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Abstract: Cancellation of the events offered by cultural institutions was caused by the restrictions
introduced by the government and, at a critical moment, a national lockdown. The COVID-19 pan-
demic forced cultural institutions to adapt to the new reality. The aim of this article was to present the
impact of the pandemic on the activities of cultural institutions, as well as to identify and systematize
the activities of such institutions during the pandemic. The following classification, dividing the
activities into three groups, has been proposed: virtualization of existing activities, expansion of
activities with additional initiatives, and implementation of corporate social responsibility (CSR)
initiatives. The greatest challenge was the virtualization of the existing activities and finding new
customer markets. The pandemic has contributed to a significant deterioration in the financial situa-
tion of cultural institutions because of the reduced income. Long-term effects on cultural institutions
may be difficult to predict and losses may be difficult to rebuild.

Keywords: culture; COVID-19 pandemic; virtualization of culture; cultural institutions; corporate
social responsibility

1. Introduction

Due to the growing number of COVID-19 cases at the beginning of 2020, many sectors
of the economy faced significant restrictions. The difficult situation can be observed in
almost all areas of the economy. The activities of enterprises were limited and some
of them lost financial liquidity, thus finding themselves in a difficult financial situation.
Organizations around the world have felt the effects of the spread of the coronavirus
(Donthu and Gustafsson 2020). They were associated with each sector of the economy.
Transport and trade between countries has been restricted (McKibbin and Fernando 2020).
As a result, this led to an economic slowdown that affected the behavior of entrepreneurs
and consumers (Zwanka and Buff 2020). The changes also affected the creative sector. They
concerned the suspension of activities and the need to change the way of operation. In
order to limit the spread of coronavirus, many economic entities have been suspended. The
vision of a company’s bankruptcy leads to a decision to minimize costs, and this translates
into reduced employment. Such actions may have a negative impact on the economy
(Wnukowski 2020). Decisions restricting economic activity should be taken with great
accuracy and caution in order to prevent an economic collapse not only in the country, but
also around the world (Spanulescu and Gheorghiu 2020, pp. 7–19).

For an entire country, implemented restrictions are a significant macroeconomic
problem. Ensuring the stability of the economy in time of the pandemic has become
a priority for the government. In order to stop the wave of bankruptcies, various aid
programs were implemented. In the cultural sector, the government implemented Culture
Support Fund to support institutions facing the economic effects of COVID-19 pandemic.
Similar initiatives have been implemented by local government units. The positive social
impact of culture on society is noticed not only by the state but also by local governments
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and individuals who also have undertaken actions to provide aid to the cultural sector
during this difficult time.

The outbreak of the coronavirus pandemic has created many areas of research. In
economic sciences, it is important to determine the impact of the pandemic and the intro-
duced restrictions concerning the activities of economic agents. It is particularly interesting
to learn about the course of adjustment processes in services and culture, as this is the
area particularly affected by the pandemic. Therefore, this article is a part of the identified
research gap—the adaptation of cultural institutions to the prevailing conditions during
the first wave of the pandemic.

The aim of this study is to present the impact of the pandemic on the activities
of cultural entities as a specific economic sector. Additionally, the study identifies and
systematizes the activities of cultural institutions in the pandemic, indicating their common
features and socially responsible initiatives undertaken by them. In connection with the
adopted goal, the following research questions were asked:

• How did the pandemic affect the cultural activities in Poland?
• What are the similarities in the activities of cultural institutions?
• To what extent have cultural institutions been involved in socially responsible initia-

tives?

The article is structured as follows. Section 2 presents an overview of the role of
culture as an important economy sector, the essence of CSR in the activities of cultural
institutions and the impact of the pandemic on these institutions. Section 3 and 4 involves
the way the pandemic affected the cultural activities in Poland, as well as an attempt to
systematize these activities in the era of the coronavirus pandemic. Section 5 is a discussion
of how Polish culture handles the activity aspect in the pandemic. Section 6 is a summary
of the paper.

2. Literature Review

The concept of culture is ambiguous and difficult to classify (Włodarczyk 2003).
Depending on the teachings, one may encounter different perceptions of this concept. It
can be assumed that culture includes patterns, values and social norms that dominate in a
given community (Kostro 2009, p. 34). Thus, culture connects intangible and tangible goods
that are human achievements. According to Geertz (2003), culture encompasses every
sphere of human life, including cultural institutions and interpersonal relations. Through
culture, people pass certain patterns, social practices and beliefs, creating a spiritual space
for life, from generation to generation (Kroeber 1987).

