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Abstract 
 
Aim/purpose – The purpose of this study was to create the delimitation of Szczecin’s 
regional retail functions impact range on both Polish and German borderlands.  
Design/methodology/approach – The aim of this study was achieved by: (a) a social 
study – carrying out a survey among 326 consumers (West-Pomeranian residents)  
(b) field research – conducting statistics of vehicle registration plate in five shopping 
malls in Szczecin and one in Schwedt (city in German borderland), which enabled the 
re-searcher to create maps of retail interactions and (c) spatial analysis – distribution of 
shops and shopping malls, inventory of facilities.  
Findings – The result of the study is a delimitation of three zones (on cross-border area) 
where Szczecin impact spans considering retail functions and shopping migrations.  
Research implications/limitations – Results may serve as a basis for determining 
trends in shopping migrations on researched area. The results of the survey, which give 
information about cross-border consumer behavior and directions of shopping migra-
tions, constitute a contribution for practitioners. 
Originality/value/contribution – It is one of a few empirical studies on regional retail 
functions impact range in the cross-border region. 
 
Keywords: retail trade, regional place, shopping centre, borderland, cross-border region. 
JEL Classification: O0, O1, R0, R1. 
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1. Introduction  
 

Retail trade is one of the most dynamic and most significant economic sec-
tors and modern cities cannot operate and evolve without it. It not only fulfils the 
shopping needs of city residents but also generates strong connections on a local 
and a regional scale. Retail trade is, from the perspective of Christaller’s central 
place theory, a central service, which means that it services people who lived in 
the area of the influence of a central city. Previous research (Burger, Meijers,  
& Van Oort, 2014; Evers, 2002; Kaczmarek, 2011) has shown that retail is  
a significant development indicator on cross-border regions, especially where 
borders are permeable. In these cases, the retail sector closely follows the labor 
and housing markets in providing evidence of the strength of connections be-
tween cross-border regions. 

The following study aims to determine the directions of shopping migra-
tions to Szczecin, an important administrative and socio-economic centre on the 
Polish-German borderland and to delimit city spatial range as a retail centre. 
Szczecin is one of the largest European cities, located next to the Polish-German 
border. It is a major seaport and Poland’s third-largest city by acreage and sev-
enth-biggest by population (404.9 thousand in 2016). It is a capital city of the 
West Pomeranian Voivodeship and urban centre of the Szczecin agglomeration – 
ca. 720 thousand residents (Główny Urząd Statystyczny [Central Statistical Of-
fice of Poland], 2017). The city’s location near the border, its proximity to the 
Baltic Sea and political permutations in Europe have had a strong impact on the 
city’s developmental processes. Szczecin in past centuries was a German town 
and only in 1945 was it returned to Poland. 

Due to border transparency in European Union structures, Szczecin (simi-
larly to the time before 1945) has become a socio-economic centre of life (work, 
shopping, and services) for the wider cross-border region. From 1991, when the 
border was opened, many new shops, focused on German customers, came into 
existence in Szczecin and its suburban zone. Initially, there were bazaars located 
on the border area (also known as Polenmarkt). For some years, Szczecin retail 
facilities were expanding, and new, modern shops were build, e.g., Shopping 
Malls, Shopping Centres, Hypermarkets and Discount Stores. A lack of big cities 
on the German borderland and scarce shopping facilities have generated signifi-
cant shopping migrations from the German cross-border regions, especially on 
Sundays, when German shops are closed (since March 2018, shops are now 
closed on Sundays in Poland as well). It has to be highlighted that many differ-
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ences can be seen between these two countries, mostly economic differences, 
e.g., salary levels and prices for commodities or services. This is an additional 
factor of shopping migration, also known as shopping tourism. 

The aim of this paper is to find answers to the following research questions: 
1) What is the potential of the city as a regional trade centre? 
2) Where do Szczecin’s customers come from? What are the motives for cross- 

-border shopping? 
3) What are the directions of retail trade migrations to Szczecin (as a high rank 

retail centre)? 
The first section is an introduction to the research theme. The second sec-

tion presents a literature review and the concepts of cross-border shopping and 
shopping tourism, shopping migrations, and a shopping centre, which form the 
basis for research undertaken in this article. The third section presents the re-
search methods used in the work. The fourth section details the results of the 
research, which were discussed in the fifth section. The last section contains the 
conclusions of the conducted research. 
 
