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Abstract
During the second half of the 20th century, consumption patterns in the developed market economies have 
stabilised, while in the transition/EU-accession countries these patterns were accepted with unusual speed 
and dynamics. Differences, changes and current trends in Western Europe and post-socialist countries 
in the quantity and concentration of retailing activities have been minimised, whereas some distinctions 
in the quality of retail environments have remained. Changes have occurred in buying habits, shopping 
behaviour and consumer preferences basically for all population groups across the generations. This article is 
a theoretical and conceptual introduction to a Special Issue of the Moravian Geographical Reports (Volume 26, 
No. 3) on “The contemporary retail environment: shopping behaviour, consumers’ preferences, retailing and 
geomarketing”. The basic features which have occurred in European retailing environments are presented, 
together with a comparison (and confrontation) between Western and Eastern Europe. The multidisciplinary 
nature of retailing opens the discussion not only from a geographical perspective but also from the point of 
view of other social science disciplines that naturally interconnect in the retail environments.
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1. Introduction
Since the post-war era of the  1950s, the retail sector in 

Western Europe experienced a similar revolution to the 
industrial sector one hundred years earlier. The phenomenon 
of the ‘industrialisation of retail’ was thus replicated in the 
form of the internationalisation tendencies of multinational 
corporations and chains, resulting in the giant concerns 
such as the American Wal-Mart, French Carrefour, German 
Metro, Dutch Ahold and even Swedish IKEA. Despite all 
of these tendencies, the retail sector has never became as 
globalised as industry, which can be attributed to specific 
consumer cultural habits (Cliquet, 2006).

The top ten retail companies according to sales in the 
fiscal year  2016 are presented in Table  1. The dominant 
chains are still the ones with origins in the USA (with an 
unbeatable Wal-Mart and Internet Amazon with the highest 
year-on-year growth), with only three European companies 
that specialise in food and fast-moving goods.

Retailing and its activities, together with services, are 
in the long term the most significant vehicles for change, 
new trends and innovations in the tertiary sector. At the 

same time, however, in its breadth the retail sector is one 
of the most distinctive parts of worldwide globalisation and 
internationalisation trends of recent decades, and also one of 
the most visible features of the economic transformations in 
post-socialist and developing countries, where the dynamics 
of change have been extraordinary and relatively unique 
(Nagy,  2001; Burt,  2006; Szczyrba,  2005; Machek,  2012). 
The new dimension of large-format chain stores and 
shopping centres gradually overshadowed the traditional 
forms of retail. The shopping centres, in particular, became 
a phenomenon with both commercial and non-commercial 
purposes, and substituted as a  function of public space 
to some extent (Crosby et al.,  2005; Coleman,  2012; 
Pospěch, 2015).

2. Changes, differences and trends 
in European retail landscapes

The structure of the retail sector has been transformed 
considerably across Europe in recent decades. During the 
second half of the twentieth century, consumption patterns 
in the developed market economies stabilised, while in 
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1 Western’ and ‘Eastern’ in this paper refer largely to the more developed Western European countries, original members 
of the EU, compared to the Eastern (Central) European countries, with accession to the EU starting in 2004 and sometimes 
characterized as ‘transition’ economies.

the  1990s in the transition countries these patterns had 
been accepted, and with unusual speed and dynamics 
(Kok,  2007; Kunc et al.,  2013; Križan et al.,  2014). Rapid 
adaptation of Western norms by the Eastern1 markets was 
supported by the entry and dominance of Western capital. 
The potential of the Eastern markets, insufficient domestic 
competition, benevolent legislation as well as large (latent) 
consumer appetites attracted Western retailers who were 
facing a slowdown in the growth of their own markets 
during the  1990s and even later (Myers, Alexander,  1997; 
Burt, 2006).