The role of culture is a significant element of the national economy. The impact of cul-
tural sectors on cities (Bailey Christopher and Stark 2004) and villages (White 2010) is inves-
tigated. It was found that the development of culture may favor employment, the creation
of new jobs, and thus fight against unemployment (Abisuga Oyekunle and Sirayi 2018).
According to Campbell et al. (1976), the quality of life is influenced by family and pro-
fessional life, neighborly relations, social relations, health, leisure activities, housing and
financial conditions, education, and standard of living. Many of these elements are sig-
nificantly influenced by culture. In the past year, the state of people’s mental health is
deteriorating, which is confirmed by the growing number of suicides (Nguyen et al. 2020).
Lack of entertainment and interpersonal contacts negatively affects society. Thanks to
theaters, cinemas, and concerts, it is possible to maintain mental health, actively spend
time, and maintain social relations. All of these are necessary to achieve satisfaction and a
high standard of living. The development and continued functioning of cultural entities is
particularly important during a pandemic.

Nowadays, when talking about culture, it is necessary to emphasize the concept of
economic culture which creates patterns and attitudes related to economic life. It is believed
that culture is directly related to economic development (Grabowska-Pieśla 2013). Its im-
pact is considered in terms of cultural features and macroeconomic factors
(Kowalczyk 2012, pp. 6–7). However, this impact depends on random events and is
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determined by conditions such as wars or natural disasters. In order to be able to ana-
lyze economic culture, it should be emphasized that it includes social and human capital
(Gardocka 2005, p. 232). Social capital could be understood as the way of organizing socio-
economic life, mutual networks of connections between individuals and relationships,
while human capital is understood as knowledge, skills and the tendency to risk.

The concept of culture is equated with economic development (Weber 1994). Never-
theless, for cultural institutions, in order to be able to operate dynamically and contribute
to the formation of the creative sector, it is not only to possess knowledge about modern
technology, but to possess the technology itself (Kubicka 2016). By using the available
resources and tools, cultural institutions increase their competitiveness, reach a larger num-
ber of recipients and increase user satisfaction (Gaanguly Anirban and Chatterjee 2019).
The cultural industry is also important in the development of cities, as it allows to brighten
the image of a given place and raise its value (Środa-Murawska and Szymańska 2013).

Culture and economy interact with each other. The phenomenon of the economization
of culture and the culture of the economy is presented in Figure 1.
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There is a continuous relationship between culture and economy. Culture is a source
of innovation, creativity, prosperity and social values, but, it would not exist without the
influence of the economy that drives the actions (Klasik 2010).

Culture stimulates the development of creative industries (Kwiecień 2020, p. 11). Nowa-
days, this concept includes creative professions and sectors of the economy (DCMS 2011).
The creative industry can also be classified on the basis of its characteristics. The next step is
to asset the behavior and projects of an organization (Caves 2000).

The development of culture impacts society and the overall satisfaction of the popula-
tion. Culture contributes to the improvement of the quality of life (Wilkin 2016) because it
creates a friendly place for intellectual development and recreation. Additionally, it creates
jobs. The creative sector has a direct impact on the public mood and the development of
society. According to the theory of creative capital, people-friendly places create better
conditions for business growth (Żak 2020, pp. 18–19). Culture is aimed at people, it creates
a diverse, common space that is available to everyone.

Culture has a direct impact on society and social mood. It should be emphasized that
people as social creatures are negatively affected by the effects of the pandemic, which is
exacerbated by isolation (Cacioppo and Hawkley 2009). The feeling of being in danger
contributes to cognitive dysfunction and mental illnesses. In order to positively influence
the behavior of the population, it is necessary to provide entertainment that allows to forget
about everyday problems. This is especially important during a pandemic. Participation in
cultural events helps to maintain mental health.

