=29)

UOTURU] [EI0TARYRY

() 8V () *0=°reI)
Jopudy) {(%IT=74)
O[OUT09], PTBMO ], opIY

[PPOIN

aoue)deooy £Sojouyoay,
9[xa], JIBWS B

SPIBMO  SPUSTIUOIIAU]
SWIOY] UT SA[19Xa ],
8AIORISYU] JIBUWISJO
80ue)deoy 10] SI1030B,]
se apn3y A3o[ourda,
pue ‘Jepuser) ‘e3y

auIoy

UI SO[1)X8} SAIJORID)UL
qrews jo uorpdopy
(LT0g “Te 90 “Tounerq)

ad4y, / suoryey)

a[dures juspuodsay

poyou sishfeuy

SJI0YeIIPOIAI

So[qeLIeA JuedrjTusIsuy

so[qerTeA JueoyIusis

PN opP1IY

JX0)U0)) | JEAL / J0YMY

(u00) suoneidepe Z1NV.LN JualayIp Jo uosiedwo) °|. sjqeL

]\Iarkcring 1 Rynck/ Journal of-f\larkcting and Market Studies, I



Artykuty @

t. XXVI, nr 7/2019 DOI 10.33226/1231-7853.2019.7.1

JJI0M UMO SIoyIne 39JanNno g

SYSTY
£)1moag ‘sySTY LdeALI]
‘suoryipuo)) Sureyroey

TOTReag 351

qey

‘uoruajuy [eIoIAeyog
(%89=¢¥) TOIAEYRY BS[]
systy AoeAlid ‘enfep

LI ‘UOIJBATIOI\ ITUOPIH
‘suoryipuo)) Suneye]
‘Kouejoadxy] 1101

K3ofouypa,

Jo es() pue souejdesdy
Jo Lroay[, payrup

oy Surzin aarjoedsted

[epow sdrysuoryeraa sy[sty £)1Inoeg ‘fouejoadxry] eourULIOJIJ|  AIJUNOD-SSOID Y :SYSLI sdde Surddoys
ZLAVIN popusixy BIPU] PUB VS awios 10J Juedyrusis — | ‘eousnfjuy [ewog ‘Nqey {(%89=7Y)| Ppeawored pue uoydope aiqout jo uorpdopy
suomeld ¢ | wWoyy sjuspuodsa 99g WAS-STd | VSQ s BIpuf &juno) | TOTUBHU] [eI0TABYRY Tonu] erorAeyeg | - sdde Surddoys e[iqoy | (8103 “T8 3° “repdoy))
NqeH
‘uoTjuRIU] [eAOIARTIYg
(96 =) TOTRqRg 9571
as() Arepuodeg nqeH
‘SS900Y PAZLIOYINEU() ‘on[e/ 99U ‘(~) UOLBAIOI
“I0LIY ‘uonPa1[0) JTUOpAY] ‘euenyju]
‘suorypuo)) SurjeIIe] [e10g ‘Aouejoadxry 1105 stejrod
[epow -IOTARYRY 3] |<£puegoadxy) 90UBULIOND | SISA[EUE A1)UN0d-88010 © YHA jo uorydopy
GLVL(] Papueixy [e3nyiod pue ygn ‘suonIpuo)) SuneyIoey {(%eg=7Y) | ‘uondopy [epog pioday (L1082
Suoned ¢ | wody sjuspuodsar /4G WHS-S'1d SI0jelepowt ON “TOTUSYU] [eIO0TABYRY TOTHUBTU TBI0TABYSE YI[esH Oru0Ijo8[y ‘BIBAT[Q 7 SOIBAR])
SUOIIPUO() SULBYIIOR,]
‘JIqeH ‘UONULU] [eI0TARYSY
JotARyag Aa&vvﬂmmv %
oS[) PUB UOJULIU] UOHBIUSLIO $1ONIISU0) 9DISUIIOY)
[BI01ABYRY UsBMIOq Suraeg 8011 ] [ewog “10ddng [e10g
uoye[al 10§ A[U0 SOIABURY O[] | ‘yoryeyueLI() SutaRg 8011
JUEOLIUSIS PUE P8Isa) — | SUONIPUO]) SuleyI[oR,] | ‘UOITBANOJ JIUOPSH ‘HqeH]
[epout 90UBPIOAY AJUTR)IIUN) ‘9dUaNyJu] [e100g ‘Loure)dadxy] 90URUIIONIS BIqeIy Ipneg|  YI0OMAWE.] 90I9UIU0D
ZLOV.LN pepusxy BIQRIY IpNeg ul ‘WISTAT}O8[[0)) ‘Kouejoadxy 1103 (%99=7¥) | ur sT0MOUIRI} BdIOUIUI0D Te1oos jo uorpdopy
SUOIRIDD ¢ | SjUSPNIS AYISIoATUN 0T INAS-S1d / WSIenpIApuy | TOTUSIU] [eI0IAB g TOTYUSYU] [BI0TAeydg [er00s Jo souejdeooy | (4102 “[8 10 ‘YNIeYS)

