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Introduction
Globalization can infl uence economies in the 
transformation in a variety of ways (Blanchard, 
1997; Charap & Dyba, 1991; Jarmołowicz & 
Piatek, 2013; Kita, 2008; Rumpel et al., 2013; 
Svejnar, 2002; Urbšienė, 2013) and in addition 
to this, the geographical point of view in this 
topic is relevant (Coe, 2004; Wrigley 2000). 
Some of the authors claim, that geography 
plays a key role in the success of a business 
(Roig-Tierno et al., 2013).

The retail business sector is the fastest 
changing sector for the most post-communist 
economies. There are several reasons for this 
but, perhaps, the most important is the legacy 
of widespread neglect, reglementation and 
shortages that preceded the peaceful conversion 
from the centrally planned to a market economy 
in 1989 (Michalak, 2001). The transformation of 
the retail business sector has been accelerated 
by the infl uence of multinational business 
corporations (cf. Wrigley et al., 2005).

Slovakian retial sector retail has gone 
through a lot of changes throughout its 
development (Fertaľová, 2005; Fertaľová 
& Szczyrba, 2006; Križan & Lauko, 2014; 
Mitríková, 2008; Očovský, 1973, 1974, 1976; 
Pulpitlová, 2003; Trembošová, 2012). All of 
these changes can be characterized by the 
process of transformation. The fi rst group entails 
the following changes: an alteration of the 
function of retailing in the sense of its position in 
the economy (Economic aspect) together with 
that of an alteration of their relationship towards 
the customers. Retailing can be considered as 
more than a mere sector of the economy, it can 
be a place of implementation of tourism as well 
(Mitríková et al., 2012; Timothy, 2005). Another 
form of change is that of the implementation 
of the way in which retailing is undertaken, 
which can in turn relate to customer behaviour. 
(Kunc et al., 2013; Mansvelt, 2005; Maryáš 

et al., 2014; Spilková, 2012). Changes in 
retailing are often connected to the concept of 
globalization, but Globalization does not have 
to result in the transformation, respectively 
the manifestation of the globalization process 
can vary in time and position in the context of 
the entire transformation processes. Reasons 
for this can be caused by the infl uence of 
political, cultural or economic factors. Political 
infl uences result in a form of isolation from the 
manifestation of globalization even though the 
retail sector is undergoing a transformation. 
Good example is the transformation of the retail 
sector in Slovakia between 1948 and 1989 (cf. 
Očovský, 1974). In case of cultural infl uences, 
the tradition and existing values of the society 
had a greater infl uence than that emanating 
from globalization. Thus globalization has had 
only a limited effect on the transformation of 
the retail sector. The last group is the economic 
infl uence which is represented by area based 
by economic activity and by the ability of the 
retail seller to satisfy his needs even in less 
developed regions. Private retail sellers always 
react according to the market situation and are 
not forced to provide services without a profi t as 
it was in the after war period in Slovakia, where 
the state retail sector provided basic services 
even in the outermost and the least developed 
regions. The transformation of the state retail 
sector into private retail sector emerged 
after the transition to the market economy, 
led to subsequent alterations in the spatial 
organisation of the retail sector.

The transformation of the retail sector is 
analyzed in this article in the sense of time 
and space of the change of the realization of 
retail selling and in the context of the evaluation 
of the factors infl uencing these changes. 
The main aim of this article is to evaluate the 
development of retailing in Slovakia in the 
context of the processes of transformation. The 
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transformation of retailing is evaluated in time 
and space with specifi c attention paid to the 
globalization processes and their manifestation 
in Slovakian retailing.

1. Methods and Data
Methods applied in this article can be divided 
into two groups. The fi rst group of methods 
is represented by the analysis of relevant 
literature, which focuses on the development 
of retail sector prior the 1989 together with 
a subsequent analysis of offi cial statistical data. 
It is a descriptive analysis of the retail sector 
in Slovakia and the ongoing processes in this 
sector. The analysis also concentrates on time 
related development in this sector.

The second group of methods focuses 
on a comparative analysis of some aspects 
relating to time and space manifestation in the 
sector (Szczyrba, 2010). It evaluates the impact 
of globalization processes in Slovak Retail. The 
main goal is to enable the expansion of the retail 
sector in Slovakia to be identifi ed (Kotulic & 
Marchevská, 2013). Selected spatial data were 
geo-coded in the interface of Geographical 
Information Systems and analyzed. The 
analysis of urban and rural environment was 
done separately. The results were interpreted 
by graphic and cartographic means by GIS 
tools (Kita, 2013; Klapka et al., 2010) with the 
objective of documentation of spatial aspects of 
transformation of retail in Slovakia. The analysis 
of data relating to Geo-marketing can be done 
by means of various applications and utilities of 
GIS (Cliquet, 2013). This article applied basic 
cartographic tools visualized by means of 
fi gural characters.

The data come from three main sources. 
Two of the sources are: the Statistical offi ce of 
Slovak Republic and Eurostat from where the 
data on development of retailing in general and 
about the retail formats, their spatial localization, 
as well as about the macroeconomic context 
(GDP, infl ation, employment, gross value-
added) were gathered. The second sources 
of the data were the selected individual Retail 
companies from where the data on shops 
(number and localization) were gathered. 
This data entailed enabled the analysis of the 
processes in the Slovakian retail sector.