2.1. Corporate Social Responsibility and Cultural Institutions

Culture should create appropriate conditions for growth. It should integrate society
and generate innovation. To make this possible, its economic rationale and social conse-
quences should be understood (Lee 2017a). Culture contributes to an increase in the quality
of life and diversity. This allows to generate innovative ideas and create new solutions.
Diversity and quality of life are elements that are of great importance for society in the 21st
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century. Companies, non-governmental organizations and cultural institutions implement
the concepts of corporate social responsibility

(CSR) in order to respond to social problems and gain the favor of consumers
(Park et al. 2017). CSR can be defined as the responsibility of an organization for its
activities and its negative impact on society (ISO 26000 2012). In the long term, this concept
contributes to the creation of benefits for organizations, customers and the environment.
Thanks to this, it is possible to create a high quality of life for society. By focusing on
achieving socio-economic benefits, it is possible to build a positive image of the region and
improve the quality of life (Kantor and Kubiczek 2020, p. 45).

To make this possible, it is necessary to support cultural units that are directly related
to the concept of CSR. Theaters and museums are very often beneficiaries of socially
responsible initiatives. At the same time, they contribute to socially responsible activities
by contributing to the education and development of people at risk of social exclusion. The
cultural sector is directly related to promoting diversity. Cultural entities engage people
of different nationalities and views. Art shows that it can connect people despite their
differences. That is why many companies undertake philanthropic activities in relation to
cultural entities. Supporting diversity and improving the quality of life are directly related
to the concept of CSR (Bocquet et al. 2019), as evidenced by the diversity charter under the
patronage of the European Commission.

Business support for cultural institutions can be treated as one of the possibilities
of implementing the CSR concept. Cultural institutions affect various areas of social life
and thus, the values that are important for many social groups. By supporting culture,
business may indirectly influence other areas. Culture carries educational heritage and
entertainment values that are relevant to society.

The original diagram of the impact business has on culture is presented in Figure 2.
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Figure 2. Cultural influence on society. Source: own study.

The first area concerns education (school activities and values flowing from literature
and art), the assimilation of values and social behavior. Culture has non-material benefits
that contribute to shaping society (Bacq and Eddleston 2018).

The second area involves cultural heritage, the effect of which is to build a sense of
belonging, assimilate social values and create the identity of an individual (Nocca 2017).
Because of it, a recipient finds their own place in society and assumes a social role. By show-
ing history, traditions are maintained and one may develop deeper patriotism. Therefore, a
sense of belonging to a wider community is built.

The third area concerns broadly understood entertainment. By participating in culture,
an individual satisfies their need of a higher order and, feeling satisfied, their mood
improves. Participation in culture is especially important in times of a pandemic crisis
because it also influences positive feelings and thus, mental health (Haas et al. 2021).
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Through culture, business preserves values that are important to society. People find
their place and shape these values. Social sensitivity is formed, and because of it, people
know what is right and what is wrong (morality). They are more willing to engage in
charity and social projects, as well as in corporate volunteering, which is important from the
perspective of companies and the goals they pursue (Ocran 2011; Ofori and Hinson 2007).
It can be seen that the activities of companies are profitable in the long term, as the results
of the activities of sponsored entities create profits (not only material) in the future (Nyarku
and Ayekple 2019). Along with increased social awareness and sensitivity, there is a
growing willingness to engage in problems important for the local/regional society, as well
as on a national and international scale, which is important from the perspective of the
CSR concept.

Corporate social responsibility can be seen as a self-regulating model, whereby an
organization is accountable to itself, consumers, stakeholders, and society as a whole
(Chen 2020). Organizations, wanting to be perceived as socially responsible, decide to act
in one or more of the key areas of CSR that are presented in Figure 3.
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Figure 3. CSR areas according to ISO 26000. Source: own study based on: Polish Standard PN-ISO
26000: 2012 Guidelines on social responsibility in KT 305 for Social Responsibility published on
5 November 2012.

According to the ISO 26000 standard, corporate social responsibility (CSR) should be
considered in seven key areas. Organizational governance is based on strategic documents,
as well as internal codes. Respecting human rights is primarily about respect and proper
treatment in the workplace. Within this scope, companies try to support diversity and
prevent discrimination in the workplace. Labor practices should be understood as creating
space for a company employees, as well as supporting employees of subcontractors. The
areas are interdependent with each other, and activities in each of the areas enable a
holistic approach.

As emphasized by many organizations, one of the key areas of CSR is environmental
protection (Ratajczak 2013). Companies try to meet the expectations of consumers by
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meeting their social needs (Lee 2017b). This is another area of CSR—social commitment
(Lee and Shin 2010). It allows for building a relatively permanent bond between the
company and the current and potential customer (Walters and Tacon 2010; Babiak and
Kihl 2018). This, in turn, allows for a competitive advantage (Fraj-Andrés et al. 2012).
Long-term implementation of the CSR policy does not only build a stable relationship
with the environment, but can also be converted into profits in the financial dimension
(Sznajder 2013; Su et al. 2017). Consumer issues are about meeting their needs with sus-
tainable development and sustainable consumption. Therefore, the company should be
ethical and provide the highest quality standards.