In the middle of the 1990s, for example, all V4 countries 
(the Czech Republic, Hungary, Poland and Slovakia) were 
listed in the  30  countries with the best expanding retail 
markets in the world (Kearny,  1995). At the same time, 
international competition was rather extensive as many 
large-scale retail concerns decided to ‘control’ the Eastern 
markets simultaneously, and not all of them have lasted to 
the present (Szczyrba,  2010). Internationalisation became 
the dominant feature of European retailing (Burt,  2010). 
The process of internationalisation, which started first in 
Central and then in Eastern European countries, was thus 
very fast. The differences among European countries were 
virtually removed as far as quantity and concentration 
are concerned, yet certain contrasts remained regarding 
the quality of the products and the culture of the retail 
environment.

Although Europe has had to face great challenges in the 
last few years that posed threats to its stability (such as 
issues with refugees and terrorism, political tensions between 
Russia and Turkey, the Brexit referendum in the UK, etc.), 
the European economy and private consumption appeared 
to be very strong, which has also been acknowledged as due 
to the trust of consumers (Johnson, 2017). Despite the year-
on-year growth in the retail trades in  2016 (by  1.7%), in 
almost all countries of the EU-28 stationary retail declined. 
The growth was thus maintained predominantly by on-line 
trading (e-commerce), whose significance keeps increasing 
in Europe even though the dynamics compared to previous 

years have slowed in the developed markets (e.g. Germany 
and Austria). In the Czech Republic, for example, in 2017, 
on-line sales have reached a share of  10.5% of the entire 
retail turnover (Geomarketing, GfK, 2017).

In 2016, the market value of the retail sector in Western 
Europe was approximately  2.6 trillion Euros, which was 
the highest amount in the last five years despite the 
above-mentioned declines. Compared to Eastern Europe 
the difference is obvious. There was also a year-on-year 
growth of the market value of retailing in the East, yet 
the numbers in  2016 were merely  565.6  billion Euros. In 
Western Europe, there are still many economically strong 
countries such as France and Germany, and compared to the 
Eastern countries they are unrivalled. The market value of 
retailing only in Germany represents one-fifth of the entire 
retail sector in Western Europe, and together with France, 
retailing represents almost one half of all of Western Europe 
(Geomarketing, GfK, 2017; RetailNews 1–2/2018).

The decrease in stationary retailing results in a decrease 
in the selling areas in European countries, predominantly 
in the developed markets. An increase in selling areas 
in food retail is often compensated for by the decrease in 
other segments of retailing (RegioData Research, 2017). In 
general, the selling areas in the stationary markets are in 
decline, which is, inter alia, a result of Internet (e-commerce) 
competition and due to the increasingly common use of 
so-called smart technologies (Pantano,  2017; Priporas et 
al.,  2017). The retail companies in Western Europe are 
nowadays facing challenges that were unknown in the past 
– regarding the decreased turnover, profits and a strong 
pressure on prices. The decrease in selling areas naturally 
results in a stronger concentration of retail outlets, and 
at present, it happens very often that only three or four of 
the largest retail chains control up to  90% of the market 
of a given country (Geomarketing, GfK, 2017). Despite the 
above-mentioned facts and further expected declines, the 
selling area per person remains higher in the most developed 
markets within the EU, compared to more recent accession 
countries (see Tab. 2).

Name (country) Retail income 
(billion USD)

The year-on-year 
difference (%)