 
2. Literature review 
 

Connections between settlement units and zones of their influence, and, as  
a consequence, their distribution were the subject of the geographer  
W. Christaller’s research. According to his Central Place Theory, the city’s 
strength is determined by its central functions, which are understood as activities 
consumed by the population of the region (Christaller, 1933; Nowosielska, 
1992). The city’s strength associated with central goods is determined by their 
range of influence. According to Christaller (1933), the scope of the central good 
should be understood as the greatest distance that the dispersed population can 
overcome in order to purchase goods and services offered in a given unit. The 
basis of this paper is the aspect of the city’s impact as a retail trade centre on its 
regional background. 

Connections and relations at borderlands which shape the cross-border re-
gion are formed in a specific way. Researchers have dealt with the problem of 
the formation of cross-border and border regions on the Polish-German border as 
early as in the nineties of the last century (Kaczmarek, 1996; Matykowski  
& Mizgajski, 1996; Oßenbrügge, 1996; Stryjakiewicz, 1996). The border be-
tween Poland and Germany had and still has a special role in shaping the future 
development of both areas, as well as overall European integration. The structure 
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of cross-border interaction and the intensification of economic cooperation is 
based on the policy of both countries, which is affected by historical relations, 
political economy of regions, differences in the political organization of the bor-
derland and the settlement system (Oßenbrügge, 1996). Cross-border coopera-
tion, which results in the creation of a cross-border region, can be defined in  
a twofold way (Szul, 2001): sensu stricto as an institutionalized cooperation of 
authorities and other institutions located on both sides of the state border and 
sensu largo, as any form of cross-border cooperation, including irregular trade 
and tourism. Trade is considered an important component for the development of 
the border and cross-border area not only within the European Union, but also 
along the Polish-Russian border (Modzelewski, 2015; Palmowski, 2010). Along 
with the change in the permeability of the border, the market is opening up to 
new consumers. New commercial facilities occur, which generate shopping mi-
gration due to differences in prices, assortment or availability. Based on the dif-
ferences between regions, further connections are created. The city centre may 
become a node that intensifies cooperation, migration and co-operation. On the 
Polish-German border, this role was attributed to Szczecin which, as the largest 
city in the northern part of the borderland, can fulfil cross-border central func-
tions (Balogh, 2014; Matykowski & Mizgajski, 1996; Oßenbrügge, 1996). 

One of the functions of the modern city, which cause interaction and com-
munication with its background is modern commercial activity, has been imple-
mented in the form of shopping centres. They constitute clusters of many com-
mercial buildings under one roof, spread over a very large area. Activities that 
are located in shopping centres are not limited to commercial activities, but also 
include other service functions. The shopping centre has become a peculiar 
combination of shopping street, market, gallery, passage with small shops and  
a department store and hypermarket (Heffner & Twardzik, 2015; Kaczmarek, 2010). 
For the needs of this research, a shopping centre is defined as a scheme that is 
planned, built and managed as a single entity, comprising units and communal areas, 
with a minimum gross leasable area (GLA) of 5,000 square metres and consisting of 
a minimum of 10 shops (International Council of Shopping Centers). 

When examining the range of influence of retail trade functions on the Pol-
ish-German borderland, the concept of cross-border shopping, shopping tourism 
and shopping migration should be clarified. 