As part of the adopted CSR strategy, companies decide to support cultural institutions.
Most often, however, one can meet with financial support in the form of sponsorship,
philanthropy and the role of the Patron of Culture. For both parties, it is a positive action
that has an impact on improving their image. In this way, companies build a dialogue
with their stakeholders and cultural institutions gain funds to operate and implement new
projects.

2.2. The COVID-19 Pandemic Influence on Business Environment and Cultural Activities

On a global scale, the impact of the pandemic is already visible (Sarkodie and Owusu
2020). Local activities related to culture, recreation and production have deteriorated
(Piątkowska 2020). The rapid spread of the coronavirus is a threat not only to people’s
health but also the environment and economy (Huang et al. 2020). The steady increase in the
incidence of the coronavirus is a threat to developing countries (Zaręba 2020). Nevertheless,
the introduction of restrictions, cancellation of cultural events with the participation of the
public, as well as the suspension of the operation of production plants, may improve air
purity and have a positive impact on health issues (Gautam and Trivedi 2020). However,
it should be emphasized that the temporary closure of different sectors may result in a
rebound in the future. This means high unemployment level (Goolsbee and Syverson 2020),
a disfunction of cultural events and a renewed degradation of the natural environment.
Decisions the government makes today will have a long-term impact on the future economic
development.

Currently, many activities that were implemented in a traditional way have been
transferred to the Internet (Barnes 2020). For small and medium-sized companies, this is
a chance to survive (Guo et al. 2020). This also applies to cultural institutions which, in
order to survive, had to adapt to new conditions (Iwanowski and Szewczyk 2020). The
implementation of marketing activities and presence in social media may contribute to
the improvement of the image of cultural institutions (Wróblewski 2019). Owing to the
implemented strategy and well-thought-out communication, cultural institutions are able
to gain new clients and obtain the support of sponsors during the pandemic.

This helped the recipients of cultural initiatives to keep experiencing sensual cognition
without risking their health. Moreover, cultural institutions implementing initiatives for
local communities include their activities in the concept of corporate social responsibility
(Sikora-Chołody 2020).

Companies decide to implement a CSR strategy for a variety of reasons that can be re-
lated to short-term benefits, consumer expectations or the good of society
(Aguilera et al. 2007). They also see long-term benefits in terms of financial profit and
gaining consumer confidence. During the first wave of the coronavirus (COVID-19), the ac-
tivity of companies in the context of socially responsible initiatives was increased (Manuel
and Herron 2020). In order to gain the favor of customers and suppliers, organizations
must react quickly to any changes in the environment (He and Harris 2020). However, it is
noticeable that, in previous years, CSR focused on supporting the society in situations of
natural disasters (van der Vegt et al. 2015; Wang et al. 2016). Society expects companies to
engage not only in changes but also problems concerning environment and health, which
is why CSR is positively evaluated in the pandemic era (Edelman 2020). Nonetheless,
companies must approach initiatives with great caution, as they must take care to protect
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employees and themselves from the temptation to act for their own benefit (Bernstein et al.
2020). In Poland, in the first months of the pandemic, an increase in the number of CSR
initiatives can be observed. The state-owned enterprises are leaders in terms of the amount
of assistance to stakeholders in the pandemic era (Kubiczek 2020).

3. Material and Methods

The study consisted of two stages. During the first stage, the reports of Statistics
Poland and information on the activities of cultural institutions were used as sources. The
data was sourced from all of the 7 available reports.Then, 37 websites and 50 Facebook
profiles were chosen arbitrarily in such a way as to ensure diversity in terms of the type of
activities (theaters, museums, etc.). On this basis, the impact of the pandemic on cultural
activities was determined and the main areas of activity were identified. The second stage
was the extension of the research, conducted through sending a request for individual in-
depth interviews (IDI) to 23 representatives of cultural institutions in Śląskie Voivodeship.
Such a choice was dictated by the fact that the capital of the voivodeship—Katowice,
belongs to the UNESCO network of creative cities (since 2013) and is a key representative
of the modern approach to culture in Poland. The 10 representatives who replied come
from various cultural institutions—three theatres, two museums, two culture creators, and
three other institutions.