2. Retailing in Slovakia prior to 1989
Trends of the development in Slovak retailing 
were strongly infl uenced by political as 

well as economic conditions in the country 
(cf. Szczyrba, 2006). To characterize the 
transformation processes of today’s retailing, 
it is necessary to briefl y characterize the 
development of commerce/retailing in the 
past as the development and the attributes 
of retailing and socio-economic conditions 
contributed to the present image of this sector 
of the economy.

There is a long history of the development 
of commerce in Slovakia (Očovský, 1974). One 
of the important infl uences on retailing was the 
creation of specialized shopping places with 
the concentration of business, markets and 
fairs. Huge changes in the retailing happened 
after the First World War and the creation of 
Czechoslovakia. There were 3 main changes: 
a rapid development of the business activities 
in this sector, peddler selling and subsequent 
development of various cooperatives. The 
position of commerce had always important 
role in the economy of the country. Formation of 
the fi rst shopping centres (ASO, TETA, Brouk, 
Babka) with uniform prices occurred in this time 
period as well. The creation of this new type of 
shopping centres led to both the development 
of the sector but on the other hand also led 
to a concentration of retailing and to its more 
uneven spatial layout. 

After the Second World War, the 
characteristic situation in the retail was that 
the business network was fragmented with the 
majority of private ownership as well as with 
uneven spatial layout. An important change 
occurred after 1948 with the change of the 
ownership status. Prior to 1948, the private 
ownership businesses formed the majority of 
businesses, but the situation started to change 
after the nationalization of commerce and the 
formation of state commerce. Before 1948 the 
private ownership of the business formed 88% 
of all the business, in 1949 it was 25% and 
in1950, the proportion of private businesses 
dropped to 9%. After 1960, private ownership 
was nonexistent in the retail sector. This process 
of closing small stores was connected to the 
socialization of commerce and was stopped 
in the 1950´s (Fig. 1A). It was a characteristic 
of socialism to increase the number of stores 
in cooperatives (Jednota). Both the number of 
stores as well as the average area of the stores 
developed unevenly in comparison to the 
volume growth of the sale (Fig. 1B). The network 
of retail businesses was underdeveloped and it 
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did not create suffi cient shopping opportunities 
in comparison to the number and capacity that 
the retail sector had during this time period.

The main goal of state commerce was 
to supply mainly cities. Cooperatives were 
created in the countryside under one common 
name “Jednota”. Another important factor in the 
development of retail was the implementation 
of unifi ed prices for all goods, which meant 
that competition in the retail ceased to exist. 
The networks of retail businesses started to 
gradually develop with itinerant sales and 
the revival of the traditional markets in the 
country side (Očovský, 1974). The subsequent 
centralization of the retail sector in the form of 
shopping centres situated in the centre of the 
cities was typical for most of the cities. The retail 
network was formed by 17,000 businesses and 
from the 1960´s onwards, remained unchanged 
for the next three decades.

In comparison with the developed European 
economies the retail sector in Slovakia was 
underdeveloped and in many aspects critically 
evaluated (Krásný, 1992):
 The density of the retail network (num. of 

businesses per 1,000 inhabitants) was very 
low (approx. half of the average in Western 
Europe). Interesting was to observe the 
limited scale of the stores in the large cities.

 The capacity of the retail sector (size 
of the sales area per 1,000 inhabitants) 

was also very low (approx. one fourth 
of the size in comparison with the most 
Western European countries). There was 
limited ability to supply shops with goods 
(specifi cally non-foods).

 Some unfavourable conditions were 
determined by the value of density and 
capacity of the retail, this gave rise 
to conditions to structural defi ciency 
manifested in the limited number of non-
food stores, an absence of modern stores 
with larger sales area as well as the 
creation of differences between the local 
and regional levels in the ability to satisfy 
customer demands.

3. Stages of Transformation in the 
Retail Sector of Slovakia post 1989

The most important changes in Retail started 
after 1989 with the shift from the centrally-
planned economy to the free market system. 
Krásný (1992) denotes the time period of the 
centrally-planned economy existent until 1989 
as a long and stressful way from capitalism to 
capitalism. The sector of retail went through 
a signifi cant transformation and in a short time 
period a few transformation processes were 
manifested by the infl uence of globalization 
under the new socio-economic conditions 
post 1989 (cf. Kunc et al., 2012a). There were 

Fig. 1: Development of the number of retail businesses (1A) and retail revenue (1B) 
in Slovakia (1950–1970)

Source: processed according to the statistical yearbooks of the Slovak Republic 1950–1970
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more factors that infl uenced the beginning 
of the transformation: liberalization of the 
market, the change in the ownership forms, 
the decentralization and demonopolization of 
the retail sector and the liberalization of the 
prices (Krásný, 1992; Pražská et al., 2000). 
Liberalization of the prices led to the limiting 
of consumption and eventually led to the 
development of retailing. A good example of 
this is the enormous rise in prices from January 
1991, where during the course of one day the 
prices rose up 32% (Drtina, 1995). According 
to Eurostat (2015), even in 2000, the annual 
average change was 12.2% and in 2003 still at 
the level of 8.3% (based on HICP) The price 
level then stabilized in 2005.