Number of countries 
in which they operate

Wal-Mart Stores (USA) 485.9 0.8 29

Costco Whole Sale Corp. (USA) 118.7 2.2 10

The Kroger (USA) 115.3 5.0 1

Schwarz Group (GERMANY) 99.3 5.3 27

Walgreens Boots Aliance (USA) 97.1 8.3 10

Amazon (USA) 94.7 19.4 14

The Home Depot (USA) 94.6 6.9 4

Aldi Group (GERMANY) 84.9 4.8 17

Carrefour (FRANCE) 84.1 − 0.4 34

CVS Health Corp. (USA) 81.1 12.6 3

Tab. 1: The top 10 retail companies in the world according to sales in the fiscal year 2016 (Note: We may mention 
some other important European retail corporations such as Tesco (UK, 11th place, income of 72.4 billion USD), Ahold 
Delhaize (Netherlands, 14th, 69.0b.), Auchan Holding (France, 18th, 57.2b.), the Rewe Group (Germany, 22nd, 44.6b.) 
or IKEA (Sweden, 27th, 38.0b.)
Source: RetailNews (3/2018)
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After the stage of internationalisation and the adoption 
of Western models and patterns (of buying behaviour), 
the Eastern markets reached a stage of consolidation with 
a relative stabilisation of the market (Coe and Hess, 2005). 
Reactions to the recent  (2008) economic recession were 
similar to those in Western countries: the selling areas rather 
stagnated; and the concentration and saturation of the retail 
environment were also already very high (Simová,  2010). 
In  the terms of some of the parameters used in these 
studies (e.g. regarding large-scale concepts, specifically the 
number of hypermarkets per person), the transitional Czech 
Republic is among the leading countries in Europe (Kunc 
et al., 2013). The large-scale retail and shopping centres in 
Western Europe are going through a stage of remodelling, 
enlargement and filling in the gaps in the market, and 
a  similar situation is seen in East Central Europe. On the 
contrary, a noticeable expansion in this respect can be seen in 
Russia and Turkey, provided they are perceived as marginal 
European markets (Geo marketing, GfK, 2017).

The strongest retail segment is usually food, which 
was recently dislodged from the city centres of Central 
and Eastern Europe (similarly to what happened earlier 
in Western Europe), but is now returning in a specialised 
form (Mulíček and Osman, 2013; Syrovátková et al., 2015). 
Despite the fact that many consumers still prefer 
quantity, experts speak about the efficiency of shopping 
and consumption. The ‘impulse buying’ supported by 
advertising, promotional events, and the so-called POS 
(point of sale) / POP (point of purchase) market tools, is 
decreasing as people tend to think twice about what they 
want to buy and why. A second significant tendency is the 
focus on quality and value, which is now typical not only for 
the Western consumer. Daily shopping for fresh food and an 
increase in the purchase of branded and cheaper goods in 
sales, are proof of such a tendency (e.g. Dunne et al., 2011; 
Križan et al., 2015).

It is obvious from the previous Table 2 that the Eastern 
markets still have a certain potential regarding the selling 
areas. Some of the Western chains have made use of this 
by developing their own chains (e.g. Auchan, Carrefour, 
Delhaize Group or Agrokor Group).

Another new trend is the opening of so-called premium 
formats and introducing new concepts that offer to consumers 
a better selling culture, along with more comfortable 
shopping and better service (typically the discount store 
Lidl, partially also Kaufland). Besides the well-established 

markets of Central Europe, an extensive Polish market has 
primarily become attractive for Western retailers, together 
with the south-eastern part of Europe, such as Romania, 
Bulgaria, Slovenia and Croatia. (Geomarketing, GfK, 2017; 
RegioData Research, 2017).

The above-mentioned trend for an uninterrupted 
retail decrease in the share of expenses of consumers in 
the developed European markets continued into  2016. 
Europeans tend to invest more of their disposable income 
in health care, medicine and gastronomy, as well as in 
common living costs. The decrease in unemployment and 
a slight increase in incomes have had a positive effect in 
many spheres. In 2016, the consumers of EU-28 countries 
received on average  16,153  EUR per person, which was 
a  0.7% (nominally) increase in purchasing power than 
in the previous year. It is necessary to indicate, however, 
that disparities in the exchange rates negatively influence 
the rate of the increase, especially with the devaluation 
of the British pound. The highest rates of growth were in 
the countries of Central and Eastern Europe, but they 
have hardly reached 60% of the European average (except 
Slovenia and Estonia) and it is highly improbable that they 
will equal the more developed countries in the near future – 
see Table  3 (Johnson,  2017; Geomarketing, GfK,  2017; 
RegioData Research, 2017).