Asking representatives had the nature of an expert panel because representatives of
cultural institutions were themselves responsible for implementing government restrictions
in their units and transferring activities to the virtual world. Due to the pandemic, the
conversation was conducted in the form of a telephone or email conversation during which,
the following questions were asked:

1. Did you move your activities to the Internet when the central restrictions on the
closure of cultural institutions were introduced? If so, how was it implemented
(performances, virtual tour, etc.)? When did you implement this form of activity and
did you encounter any difficulties in preparing and running a “distance” business?

2. During the total “lockdown”, did you undertake any solidarity initiatives for the
benefit of the local community (e.g., fundraising, sewing masks, delivering purchases,
etc.)? If so, what were they?

3. Have you heard about other, similar initiatives in cultural institutions (especially in
Śląskie Voivodeship)? If so, please provide examples.

4. In your opinion, what amount of time must pass after the pandemic ends, in order
for the functioning of cultural institutions to return to normal? Or do you think the
COVID-19 pandemic has had such a strong impact that it will no longer be possible
to return to operating in its pre-outbreak form?

On the basis of the obtained responses, the previously determined impact was evalu-
ated and then the impact of the pandemic in the sector of cultural institutions was assessed
by synthesizing the aspects common to the responses.

4. Results

At the end of March 2020, the number of entities operating in the field of culture regis-
tered in the REGON register was 210.7 thousand (Statistics Poland 2020a). The first wave of
the pandemic resulted in their closure as the effect of the national quarantine, introduced on
11 March 2020 (Ordinance of the Ministry of Culture and National Heritage of the Republic
of Poland 2020). During the period of lower incidence, cultural institutions resumed their
activities, however, they were suspended when any employee of the institution became
infected with the coronavirus. The re-closure of cultural institutions was the result of the
second wave of the SARS-CoV-2 pandemic and took place, by the government’s decision,
on 4 November 2020 (Ordinance of the Council of Ministers 2020). The renewed increase
in the number of infection cases is a significant limitation in forecasting the effects of the
pandemic in the area of cultural institutions.
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Statistics Poland (2020a, 2020b) has so far conducted two studies on the impact of
the COVID-19 pandemic on entities operating in the field of culture. During the Q1
survey, most cultural institutions (53.7%) experienced the negative effects of the COVID-
19 pandemic in their assessment through, inter alia, decrease in revenues from business
activities, including as much as 72.5% of them estimating the scale of the decline in revenues
from economic activities at the level below 50.0%. In addition, the decline in revenues from
business activities above 90.0% was indicated by 8.6% of cultural institutions. In Q2 2020,
the percentage of cultural institutions that experienced the negative effects of the COVID-19
pandemic increased to 64.95%. Nonetheless, 59.1% of the surveyed cultural institutions
estimated the scale of the decline in revenues from business activity at a level below 50.0%.
Moreover, a decrease in revenues from business activities above 90.0% was recorded by as
much as 13.7% of institutions (an increase by 37.22%). Figure 4 presents cultural institutions
that, in their assessment, experienced the negative effects of the COVID-19 pandemic in
the second quarter of 2020, broken down by voivodship.
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In the first half of the year, the total revenue of cultural institutions decreased from PLN
5007.7 to PLN 4,658.1 million (7.0%) compared to the previous year (Statistics Poland 2020c).
Currently, cultural activity is in virtual form as the result of the introduced government
restrictions. An example of such activity is the Ars Cameralis festival in Katowice, where
one needs to purchase a ticket. Due to the pandemic, the organizers decided to transfer it
to the Internet and decided that participation was free. It is worth noting that, in addition
to transferring their core activities to the Internet, cultural institutions expanded their offer
with additional events. Moreover, they have undertaken initiatives for the benefit of the
local community, which can be treated as the implementation of a social responsibility
policy. All representatives of cultural institutions with whom the IDI survey was conducted,
indicated that at the moment of the closure of their institutions, they began to virtualize
their offer. This process took place in stages, and the types of carried out activities varied.
The greatest problem was the lack of previous experience in running an online business.