There were several ways of the change of 
the ownership forms: the restitution of property 
back to its previous owners, entry of new 
investors into the economy and the transfer 
of property to private individuals. Restitution 
of property was carried out mainly between 
1991 and 1992. The process of restitution 
was implemented by the law num. 403/1990 
Z.z. dealing with the reduction the effects 
and some property injustice, known also as 
“Restitution law”. Privatization took place in 
two stages, “Small” and “Large” privatization. 
Small privatization was introduced by the law 
num. 427/1990 Z.z. dealing with the transfer 
of ownership from the state to legal entities 
and individuals. Small Privatization was 
implemented during the years from 1991–1992 
and was fi nished in 1993. The main goal of the 
Small Privatization was to support the creation 
and development of a competitive environment. 
The sale of the property was carried out 
by District privatization committees. Large 
privatization was introduced by the law num. 
92/1991 Z.z. dealing with the conditions for the 
transfer of property from the state to private 
individuals. There were many forms of sales of 
these properties by means of auctions, public 
tenders, direct sales or the free transfer of the 
property. The development of retailing was 
strongly infl uenced by the so-called Coupon 
privatization that was carried out in two rounds. 
The main idea was to buy a coupon booklet with 
investment points, for which people could buy 
shares in privatized companies. This means 
of transformation can be considered (in retail 
as well) as a non-standard one if we take into 
consideration the socio-political environment 
and the execution of the privatization.

The transformation from the centrally-
planned economy to a market economy 
became a revolution for the economy of the 
country, which manifested itself also in the 
retail sector. The transformation in the retail 
sector had different intensity in time and its 
manifestation varied in space. By analyzing all 
of the changes in Slovak retail it is then possible 
to identify several stages of transformation (cf. 
Kunc et al., 2013):
(i) Atomization of the retail sector.
(ii) Internationalization/Globalization of the 

retail sector.
(iii) Consolidation of the retail sector.

Each of these stages has its characteristic 
attributes and manifestations in urban and 
rural regions. Mitríková (2008, p. 65) observed 
that the transformation process includes 
a variety of interrelated, interconnected and 
complementary changes.

3.1 Atomization of the Retail Sector in 
Slovakia

The process of Atomization of the retail is typical 
for post-communist countries in relation to the 
change of political and economic conditions 
(Szczyrba, 2010). Retail was developing under 
different conditions from other countries. The 
centrally-planned economy and its isolation 
from other markets had to a certain extent 
conserved the status of retailing, whereby the 
globalization processes could not have had any 
infl uence. The globalization processes started 
to manifest themselves the transformation to 
the free market economy. The process of the 
atomization of the retailing manifests itself with 
varying intensity. The same applies for different 
time periods and the scope of the duration and 
transition to globalization processes.

Mitríková (2008, p. 65–68) states that 
the development of the retail network can be 
regarded as the fi rst stage of the transformation 
(atomization) related to the change of socio-
economic conditions and the change in the 
political sphere, which happened in the fi rst 
half of the 1990´s. The consequences of the 
privatization and restructuralization processes 
were the formation of a large number of trade 
license accompanied by the liquidation of 
a large number of larger businesses and the 
subsequent creation of new smaller businesses. 
The atomization of commerce could be 
spatially and organizationally characterized 
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by the fragmentation of the structure of the 
retail sector with the accompanying signs of 
decentralization and the de-concentration of 
the retail network. In this sector, there was 
a growth in the number of businesses followed 
by the growth in the number of employees in 
the sphere of commerce and service. The 
transformation of the retail network in the 
stage of atomization was carried out without 
the presence of foreign retail chains. The 
development of retail was infl uenced by local 
private funds and the processes that were 
connected with the disintegration of state and 
collective businesses. This all means that the 
internationalization process in the retail sector 
in Slovakia had very little effect on the ongoing 
globalization processes which manifested 
themselves in the functional and physical 
spatial structure of the cities (Bednář, 2005).

The business concept structures in the 
Slovakian market can be characterized during 
the stage of atomization as unsatisfactory. The 
most common business concept in retailing 
in Slovakia was a small self-serving store, 
a traditional counter store or a mixed goods 
store, but in case of a wider range of products, 
it was a shopping centre, and in the case of 
specialized products, it was a small specialized 
store or variety store. The production concept 
was the prevailing marketing concept and the 
market only started to react to the demands 
of wide range business concepts and 
complementary services. The need to widen 
the range of the business concepts started to 
be stronger in connection with the differentiation 
of the consumers and with the emergence of 
a qualitative and price categorization (Mitríková, 
2008).

Bednář (2005) evaluates the process of 
atomization and its impact on a city at two 
levels for the transformation process of retailing 
in the city of Ostrava. The fi rst level represents 
the change in the spatial structure of a city. 
In this context, it is necessary to differentiate 
between changes in the physical structure on 
one hand and the functional structure of the 
city on the other hand. In the case of physical 
structure, there are discussions about the 
decay or regeneration of the physical shape of 
the structures and in the case of the functional 
structure, the discussion is about the change 
or conservation of the functional usage of the 
estates, areas, objects and places for retailing 
(cf. Spilková & Šefrna, 2010). The second level 

represents the changes in the retailing structure 
of a city, that can be characterized as searching 
for new locations for retail business, change 
or conservation of the product range of the 
selling units, an increase in the number of sales 
units, increase in the gross lettable area, an 
increase in the number of non-food stores, the 
fragmentation of the type of ownership of the 
retail stores and development of stand selling 
(cf. Fertaľová, 2004; Trembošová, 2010). 