The simplest definition of shopping tourism defines it as a journey from the 
place of residence to another city or country, primary aim of which is to do 
shopping. Shopping tourism is a very interesting case to research for many sci-
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entists, mostly geographers, but also economists and sociologists. They are ana-
lyzing aspects of intensity, size, direction and customer motivation for shopping 
tourism. They also analyze social and economic consequences of these proc-
esses. On the cross-border regions, at the borderlands, shopping tourism has 
advanced after a change in the character of the border, from a barrier to social 
contacts to a more permeable place where two or more cultures meet. Cross- 
-border shopping tourism is defined as purchases being made while traveling to 
another country with the specific purpose of shopping and by consumers who 
live at the border area (Clark, 1994; Di Matteo & Di Matteo, 1996; Leimgruber, 
1988; Lewis, 1990; Timothy, 1999; Timothy & Butler, 1995; Van der Velde, 
1999). Leimgruber (1988) points out four economic and socio-political condi-
tions that are crucial to the existence of shopping tourism. First, there must be 
enough contrast between the home location of the travelers and the potential 
destination across the boundary in terms of prices, quality of merchandize and 
selection. Secondly, consumers must have a good knowledge of what exists 
across the border, they have to have prior knowledge about the goods on offer in 
the destination place. What is more, the border must be permeable enough to 
allow an easy flow of people across the frontier, so the willingness to travel is 
not hampered by restrictions and administration. Last but not least, customers 
have to be able and willing to make the shopping journey, taking into considera-
tion issues such as personal mobility and currency exchange differentials. 

Consumers always pick up the most attractive offer, considering prices, the 
possibilities to travel and some additional factors, such as the attractiveness of shop-
ping places or extra services. In addition to that, important conditions in shopping 
tourism are the attractiveness of the city and the pleasure of shopping and spending 
time in this way (Więckowski, 2010). An important condition which determines the 
intensity of shopping migration is retail organization and rules governing, e.g., 
shopping hours on both sides of the border. The possibility for Sunday shopping, 
which refers to the ability of retailers to operate stores on Sunday and differences in 
opening hours, may encourage some customers to shop abroad. 

Consumer mobility is dependent on push and pull factors (Bygvrå & West-
lund, 2005; Di Matteo & Di Matteo, 1996; Spierings & Van der Velde, 2008; 
Timothy & Butler, 1995). Push factors stimulate mobility because they imply 
that shopping in places abroad are perceived to be more attractive than places in 
the home country. Pull factors promote cross-border shopping by implying that 
foreign places are considered more appealing that places in the home country 
(Spierings & Van der Velde, 2008). 
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Many researchers have conducted studies about cross-border consumers, 
the results of which has been the characterizing of people who purchase goods 
abroad. They have higher income, do not have many children and they have 
negative thought about goods offered in their local market (Herrman & Belk, 
1968; Rosenbaum & Spears, 2005). Studies on cross-border retail trade and 
cross-border shopping were carried out on many national borders, e.g., Mexico – 
USA (Sullivan, Bonn, Bhardwaj, & DuPont, 2012), Croatia – Hungary 
(Michalko & Varadi, 2004), Canada – USA (Timothy, 2000), Poland – Germany 
(Dasher & Haupt, 2011; Kaczmarek & Stryjakiewicz, 2006), Luxembourg – 
Belgium, Luxembourg – France, Luxembourg – Germany (Mathä, Porpiglia,  
& Ziegelmeyer, 2014). 

According to a survey conducted by the European Commission in 2014 
(Flash Eurobarometer 397, 2015), the biggest percentage of customers who are 
shopping abroad is in Luxembourg (38%), the Netherlands (27%), Estonia and 
Slovakia (both 21%). In the countries examined in this study, Poland and Ger-
many the percentage of customers who shop abroad was 11% for each country. 
 
 
3. Research methodology 
 

To create the delimitation of Szczecin’s regional retail functions impact 
range on both Polish and German borderlands, a number of methods was used: 
social study (questionnaire), field research and spatial analysis. 

The market potential of Szczecin embraces 700,000 people for municipal 
services within a regional range. The frequency of exploiting these services is 
one-two per month and time of approach does not exceed 1.5 hours. It should be 
noted that 110,000 people live on German borderland (Dutkowski, 2011). 

The questionnaire’s aim was to examine the impact of Szczecin as a retail 
trade centre, indicating the competing centres for city and examining the type of 
shopping interactions that take place in Szczecin. The selection of the sample 
was random, and the experiment was carried out in two shopping centres, on 
both sides of the Oder, Galeria Kaskada and outlet centre, known as Outlet Park 
Szczecin. The survey involved 326 respondents, of whom 226 were Polish resi-
dents of Szczecin. The respondents were dominated by young people under 40 
years old (65% of the respondents). Young people visit the shopping centres 
more frequently and choose this space as a way of spending their free time. This 
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result was confirmed in a study conducted by Inquiry Market Research, which 
investigated client segmentation using mobile phone signal detection. The cus-
tomers of shopping centres were mostly people under 45 (author’s inquiry from 
2015). 