It should be emphasized that restrictions significantly limited not only the activities
of the cultural institutions themselves, but also freelance artists. The cancellation of
performances or shows resulted in loss of source of income for many people. In the cultural
sector, the following entities affected by the coronavirus are identified (GAP Foundation
2020, p. 11):

1. Full-time employees of public institutions;
2. Non-governmental organizations (NGOs);
3. Galleries and other small independent entities;
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4. Business entities, including publishers, organizers of art festivals and events, fairs, art
enterprises, and agencies;

5. Working under civil law contracts; and
6. Individuals without any permanent employment, contract and insurance, including

health insurance.

There was, therefore, the need to help this particular group of people. The Polish gov-
ernment launched the Culture Support Fund with a budget of PLN 400 million. Its purpose
is to provide financial support to local government’s art institutions, non-governmental
organizations and entrepreneurs conducting cultural activities in the field of theater, music
and dance. The assumed effect is to ensure the stable functioning of the institution and to
maintain the current employment in the cultural sector. Local self-government units also
helped artists. The City of Kraków has launched the “Resilient Culture” project aimed at
supporting artists by awarding scholarships for creative and artistic activities.

The City of Katowice has prepared the Katowice Package for Culture which consists
of 4 pillars. The first pillar is in the form of financial aid, the budget of which was PLN
500,000. The artists could submit applications for funding activities in three categories:
music, theater and general culture. The second pillar concerns organizations operating
in the field of culture, especially NGOs, and provides assistance in the form of partial
dismissal and deferral of rent. The third pillar provides for exemptions from property tax
for NGOs operating in the field of culture. The fourth pillar is to enable the virtualization of
projects that received funding from the City of Katowice as part of the tender competition.

Types of Culture Activities in the Pandemic Era

The type of cultural activity carried out depends on the specificity of the cultural
institution. In order to identify similarities in the impact of the COVID-19 pandemic on
the activities of institutional culture, the responses of the respondents were collected and
compared in Table 1.

Based on the conducted literature studies and the analysis of the activities of cultural
institutions in the pandemic era, the following division, according to the form of conducted
activity, is proposed:

1. Previous activities in a virtual form.
2. Expanding activities with additional initiatives.
3. Initiatives in the area of CSR.

Initiatives from basic activities in a virtual form were addressed to the current recipi-
ents of the offer. It should be noted that some people, especially the elderly, are digitally
excluded, which means that they cannot take part in the virtual form of cultural institutions’
offer. Moreover, the digital version of culture, due to its form, may not be preferred by the
current audience. Therefore, cultural institutions were looking for a new audience that
would compensate for the loss of the existing recipients of their offer. The expansion of
the activity compensates the lack of the public. Among the most frequently used practices,
classes for children and young people who, due to the closure of schools and kindergartens,
spent time at home while their parents worked remotely, should be distinguished.

On the other hand, going beyond the standard goal of the activity, which is to provide
services in the area of culture, should be treated as an activity within the scope of corporate
social responsibility. Culture joined social activities to help others during the pandemic. The
study showed that, during the pandemic, the activities of cultural institutions in the field
of CSR focus on supporting the local community. Tailors of theaters (including Zagłębie
in Sosnowiec, Śląski in Katowice, Jan Kochanowski in Opole, Aleksander Węgierka in
Białystok and Stefan Żeromski in Kielce) joined in sewing masks, while employees of
Katowice Miasto Ogrodów joined in delivering purchases to seniors.

Cultural institutions not only initiate activities in the field of social responsibility, but
due to the difficult situation they find themselves in, they are beneficiaries of initiatives
supporting culture. The Zagłębie Theater sells the donation tickets, other institutions decide
to organize crowdfunding collections. It is emphasized that in the era of the pandemic,
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specialized agencies developing individual fields of art and informal cooperatives play an
increasingly important role (GAP Foundation 2020).

Table 1. Comparison of the impact of the outbreak of the COVID-19 pandemic on the activities of cultural institutions in
Śląskie Voivodeship—IDI results.

Type of Cultural Institution Activity

Theater

We stopped performing on stage and moved our activities to the Internet.
Our activities focused on the transmission of reading fairy tales and books.
Online spectating continues. Now we stream a real-time spectacle.
We did not organize any competitions, however, we involed the audience in selecting the
next projects. We used interactivity tools in social media.
We had a real-time chat with viewers.
At the beginning, we switched from theater to pro-social. In response to the needs, we
sewed masks. We managed to sew 10,000 of them.
We have created a series of actor performances of fairy tales. In cooperation with the
directors, a series of films was created—a record of the first wave of the pandemic.
Padnemic influenced the virtualization of our acitivity.