Shopping alliances might boost the Western European 
markets, or rather save costs and increase price competition 
(Chatterjee, 2004). Shopping alliance membership has been 
an important trend in Western Europe in recent years, and 
such a trend is also moving to the east. The economic future 
of European retail will be reflected not only in the scheduled 
withdrawal of some giants from certain markets (e.g. 
Tesco from Central Europe) but also by making common 
agreements. More and more chains will operate under 
the largest European shopping alliance EMD (European 
Marketing Distribution), which reached an accumulated 
turnover of 180 billion Euros in 2016, and it will be of little 
importance anymore which part of Europe they come from 
and where they operate (Stanciu, 2015; EMD, 2017).

Another successful form of retail cooperation that has 
been in existence for several decades and is constantly 
developing and modernising is the franchise. In its modern 
form, this model moved to Western Europe from the USA 
in the 1960s (Kacker and Perrigot, 2016). Franchise chains 
established themselves in convenience stores, while many 
supermarket or hypermarket chains remained under 
the ownership of the company. Franchise and systems 
owned by the firm are probably among the most popular 
organisational forms of the retail chains in Western Europe, 

Tab. 2: Retail selling area per person in 2016 in selected 
European countries (in sq. m)
Source: RegioData Research (2017)

Country Retail area 
(m2) Country Retail area 

(m2)

Austria 1.67 Czech Republic 1.04

Belgium 1.64 Italy 1.03

Netherlands 1.61 Hungary 1.02

Switzerland 1.47 Slovakia 1.01

Germany 1.44 Poland 0.95

Sweden 1.27 Greece 0.74

France 1.23 Bulgaria 0.74

Spain 1.12 Romania 0.70

Croatia 1.10 Ukraine 0.44

Great Britain 1.09

Country PP (€) Country PP (€)

Switzerland 38,965 Germany 20,840

Luxembourg 33,547 Belgium 20,447

Norway 28,255 Slovenia 12,115

Iceland 27,313 Estonia   9,853

Great Britain 23,871 Slovakia   9,682

Sweden 21,431 Czech Republic   9,207

Denmark 21,258 Poland   7,583

Austria 21,095 Hungary   6,623

Tab. 3: Selected European countries and their purchasing 
power per person in 2016 (in €)
Source: RegioData Research (2017)
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as they increase productivity through their influence on 
the transfer of know-how in the form of intercultural 
communication and communication adaptation (Ghantous 
et al., 2018). In comparison, modern forms of the franchise 
are focused on e-commerce strategies and on-line shopping 
(Pénard and Perrigot, 2017).

The shift to the Eastern markets was merely a matter of 
time, and Central and Eastern Europe have become very 
popular markets for the franchise enterprise of Western 
European retail chains during the last two decades. 
Recently, franchise concepts in retail food segments 
have expanded enormously. This results from the above-
mentioned fact that even consumers in Eastern Europe 
have started to turn away from shopping in supermarkets 
and prefer the smaller and more accessible shops in their 
neighbourhood (Kunc et  al.,  2012a). The concept of the 
franchise is presently perceived as a form of goods and 
services marketing by a subject that acts as a franchisor and 
provides more partners – franchisees – with the right to run 
the retail business using its products or services, under its 
own name, thereby uniting all the advantages of the direct 
sale. The franchise is one of the forms through which small- 
and middle-sized entrepreneurs are able to compete with 
the large firms. (Doherty, 2009; Križan and Lauko, 2014).

Last but not least, advertising is a major issue in retail 
marketing, i.e. both the traditional and new trends and 
forms of communication with the customer, as well as 
focusing on the chosen communication pathways. According 
to the German Research Institute EHI Marketingmonitor 
Handel 2017–2020, investments in digital communications 
are constantly increasing, yet retailers can hardly do without 
the standard leaflet. In food retailing, it is the medium with 
the most significant economic importance and the most 
advantageous form of offer in terms of communication, 
and at the same time it has the largest promotional effect. 
This situation is likely to change in the future, however. 
The younger target groups, the so-called generation 
Z, use digital media predominantly, and so the printed 
advertisement will probably not affect them (Priporas et 
al., 2017; Fuentes, Svingstedt, 2017). Compared to the costs 
of printed commercial advertisements, the digital forms not 
only save on such costs but can be also be directed more 
precisely to the target group by way of individual personal 
addressing. According to the above-quoted study, the 
Internet and smartphones are the first and foremost media 
for more and more customers when researching retail offers 
or planning a shopping trip. We should indicate that the 
advertising and marketing of consumer goods and products 
are not spatially limited, although certain cultural specifics 
might be acknowledged. In spite of this, we may observe a 
significant similarity between Western and Eastern Europe 
in this sphere of retail.

