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Cross-border shopping behaviour of consumers from Slovakia: case study from Hain-
burg an der Donau (Austria)

Abstract: In spite of Bratislava’s established retail network resulting from intense com-
petition of present retail chains, Slovak customers increasingly prefer grocery shopping
abroad. Grocery shopping near the border, specifically; in Hainburg an der Donau
(Austria) does not only represent an economic loss for Slovak retailers but also a reason
to contemplate the motivations for such customer behaviour. The aim of the paper is to
evaluate the preferences of consumers from Slovakia while shopping common grocery
products in Hainburg an der Donau. The authors look for links between customer be-
haviour and specific consumer characteristics. Results presented in the article are based
on a survey focusing on customer preferences and perceptions conducted on shoppers on
the Slovak-Austrian border (n = 909). Primary trade area of the Hainburg an der Donau
shopping centre can be delimited in 50 km distance. Typical characteristics of Slovak
consumers shopping in Austria is their loyalty (frequent shoppers) and willingness to
spend more time and money than in Slovakia. Quality and price of goods was identified
as the main reason of Austrian cross-border shopping.
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Uvod

Nakupovanie spotrebitel'ov nie je v priestore limitované. Vyber lokality nakupu ovplyviuju
mnohé faktory. Ak spotrebitel’ nie je spokojny s tovarom ¢i nakupom v mieste bydliska, reali-
zuje tzv. mimoobecné nakupy (out-shopping, out-of-town shopping), ¢ize nakup mimo lokality
bydliska v snahe uspokojit’ svoje poziadavky. Za $pecialnu subkateg6riu mimoobecnych naku-
pov mozno povazovat cezhrani¢né nakupovanie (Sullivan a Kang 1997). K cezhrani¢nému
nakupovaniu (cross-border shopping) dochddza, ked’ spotrebitelia cestuji mimo svojho lokal-
neho regionu a prekrocia Statnu hranicu pre ucely nakupovania (Timothy 1995). Cezhranicné
nakupovanie vSak mozno povazovat’ za viac komplexné ako mimoobecné nakupovanie (Dmit-
rovic a Vida 2007) vzhl'adom na podmienky nakupovania na doméacom a zahrani¢nom trhu
(kvalita vyrobkov, otvaracie hodiny, kultirne Specifika a pod.). Zaroven mozno cezhrani¢né
nakupovanie povazovat’ za jedinecny typ nakupného turizmu (shopping tourism).

Na rozvoj cezhrani¢ného nakupovania vplyvaju Styri zakladné podmienky (Timothy 2005):
(i) Kontrast. 1de o kontrast medzi miestnou ponukou a ponukou z druhej strany hranice. Kon-
trast by mal byt zretelny v kvalite tovaru, Sirke sortimentu alebo d’al§ich atribitoch vplyvaju-
cich na nadkupné spravanie.
(i1) Povedomie. Motivaciou potencialnych spotrebitel'ov pre cezhranicné nakupovanie je ve-
domost’ o ponuke na druhej strane hranice.
(iii) Ochota cestovat. Vychadza zo zaujmov cestovat’, pricom stimuly mézu byt endogénneho
(napr. nakupovanie ako zabava) alebo exogénneho charakteru (napr. dopravna infrastruktira).
(iv) Procedura prekrocenia hranic. Ide o procedury formalneho prekrocenia hranice (napr.
vizova povinnost’), spolo¢né¢ho hospodarskeho priestoru (schengensky priestor), ako aj politic-
kej stability navstiveného priestoru.
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