Cinema No Reply from the Respondents

Museum/Art Gallery

We transferred some of the collections to the Internet and are still in the process of
digitizing.
During the first wave, we also took care of our interaction with recipients by recording
videos and sharing them on the Internet.
Museums are a specific group of cultural entities because employees do not have such
contact with visitors as people do in other cultural entities.

Philharmonic No Reply from the Respondents

Libraries

The library services were performed remotely by digitizing the collections and making them
available through digital libraries (also at the request of users).
A remote account registration service was launched, thanks to which readers could, after
registration, use electronic library resources (databases, digital libraries, online magazines,
repositories);
We have created the possibility of contactless borrowing of publications via book machines.
Information on new possibilities of using resources and instructional videos appeared on
social media and on the website.
We have also moved some cultural events (e.g., exhibitions) to the online zone.

Other

With the closure of the institution, we immediately began working on redirecting our
activities to the network. We started with simple forms—Internet competitions or
workshops (mainly for children) recorded by our coordinators with the available equipment
(smartphones). After 3 weeks, we were able to offer more technologically advanced projects.

Source: Own elaboration.

The cultural offer was virtualized in stages. The representatives themselves indicate
that they started with the implementation of “simple forms—Internet contests or work-
shops (aimed at children) recorded by our coordinators with the available equipment
(telephones)”. Libraries have started digitizing their collections and making them available
through digital libraries (also at the request of users). An innovative solution was the im-
plementation of the possibility of contactless borrowing of publications via book machines.
For users who have not used this form of borrowing books before, libraries have prepared
instructional videos. The introduction of book-machines aroused great interest among
readers. The process of adaptation of cultural institutions to the pandemic conditions is
presented in Figure 5.
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5. Discussion

Government restrictions imposed on cultural institutions have created a difficult
alternative for their managers: ceasing operations or virtualization of the offer. In order to
be able to continue to operate, culture was forced to redefine its unchanging approach to
the offer. On the one hand, virtualization made it possible to reach new audiences who are
limited in mobility or are in a remote location. On the other hand, some of the recipients
so far have given up experiencing culture. This has to do with reduced sensations and
sensory impressions that depreciate online. It should also be emphasized that not everyone
has the opportunity to participate in online culture as they may be digitally excluded.

Based on the conducted research, it can be concluded that competition in culture sector
moved to the Internet, forcing the intensification of marketing activities. Factors that may
have influenced the decision to choose a cultural institution up to now (such as the location
and the time it takes to reach it), do not matter in the virtual world. Cultural institutions
focused on their already existing offer, shooting at creating their competitive advantage
based on a cultural product. Improvement consists not only of increasing the quality of the
offer but also of its diversification. The virtualization of the offer opens up new market
segments that so far have not been noticed by culture managers or have been beyond their
reach. The virtualization of culture could also be delayed by decision-makers who were
used to typical solutions and were afraid to enter the digital world. The pandemic forced
the changes that, in the long-term, may contribute to faster technological progress and the
development of online services.

A significant number of cultural institutions went beyond their standard activities
to be involved in the local community. Due to the difficult financial situation of cultural
institutions, their CSR activities involve not only financial resources but also human capital.
This is a similarity in the activities of social responsibility conducted by cultural institutions.
The most common activities involved sewing masks and supporting seniors by, among
others, delivering purchases.

6. Conclusions

The conducted study fills the identified research gap. It shows how the cultural sector
handles the activity aspect in the pandemic, which was particularly vulnerable to the
impact of the coronavirus. Based on the survey, cultural institutions can compare how
other members of the sector reacted to the restrictions introduced by the government. From
the perspective of the public sector economy, the importance of cultural institutions, as
important entities positively influencing the local community, was determined.

The greatest limitation was its national character. Expand the study by including
additional entities. This could help to understand the phenomenon on the international
arena better. Nevertheless, this study has many practical and theoretical implications. The
activities of the analyzed cultural units and the opinions of experts could be a valuable
source of knowledge for entities that found themselves in a similar situation.
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Naukowe Żak, vol. 2.
Wnukowski, Damian. 2020. Konsekwencje epidemii koronawirusa dla gospodarki Unii Europejskiej. Polski Instytut Spraw Międzynaro-
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