The newest trends, technological innovations and 
economic perspectives of the retail sector are regularly 
presented at the World Retail Congress. Since 2007, world 
leaders, innovators and retail beginners all meet here. The 
key topic of the Congress in Madrid in 2018 is “Innovate to 
Win”, and its objective is to increase the efforts in retailing 
to innovate in all spheres of entrepreneurship, so that the 
expectations of the current demanding customers are met 
(World Retail Congress, 2018). The second continuation of 
the European Retail Conference in Milan in 2018 focuses 
on the European retail market, and the main topic is the 
ability to adjust to the changing consumer demands in the 
fast developing retail sector (RICS,  2018). The twenty-

third continuation of the Retail Summit  2018  focuses on 
the Czech, Slovak and Central European retail markets; 
organised by the Czech Confederation of Commerce and 
Tourism and the University of Economics in Prague, 
it takes place in Prague. Its motto is the search for the 
balance between the retailer and the customer, the demand 
trends, and the search for new customers by means of 
new technologies. The IGD Company, which performs 
retail analyses, identified five global trends in the retail 
sector over the next several years on the basis of its global 
research. They are (after RetailNews 1–2/2018):

1.	 hybrid concepts of  stores;

2.	 changes in the lifestyles of the consumers;

3.	 hyper-local retailing;

4.	 the speed and comfort of shopping; and

5.	 AI (Artificial Intelligence).

Whether retailing in Eastern and Western Europe has 
developed differently or similarly, the key question regarding 
its further progress lies in its planning and constructive 
regulation. In this context, there is still a significant 
heterogeneity concerning provisions in the individual 
countries (Spilková, 2010; England, 2012), so the European 
Retail Action Plan might be a comprehensive solution 
(Korthals Althes, 2016).

The economics of the retail sector and retailing is 
represented by contributions for the distribution and sale 
of goods (very often in on-line settings), branding, the 
retailing of professional and consumer services (Alexander 
and Doherty, 2009; Cristini and Laurini, 2017; Anselmsson 
et al.,  2017; Ertz et al.,  2017), retail management, and 
political and management decision making (Hübner 
et al., 2016; Gruber et al., 2016; Vyt and Cliquet, 2017). The 
most significant economic feature of retail research is seen 
in marketing with its various modifications, such as place 
marketing, buzzmarketing or geomarketing (Warnaby and 
Medway,  2004; Teller and Elms,  2012; Kita et  al.,  2013; 
Marjanen et al.,  2016; Lowe et al.,  2018). Another theme 
in economic research regards the attractiveness of 
retail environments in the context of municipal retail 
agglomerations, which are becoming more and more 
relevant in recent years (Teller and Schnedlitz, 2012; Teller 
et  al.,  2016; Križan et al.,  2016). In addition, there are 
analyses of how the shopping centres work (Teller,  2008; 
Teller and Alexander,  2014; Bilková et  al.,  2016; Kunc 
et  al.,  2016; Gomes and Paula,  2016; Ferreira and 
Paiva,  2017), and we must not forget the more ‘classical’ 
studies focusing on international overviews of the retail 
sector or transformations in such environments (Nagy, 2001; 
Burt, 2006; Cliquet, 2006; Simová, 2010; Križan et al., 2016). 
Retailng, however, is not only the domain of the economists, 
it is also reflected in the studies of human geographers.