The atomization of retailing led to an increase 
in the numbers of stores and subsequently to 
a decrease of the number of inhabitants per 
store. The selling area grew rapidly which 
increased the spatial standard. The servicing 
standard (the number of inhabitants per one 
employee in the retailing) decreased. This 
atomization manifested itself in wholesale 
as well, where a huge increase in registered 
subjects was recorded. The number of subjects 
rose from 450 (1990) to 19,500 (1993). At the 
end of the year 1992, more than two thirds of 
the revenues were earned by businesses with 
less than 25 employees (Drtina, 1995).

The process of atomization is a state where 
the small area stores ceased to be the centres 
of the realization of the selling. This change can 
be seen as an important process as a result 
of the initial phase of transformation of retail 
in all post-communist countries. The process 
of atomization represents a transition phase 
in the development of the retail sector from 
the centrally-planned and isolated economy to 
dynamic globalization processes in the form of 
the internationalization of the retail sector.

3.2 Internationalization/Globalization of 
the Retail Sector in Slovakia

Internationalization in retail in Slovakia led 
to the globalization of retail and vice versa. 
Dicken (1998) fi nds it important to differentiate 
between Internationalization and globalization. 
The internationalization defi nes as a simple 
spread of economic activities crossing the 
national borders. Globalization on the other 
hand is defi ned as a functional integration of 
internationally spread-out activities and is able 
to refl ect qualitative changes in the organization 
of economic activities. Therefore the focus of 
this chapter is on the internationalization of 
retail in Slovakia, but also on the processes 
of cooperation, the concentration of retail 
emerging as a result of the infl uence of the 
globalization of the society.
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One of the main characteristics of the 
retail market in Central Eastern Europe is 
the dominant position of international retail 
companies (Dries et al., 2007). It is possible to 
identify several phases of internationalization 
in Slovakia. There was almost no infl uence of 
international retail companies up until the fi rst 
half of the 1990´s. A more intensive market 
entry on the part of the international companies 
happened in the second half of the 1990´s 
(Akehurst & Alexander, 1995; Coe, 2004).

The evaluation of the internationalization of 
retail in Slovakia can be based on the indicator 
– the entry of international companies into the 
Slovakian market. It is almost impossible to 
evaluate the infl uence of this entry of all of the 
international retail companies into Slovakia; 
therefore, emphasis is placed on the companies 
that were evaluated (by TERNO, GfK) as 
the most infl uential companies in Slovakia 
according to various criteria from a specifi c year. 
The beginning of internationalization is linked to 
the entry of international companies in some 
of the Slovak cities (Bratislava, Nitra, etc.), 
which happened in the fi rst half of the 1990´s 
(cf. Dawson, 1994). A characteristic feature of 
this phase is the search for the position on the 
market (Simová, 2010). A lot of companies were 
not able to succeed in changing the economy of 
Slovakia, as an example can be Kmart Company 
that bought a large portion of the Prior shopping 
network, but in 1996 the company sold all of its 
acquisitions to the British company TESCO. The 
second phase of the internationalization can 
be considered to be the most intensive, when 
a lot of international companies from Western 
Europe entered the Slovak market. The entry 
of international companies was infl uenced 
mainly by (Starzyczná, 2010): the atomization 
of retail, (ii) a defi cit in retailing structures, (iii) 
the weakened position of cooperatives, (iv) 
insuffi cient capital resources of domestic fi rms, 
(v) attractiveness of the market, (vi) the know-
how advantage of international companies.

Retail in Slovakia was not infl uenced 
only by international companies but also by 
the Slovakian retail sector that reacted to 
the globalization of the economy. Slovakian 
small and average sized companies had 
two possibilities to cope with the reality of 
internationalization/globalization (Lesáková, 
2004). The fi rst possibility was the active 
engagement of small and average sized 
companies in the globalization processes in 

the sense of its transition to the international 
level. The second possibility is to adapt to the 
globalization processes and the focusing of 
the companies only on local or regional market 
where they apply various types of cooperation. 
Cooperation among retail sellers occurred even 
in the post-war period during the start of the 
central planned economy (Očovský, 1974). The 
character of the cooperation was very different 
from the cooperation under the infl uence of the 
market economy and globalization. In the past, 
cooperation in the Slovakian retail sector was 
implemented only in the form of cooperatives 
named “spotrebné družstvo”. Today there 
are many forms of cooperation between the 
businesses: franchising, cluster, union or 
association (Križan & Lauko, 2014).

International companies created strong 
competition pressure on the local retailers. If 
the local retailers want to make their position 
on the market fi rm and if they want to get the 
best from the relation with the producer and 
supplier, creation of alliances is necessary, 
especially for the Slovak companies to be able 
to compete against international companies. 
International companies consolidated their 
position on the Slovakian market. They can 
keep the prices very low as the amount of their 
revenue is high and the character of the Slovak 
consumer enables it. Cooperatives often make 
joint advertising activities or they coordinate 
legislative activities, they have the same visual 
appearance of the stores and they often offer 
their own brand of products.