The second method of collecting data to determine the extent of the city’s 
retail trade impact was the statistic of motor vehicles. In order to determine the 
scale of influence, one should acquire modern, reliable knowledge which accu-
rately reflects the essence of the phenomenon taking place, due to the require-
ments posed by the dynamics of socio-economic processes (Kuc, 2012). In this 
direct research, the author examined the number of consumers coming to 
Szczecin’s shopping centres and to the German one, classifying them according 
to the place where the car was registered (potential district of residence). This 
study was carried out in six shopping centres. Five of them are located in 
Szczecin – CHR Galaxy, Galeria Kaskada, Auchan-Kołbaskowo, CH Ster, Outlet 
Park Szczecin and the last one is in Schwedt, Germany – Schwedt Oder-Center. 
The measurements were always carried out on Saturdays from 11 am to 5 pm in 
similar weather conditions. The study was conducted in 2016. In the study, the 
author collected information about the registration of 10,592 cars leaving Polish 
shopping centres and 418 Polish cars leaving the German shopping centre. 

The third method was an inventory of existing shopping centres in Szczecin 
(Figure 1) in terms of total area, commercial and service area, the presence of 
additional gastro and entertainment services, shopping centre generation, the 
number of parking spaces and finally social aspects – an evaluation of individual 
facilities by residents (on websites and in the survey). 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 

8

F
 

 

S
 

P
 
 
4
 

o
m
ti
is

88 

Figur

ource

Pome

4. R

of a 
mark
ion o
s sho

re 1.

e: Aut

To 
eran

Resea

Szc
tota

kets,
of th
own

. Dis

thor’s

com
nian 

arch

zeci
al of
 hyp
he sh
n in F

stribu

s analy

mpar
Voiv

h fin

in as
f 423
perm
hopp
Figu

ution

ysis b

e th
vode

ndin

s a tr
3 sh
mark
ping
ure 2

n of s

based 

he nu
eshi

ngs

rade
hopp
kets,
g fac
2. 

shop

on in

umb
ip, d

e cen
ping 
 dep

ciliti

M

pping

nvento

ber o
data f

ntre 
faci

partm
ies in

Magd

g cen

ory of

of c
from

is th
ilitie
men
n co

dalen

ntres 

f shop

comm
m the

he m
es in
nt sto
ounti

na Ka

in S

pping 

merc
e Ce

most
n the
ores 
ies i

arcze

Szcze

place

cial 
entra

t com
e vo

and
in th

ewic

ecin

es from

fac
al St

mpet
oivod
d de
he W

cz 

m 201

ilitie
tatist

titiv
desh
epart

West 

15; Op

es in
tical

ve m
hip a
tmen
Pom

pen L

n co
l Off

marke
are l
nt st
mera

300
950

25 0

60 0

94 0

Layer 

ount
ffice 

et in
locat
tores
anani

0-950
0-25

000-6

000-9

000-1

Map 

ties 
wer

n the
ted 
s). T
ian V

00 
000 

60 000

4 000

20 00

(s.a.)

of t
re us

e reg
here

The 
Voiv

0 

0 

00 

. 

the W
sed. 

gion.
e (su
distr
vode

 

Wes

. 105
uper
ribu
eship

st 

5 
r-
u-
p 



 
F
 

 

S
 

u
m
li
 
T
 

 

S

 
 
 
 

Figur

ource

uniqu
mark
ishm

Table

GfK p
GfK p
Resou
Numb
Satur
Area 
Rate 
The h

ource

re 2.

e: Aut

The
ue p
ket is
ment

e 1. B

purch
purch
urces 
ber of
ration 
unde
of em

highes

e: Bas

Ret

. Num

thor’s

e big
prod
s no
t of n

Basi

hasing
hasing

f shop

r con
mpty s
st ren

sed on

tailin

mber

s resea

ggest
ducts
ot sat
new

ic da

g pow
g pow

pping 

struct
spaces
nts 

n Coll

ng as

r of 

arch.