If we focus on the social behaviours of the individual or 
of population groups, buying behaviour represents one of 
the basic and most common forms. Buying behaviours can 
be studied using the perspectives of various social science 
disciplines – Psychology, Sociology, Anthropology or Human 
Geography. The psychology of the consumer accounts for 
the buying behaviour of the individual in relation to their 
value system, motivations and the realisation of needs, such 
as for example with respect to the classic Maslow hierarchy 
of needs or the typology of customers (Maslow, 1943, 1954). 
Classic studies in this vein include Stone  (1954), Lesser, 
Huges  (1986), Guy  (1998a), Underhill  (1999), Wagner, 
Rudolph  (2010), Dębek  (2015), Pyyry  (2016) and many 
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others. Sociological studies include consumer patterns, 
buying practices, the social behaviours of a given population 
or chosen population groups, the influence of the media and 
advertisements on buying behaviours, etc. These studies 
have been carried out in different settlement structures 
(e.g. urban vs. rural localities) or in regional or other 
subcultures (Schiffman and Kanuk, 2004; Spilková, 2012a; 
Davies et al., 2017; Križan et al., 2017; Sorensen et al., 2017; 
Page et  al.,  2018). In these studies, the psychological and 
sociological aspects of buying behaviours are very often 
interconnected, the border being blurred. Geographers, 
typically working in the area of Behavioural Geography, are 
often inspired by the methodological approaches of both of 
these disciplines.

The first geographical studies related to the retail 
sector are works that are connected to standard location 
theories, based on the spatial distribution of retailing 
and services, on distance relations and the hierarchy of 
settlements and various economic modifications (typically 
Christaller,  1933/1966; Lösch,  1944/1954). The geography 
of retailing started to develop as a geographical sub-
discipline, according to Križan and Lauko  (2014), at the 
turn of the 1970s and 1980s, although there are also older 
studies (e.g. Berry, 1967, Očovský, 1973, 1976). At this time 
it was necessary to create a theoretical-methodological 
system, the subject and the object of the research, with 
specialised terminology. In this respect, the following 
works may be considered groundbreaking: Geography and 
Retailing (Scott, 1970), Retail Location and Retail Planning 
(Guy, 1980), or Retail Geography (Dawson, 1981).

In the next two decades (the  1980s and  1990s), 
geographers, specifically in the Anglo-Saxon world, showed 
an increased interest in the issues of the retail sector. 
Some studies emphasised the importance of planning and 
localisation/locality (Davies and Rogers,  1984; Jones and 
Simmons, 1987; Guy, 1984, 1994). Some of the first studies, 
however, started to focus on buying and consumer patterns 
from the perspective of space and behaviour (Brown, 1992; 
Marjanen, 1995; Wrigley and Lowe, 1996). Consumption, in 
the broader sense of the word, perceived as an expression, 
reproduction and pronouncement of various identities 
and various forms of economic processes, has become 
an everyday part of the geographers’ work (Ducatel and 
Blomley,  1990; Mansvelt,  2005). The term “new retail 
geography” appeared and it enlarged critical discussion 
in the entire Human Geography community (Lowe and 
Wrigley,  1996; Crewe,  2000). In the Czech and Slovak 
geographical communities, empirical studies were devoted 
mainly to the relations between the retail and settlement 
systems, or more precisely to their spheres of interest or the 
developing tendencies of the retail network (Očovský, 1986; 
Maryáš, 1988; Drtina and Krásný, 1989).

The new millennium has brought new challenges, 
confrontations and discussions into the geography of 
retailing. It would not be correct to state that geographers 
in their studies define the concept of ‘Retail Geography’ 
with respect to other scientific disciplines. On the contrary, 
the borders between the research and published results by 
geographers, economists, sociologists, psychologists and 
environmentalists are more and more blurred, which might 
be considered a logical, and to some extent, even a necessary 
development in such a multi-disciplinary issue as retailing. In 
the last two decades, geographers have become more inclined 
to qualitative (sociological and psychological) research on 
buying and consumer behaviours, which are frequently 

perceived as leisure activities in the shopping centre or in 
the form of visits to a food festival (Spilková,  2003,  2015; 
Timothy,  2005; Bäckström,  2006,  2011; McEachern and 
Warnaby,  2006; Mitríková et al.,  2015; Timothy and 
Pena,  2016). Other new studies include those related to 
the globalisation of retail, economic and medical functions 
in work on the concept of ‘food deserts’ or ‘healthy food 
shopping’ (Cummins and McIntyre,  2002; Wrigley,  2002; 
Zenk,  2005; Syrovátková et al.,  2015; Križan et al.,  2015; 
Bakos, 2017; Bilková et al., 2017; Wood et al., 2017). Some 
of the latest trends, such as the ‘Internetisation’ of retail, 
on-line shopping or e-commerce and the use of GIS, are 
emerging in the geographical literature (Clarke et al., 2015; 
Kita et al., 2018).