Marketing i Rynek/ Journal of Marketing and Market Studies, I



‘ Artykuty t. XXVI, nr 7/2019 DOI 10.33226/1231-7853.2019.7.1

El-Masri, M. & Tarhini, A. (2017). Factors affecting the adoption of e-learning systems in Qatar and USA: Extending the Unified Theory of Acceptance
and Use of Technology 2 (UTAUT?2). Education Technology Research and Development, 65, 743-763. https://doi.org/10.1007/s11423-016-9508-8

Escobar-Rodriguez, T. & Carvalaj-Trujillo, E. (2013). Online drivers of consumer purchase of website airline tickets. Journal of Air Transport
Management, 32, 58-64. https://doi.org/10.1016/j.jairtraman.2013.06.018

Farooq, M. S., et al. (2017). Acceptance and use of lecture capture system (LCS) in executive business studies. Extending UTAUT?2. Interactive Technology
and Smart Education, 14(4), 329-348. https://doi.org/10.1108/itse-06-2016-0015

Fishbein, M. (2008). A reasoned action approach to health promotion. Medical Decision Making, 28(6), 834-844.
https://doi.org/10.1177/0272989x08326092

Fishbein, M. & Ajzen, L. (1975). Belief, Attitude, Intention and Behavior: An Introduction to Theory and Research. Reading: Addison-Wesley.

Gaitan-Arenas, J., Peral-Peral, B., & Ramon-Jeronimo, M. A. (2015). Elderly and internet banking: An application of UTAUT2. Journal of Internet
Banking and Commerce, 20(1), 1-23. https://doi.org/10.1007/978-1-4614-8184-3_6

Kang, M., et al. (2015). Investigating the determinants of mobile learning acceptance in Korea using UTAUT2. In G. Chen, et al. (Eds), Emerging Issues
in Smart Learning (pp. 209-216). Berlin: Springer. https://doi.org/10.1007/978-3-662-44188-6_29

Karasiewicz, G., Kulak, J., Nowak, J., & Trojanowski, M. (2018). Mobile phone usage in buying process: Extending the UTAUT2 model with trust and
perceived risk. Journal of Euromarketing, 27(1-2), 70-78.

Khan, I. U., Khan, S. U., & Hameed, Z. (2017). Understanding online banking adoption in a developing country: UTAUT2 with cultural moderators.
Journal of Global Information Management, 25(1), 43-65. https://doi.org/10.4018/jgim.2017010103

Macedo, I. M. (2017). Predicting the acceptance and use of information and communication technology by older adults: An empirical examination of the
revised UTAUT2. Computers in Human Behavior, 75, 935-948. https://doi.org/10.1016/j.chb.2017.06.013

Momani, A. M. & Jamous, M. M. (2017). The evolution of technology acceptance theories. International Journal of Contemporary Computer Research, 1(1),
51-58.

Moore, G. C. & Benbasat, I. (1991). Development of an instrument to measure the perceptions of adopting an information technology innovation.
Information Systems Research, 2(3), 192-222. https://doi.org/10.1287/isre.2.3.192

Nguyen, T. D., Nguyen, D. T., & Cao, T. H. (2014). Acceptance and use of information system: E-learning based on cloud computing in Vietnam. In
Linawati, et al. (Eds), Information and Communication Technology (pp. 139-149). Bali: Springer. https://doi.org/10.1007/978-3-642-55032-4_14

Nguyen, T. D., Nguyen, T. M., Pham, Q.-T., & Misra, S. (2014). Acceptance and use of e-learning based on cloud computing: The role of consumer
innovativeness. In G. Goos, J. Hartmanis, & J. van Leeuwen (Eds), Computational Science and Its Applications — ICCSA 2014 (pp. 159-174). London:
Springer. https://doi.org/10.1007/978-3-319-09156-3_12

Oechslein, O., Fleischmann, M., & Hess, T. (2014). An Application of UTAUT2 on Social Recommender Systems: Incorporating Social Information for
Performance Expectancy. Proceedings from: 47th Hawaii International Conference on System Science. https://doi.org/10.1109/hicss.2014.409

Pare, G. & Kytsiou, S. (2017). Methods for literature reviews. In F. Lau & C. Kuziemsky (Eds), Handbook of eHealth Evaluation: An Evidence-based
Approach. University of Victoria.

Rogers, E. M. (1983). Diffusion of Innovations. New York: The Free.