t com
s in 
ted w

w one

ata ab

wer (an
wer ind

centr

tion 
s 

liers I

s a d

shop

mm
reg

with
es (T

bout 

nnuall
dex 

res 

Intern

devel

ps in 

merci
gion 
h sho
Table

shop

ly) 

nation

lopm

coun

al sp
are

ops a
e 1)

ppin

al Re

ment i

nties

pace
e off
and 
. 

ng cen

search

indic

s in W

e, m
fered
it cr

ntres

Ba

h (20

cator

West

many 
d by
reate

s pot

asic da
29
11
27
15
48
5,
1.
37

15); a

r of a

t-Pom

serv
y Sz
es th

tenti

ata 
9,980 
17% n
75,30
5 (1 u
84 m2

,000 m
6 %
7-39 E

author

a cro

mera

vice
zcze
he op

al in

PLN
nation
0 m2

under 
2 GLA
m2 GL

EUR/

r’s inv

oss-b

anian

es, th
ecin’
ptim

n the 

N (per 
nal av
GLA
const

A/1000
LA 

/m2 pe

vento

borde

n Vo

he m
’s sh

mal c

Szcz

capita
verage

tructio
0 

er mo

ory of 

er ci

oivod

most 
hops
cond

zecin

a) 
e 

on) 

nth 

f shopp

le
20
41
61
81
10

ity re

deshi

pop
s. N
dition

n Ag

ping c

ess tha
0-40
1-60
1-80
1-100
01-10

egion

ip 

pular
Never

ns fo

gglom

centre

an 20

5 

n… 

 

r bra
rthe

for th

mera

es fro

ands
less
he es

ation

m 20

89

s and
, the
stab

n 

15. 

9 

d 
e 

b-



 

9

c
B
tw
a
o
G
S
 
F
 

 

S

 

ti
G

c
c
th

90 

centr
Balti
wo p

an irr
of go
Germ
Szcz

Figur

ource

ively
Gale

centr
cross
he c

The
rical
ic Se
part
regu
oing
man 
ecin

re 3.

e:  Re
Szc

In t
y as
ria K
The

re fo
s it a
comp

e imp
lly (F
ea an
s, on
ular,
g abr

bord
n’s re

. Sett

giona
czecin

the c
 a tr
Kask
e res
or Sz
allow
petit

pact
Figu
nd th
ne m
 asy
road
ders
etail

tlem

alne B
n] (20

cond
rade
kada
ults 
zcze
wed 
tiven

t ran
ure 3
he fa
migh
ymm
d and
s, ha
l fun

ment a

Biuro 
015).

duct
 cen
a (33
of t

ecin 
the 

ness

nge 
3). T
fact t
ht im

metri
d th

ave c
nctio

arou

Gosp

ted q
ntre 
3.44
the s
(Fig
resi

s and

of c
Thro
that 
magi
c sh
e hi
chan
ons i

und S

odark

ques
(82.
%) a

surv
gure
ident
d po

M

city a
ugh 
the 
ine t
hape
istor
nged
is ex

Szcze

ki Prz

stion
2%)
as th
ey in

e 4).
ts of
otent

Magd

and 
Szc
Odr
that 
. No

ry of
d the
xpan

ecin 

estrze

nnair
), in
he m
ndic
 Th
f the
tial 

dalen

its r
czec
ra riv
zon

oneth
f the
e situ
nding

with

ennej 

re, t
ndica
most 
cated
e pr
e reg
of S

na Ka

reta
in’s 
ver f

ne of
hele
e tow
uatio
g co

hin it

w Sz

the 
ating
attr

d tha
roxim
gion 
Schw

arcze

il fu
loca
flow
f im
ess, b
wn, 
on. T
ncen

ts ser

zczeci

resp
g the
activ
at Sc
mity
to s

wedt

ewic

uncti
ation

ws th
mpac

bord
whi

The 
ntric

rvice

inie [R

pond
e CH
ve sh
chw
y of 
shop
t, it 

cz 

ions
n on
hrou
t ran
der p
ich w
zon

cally

es im

Regio

dents
HR G
hopp

wedt 
the 

p in G
was

s, cu
n the
ugh t
nge 
perm
was

ne of
y. 