This statement on the work of geographers does not 
imply that they completely abandoned quantitative or 
qualitative research approaches to retailing and the spatial 
aspects associated with them – typically regarding the 
location and planning of the retail structures, shopping 
catchment areas, the shopping preferences of consumers, 
work on consumption, etc. (Birkin et al., 2002; Wrigley and 
Lowe, 2002; Guy, 2007; Mansvelt, 2010; Kunc et al.,  2012; 
Bilková et al., 2015; Birkin et al., 2017). Czech and Slovak 
geographers also joined these trends, after an absence of 
approximately ten years (the  1990s), and so they are not 
falling behind the Anglo-Saxon world anymore (see for 
example, some comprehensive monographs: Mitríková, 2008; 
Szczyrba,  2005; Spilková  2012,  2016; Kunc et al.,  2013; 
Križan and Lauko, 2014 or Trembošová et al., 2016).

3. This Special Issue: “Contemporary retail 
environments: Shopping behaviour, consumer 
preferences, retailing and geomarketing”

The contributions to this Special Issue have a common 
denominator: retailing – or, perhaps, the consumers. Other 
key elements are the geographical attitude and perspectives. 
The texts are not entirely isolated within one research domain, 
as they partly touch upon the fields of Sociology, Ecology or 
Management, as well as Geography, all of which are naturally 
inter-connected in studies of the retail environment.

Most of the contributions report on work on European 
retail landscapes. Although not explicitly part of any 
author’s mandate, we trust that readers will make some 
of the inevitable comparisons with the Western European 
research that we have identified above.

In the first paper, Pedro Guimar�es explores the dynamics 
of shopping centres in Lisbon, with respect to their flexibility 
and power to liquidate other retail businesses, as well as 
their weaknesses which can lead to bankruptcy and loss 
of viability. The resilience of shopping centres to potential 
failure is thus a crucial aspect of this study. The field 
research and analyses of the case studies and interviews 
with managers in the chosen functional centres, deemed as 
resilient in the context of all shopping centres in Lisbon, 
contributed to the findings that a wide range of strategic 
measures may be applied, which are then able to strengthen 
the importance of the management of the structures in the 
shopping centres and secure their viability in the present, 
dynamically developing and changing retail environment. 
Even though the retail market in Eastern Europe is not 
yet over-saturated with shopping centres, we may assume 
that such a situation is about to happen. This excellent 
contribution proposes some strategic solutions for dealing 
with such situations.
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Dan-Cristian Dabija, Brînduºa Bejan and David Grant 
study the impacts of ecological thinking on the loyalty of the 
consumers in selected regions in Romania in the second paper. 
The increasing interest of consumers in buying green or 
sustainable products, their ideas on responsible consumption 
and on environmental protection and the preservation of 
resources, form the central elements of the text. Based on 
extensive field research in three regions (Criºana, Centru 
and Banat), the authors infer that Romanian retailers win 
over their customers and their loyalty by adopting strategies 
based on the principles of sustainability. The results show 
that awareness of the ecological aspects of consumption is 
growing among the residents of Eastern Europe, along with 
their abilities to accept ecological behaviours, in similar ways 
as previously happened to their Western counterparts.