Internationalization is a process 
characteristic for urban areas, cooperations 
on the other hand are typical also for rural 
areas. Cooperations created in the rural and 
peripheral areas are the only chance for the 
sellers to preserve their position on the market 
(Szczyrba, 2005; Szczyrba et al., 2012). In the 
effort to create adequate competition for the 
global companies, these kinds of cooperation 
are necessary.

The geographical location of cooperation 
(specifi cally franchising) in retailing in Slovakia 
has different features from those in Western 
countries, for which there are two typical 
characteristics. The headquarters of the 
cooperatives are localized in the cities or in 
densely populated regions, the cooperation 
units are situated in sparsely populated regions 
in the rural areas (Caves & Murphy, 1976). 
This kind of spatial structure is not typical 

EM_1_2016.indd   153EM_1_2016.indd   153 7.3.2016   15:39:407.3.2016   15:39:40



154 2016, XIX, 1

Marketing a obchod

for Slovakia (Križan & Lauko, 2014). One of 
the specifi c differences is that in the Western 
Slovakia, the cooperation is concentrated only in 
the rural areas because of the strong infl uence of 
international corporations in the cities, which is 
in line with the general trend of a time lag from 
the spreading of the globalization processes 
from west to east. In eastern Slovakia (partly in 
Slovakia as well) cooperations in the food retail 
sector were created in cities as well. Another 
characteristic is that in rural areas the cooperation 
is concentrated on food retail only, in the cities 
the character of the products is more diverse 
(pharmaceutical, drugstore, electronic retail, etc.). 
As an example the network of food stores “Môj 
obchod” were in 2013 localized mainly in the 
rural areas (92.6%), on the other hand a network 
of stores for electronics and home appliances 
Euronics is located mainly in the cities as 46 of 
their 47 stores are located in the cities (Fig. 2).

Cooperatives of retailers in Slovakia can 
be classifi ed according to the number of stores 
and its spatial layout into three groups: regional, 
supra-regional and national. As an example of 
regional cooperation is the chain of food stores 
Koruna situated only in the regions of: Kysuce, 
Orava, Liptov, Horné Považie, Stredné Považie, 
Turiec, Horná Nitra a Horehronie. The spatial 
concentration is in one or two self-governing 
regions (Fig. 3).

Selling networks classifi ed as supra-
regional cooperations have their stores spatially 
more dispersed. The stores are located in 
more self-governing regions, with a possible 
higher concentration in one of the regions. An 
example of supra-regional cooperation is the 
Kinekus Company, with its franchising in the 
fi eld of household accessories. The network of 
stores is situated in the region from Bratislava 
to Ružomberok and therefore is situated only in 
Western Slovakia. Another example of supra-
regional cooperation can be Norbi Update 
and its network of 24 stores mainly situated in 
Western Slovakia, with fewer stores in Central 
and with only 2 stores in Eastern Slovakia 
(Fig. 3).

The transition between the three spatial 
categories of cooperation is steady, without 
marked borders. Criteria for each of the 
categories cannot be rigidly defi ned. Some 
companies have more or less the supra-regional 
character, but some of their stores are situated 
in regions far away from their supra-regional 
infl uence. From the point of the concentration 
of stores they could be classifi ed as national, 
but from the point of view of concentration of 
the stores as supra-national. The cooperation 
at the highest hierarchical level spatially covers 
evenly the whole of Slovakia. Cooperation in 
consideration of the dimension and effi ciency 

Fig. 2: Example of cooperation in retailing in the cities and rural areas in Slovakia

Source: Private databases of the companies (2014)
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of operation is often internally divided into 
smaller units. The most typical companies in 
the category of national cooperation is the 
company COOP Jednota with 31 cooperatives 
and more than 2,200 stores of different sizes 
(Fig. 3) and the alliance NOBA which unites 
more than 500 retail sellers or the Bala chain 
store that has more than 700 stores.

Concentration of the sector is the main 
feature of this phase of transformation of the 
retailing sector (cf. Akehurst, 1983; Dobson 
et al., 2003). The concentration of retailing 
can be evaluated from two possible aspects 
(economical and geographical). Economical 
concentration refers to the increase of the impact 
of the most infl uential companies on retail in 
specifi c regions. The most intense economical 
concentration started to take place after the 
second half of the 1990´s. By the analysis of the 
ranking of the TOP 50 companies in Slovakia, 
the year 1996 can be considered to be the 
peak of the de-concentration process (TERNO 

Slovakia). The rating of TOP 10 companies was 
dominated by Slovak retailers until the year 
2000. The most signifi cant changes occurred in 
2005, when from the TOP 10 companies seven 
were international. It is important to remark that 
even though the total revenue of the consumer 
cooperatives of COOP Jednota were 30 billion 
Slovak crowns, none of its members was able 
to achieve ranking in the TOP 10. This trend 
continues to the present day (databases of 
companies TERNO a GfK Slovakia, INCOMA 
Slovakia).