mpac

onal O

s pe
Gala
ping
is a 
bor

Germ
s fou

ustom
e bor
the c
of t

meab
 for
f the

t ran

Office 

ercei
axy 
g cen
com

rder 
man
und 

mari
rderl
city 
the c
bility
r ma
e ran

nge 

for S

ived
Cen
ntres

mpet
and

ny. W
that

ily d
land
and 
city 
y, th

any y
nge o

Spatial

d Szc
ntre (
s in 
titive
d the
When
t it 

deve
d, ne

divi
wou

he si
year
of im

 
l Man

czec
(33.
the 
e ret
e fre
n ex
had 

lop 
ear to
ides
uld 
impl
rs w
mpa

nagem

cin p
7%)
city
tail t
eedo
xami

a lo

con
o the

s it to
have
licity

within
act o

ment i

posi
) and

y. 
trade
m to
ining
owe

n-
e 
o 
e 
y 
n 

of 

n 

i-
d 

e 
o 
g 

er 



 
ra
c
th
w

F
 

 

S

 

a
th
m
c
a
a
p
it
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

ank 
chain
he S

whic

Figur

ource

and c
hey 

most
cloth
attrac
and v
proxi
ty of

than
ns in
Schw
ch ar
 
re 4.

e: Aut

In o
com
mo

t oft
hing 
ctive
varie
imit
f cus

Ret

n Sz
n rel
wedt
re no

. Citi

thor’s

order
mpare

stly 
ten 
(20

e to 
ety 
ty to
stom

tailin

zczec
latio
t ba
ot av

ies w

s resea

r to 
e the
buy
bou
%) 
Pol
of g

o the
mer s

ng as

cin. 
n to

ase o
vaila

where

arch.

anal
e Po
y ab
ught 
abro
lish 
good
e pla
serv

s a d

A sm
o Pol
on it
able 

e res

lyze
lish 

broad
che

oad. 
con

ds. T
ace o
vice (

devel

mall
land
ts p
on t

spon

e spa
and

d an
emic

The
sum

The 
of re
(Fig

lopm

ler r
d test
proxi
the P

dent

atial 
d Ge
nd th
cals 
e ma

mers 
Poli

eside
gure 

ment i

retai
tify 
imit
Polis

ts bu

rela
erma
he p
and

ain f
wer

ish m
ence
5).

indic

l are
to it
y an
sh m

uy go

ation
an sa
place
d be
facto
re th
mark
e, av

cator

ea, s
ts w
nd s

mark

oods 

ns, t
ales 
es w
eauty
ors w

he qu
ket w

vaila

r of a

smal
weake
sales
ket. 

outs

the r
prop

where
y pr
whic
ualit
was

abilit

a cro

ll dif
er tr
s pro

side o

respo
posa
e th
rodu
ch m
ty o
 mo
ty of

oss-b

ffere
radin
opos

of Sz

onde
al, p
ese 

ucts 
made
f pro

ore a
f pu

o

borde

ence
ng p
sal, 

zcze

ents 
oint
purc
(30
e Ge
oduc
attra
ublic

other

er ci

es in
posit

e.g.

cin 

wer
t out
chas
%), 
erm
cts, 

activ
 tran

rs 

ity re

n the
ion.
., G

re as
t the
ses a

swe
an r
and
e in
nspo

egion

e bra
 The

Germ

sked
 pro
are m
eets
retai
d the
n term
ort a

n… 

ands 
e str

man p

d to 
oduc
mad
 (21
l off

e wid
ms o

and t

of r
reng
prod

 

eval
ts w

de. P
1%) 
ffer m
de r
of p
the q

9

retai
th o
duct

luate
which
Pole

and
more
range
price
qual

1 

il 
of 
s 

e 
h 
s 
d 
e 
e 

e, 
l-



Magdalena Karczewicz 

 

92 

Figure 5. Factors that determined the place of shopping 
 

 
 

Source: Author’s research. 

 
The results of the research based on car registration plate measurement 

were a base for determining the three zones of Szczecin’s retail function impact. 
Most consumers of five shopping centres in Szczecin, where the research was 
conducted, were from the Szczecin Agglomeration, from nearest counties. Ger-
mans also visit Szczecin in number for shopping because prices are lower than in 
their local market. 