Rondan-Cataluna, J. F., Arenas-Gaitan, J., & Ramirez-Correa, P. E. (2015). A comparison of different versions of technology acceptance models. A non-
-linear perspective. Kybernetes, 44(5), 788-805. https://doi.org/10.1108/k-09-2014-0184

Sheikh, Z., et al. (2017). Acceptance of social commerce framework in Saudi Arabia. Telematics and Informatics, 34, 1693-1708.
https://doi.org/10.1016/j.tele.2017.08.003

Slade, E., Williams, M., & Dwivedi, Y., 2015. Exploring consumer adoption of proximity mobile payments. Journal of Strategic Marketing, 23(3), 209-223.
https://doi.org/10.1080/0965254x.2014.914075

Sylvester, A., Tate, M., & Johnstone, D. (2013). Beyond synthesis: Re-presenting heterogeneous research literature. Behaviour & Information Technology,
32(12), 1199-1215. https://doi.org/10.1080/0144929x.2011.624633

Taiwo, A. & Downe, A. (2013). The theory of user acceptance and use of technology (UTAUT): A meta-analytic review of empirical findings. Journal of
Theoretical and Applied Information Technology, 49(1), 48-58.

Tamilmani, K., Rana, N., & Dwivedi, Y. (2017) A systematic review of citations of UTAUT?2 article and its usage trends. In A. Kar, et al. (Eds), Digital
Nations — Smart Cities, Innovation, and Sustainability. I3E 2017. Lecture Notes in Computer Science, 10595. Cham: Springer.
https://doi.org/10.1007/978-3-319-68557-1_5

Tavares, J. & Oliveira, T. (2017). Electronic Health Record Portal Adoption: A cross country analysis. BMC Medical Informatics and Decision Making,
97(17), 1-17. https://doi.org/10.1186/s12911-017-0482-9

Taylor, S. & Todd, P. (1995). Assessing IT usage: The role of prior experience. MIS Quarterly, 19(4), 561-570. https://doi.org/10.2307/249633

Thompson, R., Higgins, C., & Howell, J. (1991). Personal computing: Toward a conceptual model of utilization. MIS Quarterly, 15(1), 124-143.
https://doi.org/10.2307/249443

Trojanowski, M. & Kulak, J. (2016). Wplyw postrzeganego ryzyka na proces korzystania przez konsumentow z mobilnego handlu elektronicznego —
rozszerzenie modelu UTAUT2. Poznan: Uniwersytet Ekonomiczny w Poznaniu w Poznaniu. https://doi.org/10.7172/1644-9584.62.13

Trojanowski, M. & Kulak, J. (2017). The impact of moderators and trust on consumer's intention to use a mobile phone for purchases. Journal of
Management and Business Administration. Central Europe, 25(2), 91-116. https://doi.org/10.7206/jmba.ce.2450-7814.197

Venkatesh, V., Morris, M. G., Davis, G. B., & Davis, F. D. (2003). User acceptance of information technology: Toward a unified view. MIS Quarterly, 27(3),
425-4417. https://doi.org/10.2307/30036540

Venkatesh, V., Thong, J. Y., & Xu, X. (2012). Consumer acceptance and use of infromation technology: Extending The Unified Theory of Acceptance and
Use of Technology. MIS Quarterly, 36(1), 157-178. https://doi.org/10.2307/41410412

Wittland, J., Brauner, P., & Ziefle, M. (2015). Serious games for cognitive training in ambient assisted living environments — a technology acceptance
perspective. In G. Goos, H. Juris, & J. van Leeuwen (Eds), Lecture Notes in Computer Science (pp. 453-471). Bamberg: Springer.
https://doi.org/10.1007/978-3-319-22701-6_34

Wong, C.-H., Tan, G. W.-H., Loke, S.-P., & Ooi, K.-B. (2014). Mobile TV: A new form of entertainment? Industrial Management & Data Systems, 114(7),
1050-1067. https://doi.org/10.1108/imds-05-2014-0146

Wong, K. K.-K. (2013). Partial Least Squares Structural Equation Modeling (PLS-SEM) techniques using SmartPLS. Marketing Bulletin, 24, 1-32.

Yousafzai, S. Y., Foxall, G. R., & Pallister, J. G. (2007). Technology acceptance: A meta-analysis of the TAM: Part 1. Journal of Modelling in Management,
2(3), 251-280. https://doi.org/10.1108/17465660710834453

Yuan, S., Kanthawala, S., Ma, W., & Peng, W. (2015). Keep using my health apps: Discover users' perception of health and fitness apps with the UTAUT2
Model. Telemedicine and e-Health, 21(9), 735-741. https://doi.org/10.1089/tmj.2014.0148

]\farkcting 1 Rynck/ ]ourna] of-l\larkcting and Market Studies, ISSN 1231-7853