Geographical concentration refers to the 
fact that the position of the retailing network 
is not random, and it is bound to rules, 
principles with the aim of satisfying the needs 
of the merchants and customers (Cimler, 1997; 
Szczyrba, 2005; Konštiak, 2013). One of the 
principles is the concentration and relative 
uniformity of spatial distribution of the retailing 
network. Uniformity of spatial distribution 
of retailing is understood as the equilibrium 

Fig. 3: Examples of regional (A), supra-regional (B) and national (C) cooperations 
in retailing in Slovakia

Source: Private databases of the companies (2014)
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between supply and demand or as the potential 
purchasing power of the consumers and 
the sales capacities of the merchants. In the 
long-term development of retailing networks, 
few tendencies can be identifi ed (Szczyrba, 
2005): (i) spatial concentration, (ii) service 
concentration, (iii) product range concentration. 
Spatial concentration refers to the increased 
capacity of the retailing networks in localities of 
concentrated demand and increased frequency 
of inhabitants (cf. Križan & Tolmáči, 2012). 
Concentration of service in retailing is manifested 
by the increase of the average size of sale units 
or sales area (Fig. 4). Service concentration 
refers to the increased abundance of large-
format stores. Product range concentration and 
specialization refers to the offer of all product 
lines of large-format units and the occurrence of 
shopping centres (Križan & Lauko, 2014).

It is possible to identify four stages of 
development when evaluating the process 
of concentration of retailing in Slovakia (cf. 
Bednář, 2005; Szczyrba, 2005; Szczyrba et al., 
2007; Kunc et al., 2013):

(i) Stage of the dynamic development in the 
networks of supermarkets (from 1996);

(ii)  Stage of the dynamic development in the 
networks of hypermarkets (from 1999);

(iii) Stage of the dynamic development in the 
networks of shopping centres (from 2000);

(iv) Stage of dynamic development in the 
network of discount stores (from 2004).
The stage of the dynamic development of 

supermarkets started from 1996 by the entry 
of Tesco Stores SR to Slovakia after buying 
shopping houses form the Kmart Company. 
The progress in time is typical for all of the 
stages. The number of stores of each of the 
mentioned sale format is increasing each year. 
In the year 2012 there were 601 supermarkets 
mainly in the cities in Slovakia (Fig. 5). This 
development points to the trend of a percentage 
increase of supermarkets in the rural villages. 
The Percentage of supermarkets in the rural 
area grew from 11.9% (2001) to 28.1% (2012) 
and the building of new supermarkets has also 
shifted to the cities with a lower number of 
inhabitants.

Fig. 4: Development of the size of sales area [t. m2] in different retailing formats 
in Slovakia (1993–2011)

Explanation: A – Shopping houses, B – Shopping centres, C – Variety shops, D – Supermarkets, E – Hypermarkets.
Source: processed according to the statistical yearbooks  of the Slovak Republic 1994–2013
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This dynamic rise of the Hypermarkets 
started from the opening of the fi rst one in 
Nitra in 1999. Two years later there were 22 
hypermarkets and the number increased with 
an annual rise of 10% to 154 hypermarkets 
in 2012 (Fig. 5). The intensity of the rise of 
hypermarket format is given by the popularity 
of hypermarkets as the main shopping places 
as quarter of all sales are made here (GfK 
Slovakia). There is still an ongoing trend of 
movement of this type of format to suburban 
areas of larger cities, like Dunajská Lužná 
or Ivanka pri Dunaji in the surrounding areas 
of the capital city. Hypermarkets in the rural 
areas represent 8.4% of all hypermarkets. 
Another important factor for the rise of this 
type of format in the rural areas is the building 
of shopping areas, where hypermarkets have 
their place within the process of commercial 
suburbanization. (cf. Šveda & Križan, 2012).

In comparison with the Czech Republic 
there is some time delay in the rise of the 
shopping centres in Slovakia (Kunc et al., 
2013). The fi rst opened shopping centre in 
Slovakia was Polus City Centre in Bratislava 
in 2000. The dynamics of the rise until 2005 
was relatively slow as by then only ten new 
shopping centres were opened from the total of 
47 shopping centres of today. The culmination 
of the building of shopping centres in Slovakia 
was in 2010 followed by a drastic drop after 
this year due to the infl uence of the Economic 
crisis in this sector of economy. New projects 
for shopping centres were halted or modifi ed 
by the developers in the sense of reduction of 
the dimension of the projects. Some unfi nished 
projects are in search of new investors or they 
have changed ownership. Many of the projects 
are in the construction phase (D1 Outlet) or are 
in the environmental impact assessment (EIA) 
phase (Pharos Park).

Shopping centres in Slovakia are 
concentrated predominantly in commercial 
centres and to the localities with a high 
concentration of inhabitants, which are usually 
county cites (Fig. 6). Bratislava has a special 
position as it has the highest concentration of 
shopping centres that makes up more than 
a quarter of all shopping centres in Slovakia 
(Kunc et al., 2013). The lowest concentration 
of shopping centres is in County of Banská 
Bystrica as well as in the counties of Prešov 
and Trenčín. One of the trends is also the 
construction of smaller shopping centres with 

a gross lettable area below 5,000 m2 with 
localization in smaller regional cities. Examples 
of projects are: Point (Brezno), Dituria (Levice), 
Váh (Hlohovec), Ardis (Fiľakovo), project 
Kocka of the M-Market company etc. The 
most frequent group of shopping centres is 
with a gross lettable area between 10,000 to 
20,000 m2. Together with the group of shopping 
centres with gross lettable area less than 
10,000 m2 they form more than half (56.8%) of 
all the shopping centres in Slovakia. The group 
of large shopping centres is the least frequent 
(cf. Križan & Lauko, 2014).