The most important aspect for Poles while choosing a shop was its location. 
In a commuter structure, we can see a clear trend that customer structure is re-
lated to its location (and also to routes). 

Customers from Germany did their shopping in places where some addi-
tional services and goods were offered. For example, in CH Auchan- 
-Kołbaskowo, an additional service was a petrol station with low prices; in  
CH Ster, it was the Castorama – a specialty store of home improvement, DIY 
tools and supplies. Customers rarely choose malls situated in the city centre as  
a shopping destination. For them, easy access next to the road and near the bor-
der crossing were the most important factors. 

Based on the research results from five shopping centres in Szczecin (Figure 6), 
the impact range of Szczecin as a retail centre has been marked out. Summing up, all 
measurements form a generalization of the results (Figure 7). The size of the re-
search sample was 10,592 cars. On that basis, the author has created a cartogram 
which shows the profile of customers to Szczecin. The next step was the delimita-
tion of the three zones where the impact of Szczecin is detectable. 
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The first zone includes four counties – Policki, Gryfiński, Stargardzki and 
Goleniowski. Those are four nearest counties and they have the strongest con-
nections with Szczecin. Residents from these counties frequently visit Szczecin 
for shopping and also work and study there. Good routes, a well-organized pub-
lic transport system and the short distance have an effect in shopping location 
choices in the big city. 

The second zone includes four counties, but one of them is the German 
county of Vorpommern-Griefswald, which is located in Mecklemburg- 
-Vorpommern; the Polish counties are Pyrzycki, Kamieński and the city of Świ-
noujście. They are situated further away from Szczecin, but they do not have 
well-developed shopping centres. The city of Świnoujście is an exception be-
cause it has got some big shopping malls, but still they do not have as big  
a choice as Szczecin’s shopping malls. 

Lastly, the third zone includes nineteen counties. Six of them are in Ger-
many and are situated in Mecklenburg-Vorpommern, Brandenburg and one is  
a big city – Berlin. Ten of them are counties from West Pomeranian Voivodeship 
and three are from Lubusz Voivodeship. Connections in this zone are weaker, but 
cross-border consumer still come for shopping in Szczecin. What is more, this 
zone goes beyond the border of West Pomeranian Voivodeship and includes 
counties from another Polish voivodeship and big capital city of Lubusz 
Voivodeship – Gorzów Wielkopolski. Also, cross-border shoppers from Berlin 
come to Szczecin. The reasons for this shopping tourism are known from the 
survey – lower prices, tourism and the (previous) possibility to shop on a Sun-
day, when German shops are closed. 

On the other hand, Szczecin’s residents often cross the border to do shop-
ping in Germany. As a destination, they choose Schwedt and the shopping mall 
Schwedt Oder-Centre. Poles buy goods abroad because of their quality and the 
possibility to buy goods which are unavailable in Poland. Many goods are avail-
able in both Poland and in Germany, but in public opinion, German goods are of 
a better quality.  
 
 
5. Discussion 
 

The collected data can be used as a basis for determining the impact range 
of shopping centres in Szczecin. The applied research method, based on the 
measurement of the number of car number plates in relation to the place of their 
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registration, allowed to determine three zones where Szczecin’s shopping centres 
impact spans. Nevertheless, the author encountered problems while collecting 
data. First of all, there was the difficulty in choosing the exit from the car park, 
where the car plates measurement was conducted. The place of measurement 
was a subjective assessment, based on previous observations made by the author. 
It should be emphasized that consumer traffic was much larger than actually 
represented in the data, but measurements were made only at one point. The 
number of exits from car park influenced the differentiation of results between 
individual centres. The bigger number of exits, the statistically fewer vehicles 
uses each one. The second of all possible limitations while collecting data was 
potential mistakes in reading the car number plate, which can be caused by: 
1) a dirty car number plate; 
2) the similar notation of numbers or letters on car number plate, which can be 

mistaken because of the distance; 
3) leased cars, which are mostly register in Warsaw; 
4) the number of people traveling by one car could vary. 

On the other hand, however, because of the large sample size, it allows us to 
picture general trends. What is more, due to changes in German law, which 
withdrew the obligation to re-register the car after purchase, it was the last 
chance to conduct car plates analysis.  