In our third paper, Jana Spilková proposes in her inquiry 
about the Czech retail environment, to test a timeless motto: 
“Tell me where you shop, and I will tell you who you are”. Over 
many many years, consumers in the post-socialist countries 
had limited chances of shopping and their shopping behaviours 
could be regarded as relatively “unified”. At present, with 
the arrival of new possibilities for shopping, as shown in this 
study, there are significant differences between the customers 
of various retail formats. By analysing an extensive sample 
of the Czech population (more than  3,000  respondents), 
the author discovers that there are significant differences 
between the customers of various retail formats (traditional, 
large-scale, or alternative outlets), and that such alternative 
ways of shopping are among the most important factors that 
characterise Czech customers today. Thus, in Eastern Europe 
alternative food networks have become an inseparable part of 
the retail food environment.

The comparison, analysis and interpretation of the 
shopping behaviours of teenagers and seniors (surveying 
almost one thousand respondents) in five selected shopping 
centres in Bratislava (Slovakia) is the aim of the article by 
František Križan, Kristína Bilková, Josef Kunc, Michaela 
Sládeková Madajová, Milan Zeman, Pavol Kita and Petr 
Barlík in the fourth contribution to this Special Issue. The 
authors focus on the perception of shopping centres by both 
population groups with respect to time, social and financial 
aspects. Spatial aspects using the principle of concentric 
zones are emphasised. In the context of the variables 
under study in this research, results show that teenagers 
in Bratislava are not sensitive consumers compared to the 
seniors. The teenagers perceive the shopping centres as 
a common part of their consumption, if not their lives; the 
seniors, to the contrary, perceive the shopping centres less 
positively and they spend less time there.

For the fifth contribution to this Special Issue, post-soviet 
European space is represented by a comparative study by 
Konstantin Axenov, Dovilė Krupickaitė, Kira Morachevskaya 
and Andrey Zinovyev. Using the examples of Saint 
Petersburg and Vilnius, they investigate the contrasting 
developmental stages of “retail expansion” as one of the 
important processes that re-shaped the former socialist 
urban environments. The authors employ a comparison of 
data from the socialist economy of the late 1980s to that of 
the present time. The last 25 years of the development of 
the urban environment indicates, on the one hand, a similar 
or rather an identical path (path dependency) regarding 
the structural changes of the retail sector, the same as it 
was with the cities in Western Europe. On the other hand, 
however, it refers to some of the uniqueness of post-socialist 
development in urban retail environments.

As an exception to our “European landscapes” orientation, 
the sixth contribution to this Issue is a study by Sina 
Hardaker, who highlights the efforts of German discount 
retail food stores to expand into the largest retail market 
in the world – the Chinese market. Despite the obvious 
successes of the German discount stores Aldi and Lidl in 
recent years (especially as a form of on-line shops), they do 
not (yet) have any physical (i.e. geographically located) store 
in the country. Interviews with managers of international 
retail sellers revealed the main reasons why German (and 
other) discount concepts did not win any major support in 
the Chinese market. The companies generally prefer to enter 
such markets that are highly attractive, with a low market 
risk and where they can enjoy a competitive advantage, all of 
which is not quite possible in the Chinese retail market with 
its consumer preferences.

A broad spectrum of authors from geographically, 
economically and socio-culturally diverse countries across 
Europe (and beyond) have presented texts that are highly 
topical and cover major contemporary key topics concerning 
(not only) European retailing. They then have uncovered 
new trends and challenges related not only to the dynamic 
development of retailing in post-socialist Europe but also 
in referring to a range of relevant issues related to the 
increasingly globalised economy:

•	 changes in the shopping behaviour and shopping habits 
of the consumers (population groups);

•	 differences between alternative and traditional types 
of stores and consumer habits and preferences of the 
customers;

•	 influences of ecological thinking (green marketing) on 
the preferences and loyalty of customers;

•	 differences and similarities in the development of urban 
retail structures;

•	 new strategies for the management of shopping centres 
guaranteeing viability in the period of economic 
stagnation; and

•	 the possibilities and problems related to retail chains 
entering new markets (China).

We believe that the topics that we have covered in 
this Special Issue will lead to further popularisation and 
awareness of research activities on the retail environment, 
and will hopefully provoke a constructive discussion 
concerning these dynamically developing interdisciplinary 
topics.
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