When assessing the localization of 
shopping centres on the border of the city, 
there were three localizations identifi ed (Guy, 
1998): the centre of the city (edge-of-centre), 
the inner city (out-of-centre) and the suburbs 
(out-of-town). The most frequent is the 
localization of shopping centres is in the inner 
city (56.8%). Centres in this location also make 
up the majority share of all of rentable area in 
shopping centres (53.5%), but the average 
rentable area is the lowest (19,714 m2). The 
second most frequent localization is in the 
suburbs (29.5%) with a third of all rentable 
area. These shopping centres have the 
highest average rentable area (23,492 m2). 
The least frequent are the shopping centres 
situated in the city centres (13.6%), with the 
smallest share of all rentable area (13.4%) 
and with average rentable area (20,617 m2). 
All shopping centres built in the city centres 
belong to the group of Brownfi eld shopping 
centres, in the case of the inner city it is 84%. 
In the suburb areas the most dominant are 
Greenfi eld shopping centres (77%). Greenfi eld 
shopping centres form overall the majority of 
the shopping centres (54.5%).

The stage of the dynamic rise of network 
of discount stores began with the expansion 
of the retail chain LIDL in 2004, even though 
there was a discount chain Nitrazdroj even 
before this date. Lidl built up a strong position 
on the Slovakian market and from 2005 the 
chain is represented in the TOP 10 wide range 
merchants in Slovakia. In comparison with the 
Czech Republic, there is a signifi cant time lag in 
this phase of transformation of Retailing (Kunc 
et al., 2013). The phase of the dynamic rise of 
discount chains is under the long-term infl uence 
of a few companies (Lidl, Nitrazdroj, CBA). The 
Slovakian market was less appealing for other 
discount chains. A change occurred in 2013, 
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Fig. 5: Selected shopping formats in Slovakia in the years 2001 and 2012

Source: own based on Statistical offi ce of Slovak Republic (2014)
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when a new non-food discount chain Pepco 
came to Slovakia.

Shopping houses in Slovakia are defi ned 
as a retail unit that is formed by a variety of 
sales departments with joined operation within 
one building. Shopping house offers a wide 
variety of product ranges (food, clothing and 
manufacturing products), usually also public 
cafeterias and other additional services. The 
minimal sales area is 1,500 m2, but in the 
villages exceptionally only 1,000 m2. The 
shopping centre is defi ned as a retail unit with 
a wide variety of product ranges supplying at 
least three basic product range groups (food, 
clothing and manufacturing products) within at 
least two separate sales departments within 
one building. The departments have the same 
operator. A shopping centre has the sales area 
between 250 m2 and 1,000 m2 (in the rural 
area), outside the rural area up to 1,500 m2 
(Statistical offi ce of Slovak Republic, 2014). 
At the shopping centres there were the most 
important concentrations of retail activities 
before the transformation. The number of 
shopping houses and shopping centres 
culminated in 2001 with the number 771. 
This number is more than 200 higher than in 
1996 but 300 less than in 2012. These types 
of retail formats were designated mainly for 

the rural areas (96.1% stores in 2001), where 
they supplied not only the villages in which they 
were situated, but also surrounding villages. 
The introduction of new forms of sale (the stage 
of the rise of supermarkets, hypermarkets or 
discount stores) resulted in the outfl ow of the 
customers to the localities of the concentration 
of the new sales formats, which resulted in 
2012 in a more signifi cant decrease in the 
number of stores in the rural area (95 % stores) 
in comparison with the cities (Fig. 5).

3.3 The Consolidation of Retailing 
in Slovakia

After the rapid growth in the retail that continued 
till the end of the millennia, the intensity of the 
revenue increased and the growth of the number 
of international corporations that entered the 
market slowed down. The market reached 
the phase of consolidation. M. Trembošová 
(2012) does not consider the phase of the 
transformation to be completed. The next phase 
of this stage of the development of retailing is 
the departure of international corporations from 
the market. The consolidation phase in Czech 
Republic began in 2006 (Kunc et al., 2013). In 
the case of Slovakia, there is a time lag in the 
onset of this phase and has begun to become 
reality only in recent years.

Fig. 6: Shopping centres in Slovakia in 2012

Source: own based on Kunc et al. (2013)
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The consolidation has a differing history in 
the various sectors of retailing and it can be 
observed simultaneously with the process of 
internationalization. The consolidation of sport 
equipment retailing is the most recent case of 
this phase. The increase in competition and the 
pressure on the gains of the companies has 
forced some companies to leave the market: 
Alpha Pro Sport, Športpro, RM Športline or 
Gigasport. On the other hand, the departure of 
these companies has become the foundation 
for the expansion of other companies 
(SportsDirect.com, Decathlon).