The conducted research confirms the results of foreign researchers concern-
ing the factors which determine the development of retail trade in the border-
lands (Bygvrå & Westlund, 2004; Di Matteo & Di Matteo, 1996; Spierings  
& Van der Velde, 2008; Timothy & Butler, 1995).  

The results of the research complement previous knowledge about shopping 
migrations and retail structure on a cross-border area. Furthermore, a gap in the 
research has been noted, which relates to the lack of surveys about shopping 
migrations among German customers. In consequence, the picture of cross-
border customer on Polish-German borderland remains incomplete.  

The impact range of the city is more open to discussion, since it is the larg-
est town in the Voivodeship and because of that gains a competitive advantage in 
acquiring new investments. 
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6. Conclusions 
 

The research methods applied in the study allowed the main aim of this ar-
ticle to be achieved, which was to determine the motivations, frequencies, and 
directions of the migration of buyers to the large-area shopping centres in 
Szczecin. The research results about the impact range of Szczecin as a regional 
retail trade centre presented here represent new knowledge about the functioning 
of trade in border areas. The conducted survey outlines the image of the Polish cus-
tomer, a cross-border shopping tourist from Polish-German borderland. The results 
of the survey confirmed the thesis about push and pull factors (Bygvrå & Westlund, 
2004; Di Matteo & Di Matteo, 1996; Spierings &Van der Velde, 2008; Timothy  
& Butler, 1995). Poles went to Germany for products not available on the Polish 
market or those that they thought had better quality. They always had prior knowl-
edge about the availability of nature of goods in Germany. 

Valuable results were achieved by using the car plate statistics method to exam-
ine the impact range of the shopping facilities. Surveys mostly dominate in impact 
range research, in which the respondents indicate migration in the places of pur-
chase. Other methods which are often used are involve collecting information about 
postal codes while shopping in a store, research based on a mobile phone signal or 
gravity models that use information about objects for statistical calculations. 

Despite the reservations mentioned in the previous section, the statistics con-
cerning car plate registration indicated some interesting results and may serve as  
a basis for determining trends in shopping migrations on the researched field. These 
research methods may be applied in other areas of research, subject to legal regula-
tions. They could be repeated in Poland, but in the case of Germany or the United 
Kingdom, vehicle statistics studies would no longer be reflected in reality, due to the 
lack of obligatory re-registering the car after purchase. 

Information about cross-border consumer behavior and directions of shop-
ping migrations were the results of the survey and can be a basis of a contribu-
tion for practitioners. They can be used in the process of forming urban policy 
and development strategy for shopping centres in the borderland to choose their 
best location, i.e. the one that will attract the biggest number of customers. 

The further development of retail functions, including shopping tourism, is 
subordinate to many factors. First of all, the boundary can change. Nowadays it 
is permeable and does not constitute a barrier for cross-border shoppers or tour-
ists. As a result of political agreements, it can change to a barrier which may 
have an impact on cross-border shopping movement. External factors regulated 



Retailing as a development indicator of a cross-border city region… 

 

99 

by the European Union can also change the situation. A topical subject now is 
changing currency from zloty to euro. It may occur in equalization of prices, and 
so the Polish market will no longer be as attractive for German customers. Po-
litical changes and new rules or regulations can also influence shopping connec-
tions. Since March 2018, new legal conditions occur and shops are now closed 
on Sundays in Poland which may hinder commercial competition between the 
regions. The closure of stores, and thus the unification of regulations in this as-
pect in both countries, may have an impact on cross-border shopping tourism.  
It is possible to limit the frequency of shopping trips or intensify these journeys 
on days other than Sunday. In this regard, research involving the measurement of 
German consumers’ movement on commercial Sundays should be undertaken, as 
well as surveys on the views of consumers from Germany about the limitations 
in shopping on Sundays. 

The present research postulates the need to undertake further analyses of 
commercial structures. Measurement of the remaining shopping centres in 
Szczecin is worth conducting, as well as increasing the research sample in addi-
tion to the current research. An important element of the commercial network is 
also marketplaces, which should be the subject of further research in the field of 
commercial structures, their functioning and customer structure. It is also worth 
analyzing the city’s financial policy relating to commercial premises and the 
capital structure of existing facilities. 
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