The consolidation also manifests itself by 
means of the merger or sale of companies 
to other retailers on the market. There are 
a few examples in the Slovakian market: the 
acquisition of the Carrefour Slovakia by the 
Tesco Stores Slovakia, departure of Ahold 
Retail Slovakia from the market, acquisitions 
of 20 Hypernova stores and 4 Albert stores by 
the Condorum company that owns the chains of 
TERNO and the Moja Samoška, acquisition of 
Electro World stores by NAY in both the Czech 
and Slovakian market.

Another manifestation of the consolidation 
and transformation of retailing in Slovakia can 
be connected with the change in consumer 
behaviour and a partial diversion from shopping 
in shopping centres. Some authors termed this 
stage as diversifi cation of retailing (Mulíček & 
Osman, 2013). In the concentration of retail 
structures, there is a slowing down associated 
with new localization strategies retailers (Kunc 
et al., 2012b). There are new preferences 
among the customers: Farm markets and 
alternative food networks (Spilková & Perlín, 
2013). Farm markets are a new trend 
specifi cally in the cities (Spilková et al., 2013). 
The models of consumption change towards 
more ethical and health characteristics of the 
consumption which results in a new dimension 
for the transformation of retailing in Slovakia.

     Retail together with Wholesale (G–I 
NACE ver.2) belong to sectors contributing 
signifi cantly to employment in the Slovakian 
economy. In years 2009–2011, the share on 
all NACE (ver.2) activities was stable at 27% 
after the growth trend, apparent over previous 
years. However, its share of the gross value-
added has oscillated by around 22% during 
the last decade. The Bratislava region (NUTS 
III) as the most advanced region in Slovakia 
registered a stable share above 30% during 

the same period (Eurostat, 2015). Although the 
dynamics of retail trade volume in pre-crisis 
period was higher than the real GDP annual 
growth rate, since due to its vulnerability, it has 
suffered more and its recovery has been slower 
(Eurostat, 2015).

Conclusion
The development of retailing in Slovakia has 
been unifi ed by globalization processes. On 
the other hand the development of retailing 
in Slovakia is individual by globalization 
processes in the context of intensity and timing 
of some selected transformation processes. 
The transformation of retailing in Slovakia was 
during the communism strongly infl uenced 
by the political elites of the centrally-planned 
economy, which in turn was manifested by 
insuffi cient development, capacity and diversity 
and other characteristics in comparison to the 
developed countries. After the transformation to 
the market economy, the further transformation 
processes in the retailing sector in Slovakia 
started to lag in comparison with the developed 
countries.

By evaluating the transformation processes 
in retailing in Slovakia it is possible to reach 
a few general conclusions.

Ad 1. All of the globalization processes 
identifi ed in the developed countries that 
transformed the retailing sector in cities and 
countryside manifested themselves in Slovakia 
as well. The manifestations of globalizational 
processes in retailing are stronger in the cities 
(cf. Križan & Lauko 2014).

Ad 2. The time lag of the transformational 
processes in Slovakia in comparison with the 
surrounding countries is typical. Studies in the 
Czech Republic show that the time lag in the 
transformation processes occurred from the 
west to the east of the country (cf. Kunc et al., 
2013).

Ad 3. The dimension of the market 
infl uences an intensity of the globalization 
processes. Processes in the cities are more 
apparent (cf. Bilková & Križan, 2013).

Ad 4. Consolidation of retailing in Slovakia 
can be evaluated as being the transformation in 
the initial phase. Dominant manifestations are: 
the internationalization and that of the life cycle 
of retailing not achieved in the mature phase 
(cf. Szczyrba, 2005).
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Abstract

TRANSFORMATION OF RETAILING IN POST-COMMUNIST SLOVAKIA 
IN THE CONTEXT OF GLOBALIZATION

František Križan, Kristína Bilková, Pavol Kita, Tomáš Siviček

Retailing is a form of exchange, which mediates the movement of goods between the manufacturer, 
their transfer and sales to the phase of the fi eld of fi nal consumption. For the past 25 years signifi cant 
transformation processes have been identifi ed in the retailing of post-communist countries that have 
both an economic and also spatial character. The aim of this paper is to analyze re tailing in Slovakia 
and its development in the period of 25 years with specifi c attention paid to the transformation 
process. In the paper these processes are classifi ed and defi ned in the time and space context. 
The conclusions of the study show that in Slovakia some trends in globalization processes can 
be identifi ed, which are typical in other developed countries. These changes become evident 
particularly after 1989. The process of atomization of the retail is the fi rst analysed process and it 
is typical for the transition period from the centrally-planned economy to the market economy. The 
further processes are related to manifestations of globalization in the Slovakian retail. Those are 
the processes of internationalization, cooperation, and concentration in the retail. By analyzing all 
of the changes in the Slovak retail it is then possible to identify several stages of transformation. 
The characteristics of the globalization processes in the retail sector are more intense in urban 
areas than in rural. For Slovakia, there is a delayed transition in the processes in comparison with 
neighbouring countries. The size of the market determines the intensity of the manifestations of the 
globalization processes. The ultimate consolidation of retailers in Slovakia can be categorized as 
transformation process in the initial stage of development.
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