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Abstract: Food is a part of human life, forming its existential and cultural basis. It also has become
the basis of trade and a measure of the level of one or another culture, the engine of economic
development. All these themes resonate more and more in debates in Slovakia as well. There
are several reasons why. Slovaks still pay relatively more for food in comparison to neighbouring
Austrians, who benefit from a rich offer of food at an affordable price. This might be related to an
organized agricultural landscape, which is the product of economically prosperous food production.
Bratislava residents’ dissatisfaction with shopping experiences and products on offer in the current
retail network in Bratislava forces them to travel to shop in the town of Hainburg an der Donau. The
article states the types of Slovak consumers and their identities. An empirical study was conducted
on a sample of 909 Slovak consumers shopping in Austrian grocery stores located in Hainburg
an der Donau on the Slovak-Austrian border. The respondents rated their shopping experience
and products on offer in the town. The study compares Slovak and Austrian stores based on the
consumers’ reasoning behind purchasing food in Austria and consumer satisfaction with the stores
in both countries. Multidimensional scaling was used to present the results of the study. The results
of the study represent a comparison of shopping behaviour of Slovak residents when considering
shopping in Austria. Constructed perception maps identify the main types of consumers indicating
the largest discrepancy in purchasing groceries in Austrian and Slovak stores.
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Introduction
A myriad of factors influences every area
of human activity. Recognition of these
factors enables a responsible approach in
environmental organization, modification and
subsequent adaptation. This is also true for
a consumer which feels a lack of the availability
of specific merchandise. If this need is not
satisfied, the consumer does one of two things,
either he searches for a product which can
satisfy the need or tries to suppress the need
(Kita, 2016). In this respect, cross-border
shopping offers new sources of opportunities
to satisfy needs, find more suitable financial
conditions or change expectations about
a product. This means that these consumers
may have a tendency to spend more in
search for the highest quality among local or
branded products. In the context of travelling
abroad, Choi et al. (2016) claim that shopping
has become a determining factor affecting
destination choice. Travelling to shop abroad
represents a specific aspect of shopping
(Bygvrå, 2019; Spierings & van der Velde, 2008;
Timothy & Butler, 1995; Powęska, 2008) when
other regions attract new consumers (Balogh &
Pete, 2018; Doong, Wang, & Law, 2012).
Consequently, in a market scenario the
retailer in Bratislava is faced with a situation
where generating a profit does not suffice
anymore. They are forced to differentiate not
only from local competitors but also foreign
ones (Krásný, 1992; Drtina, 1995). Recognizing
what kind of consumer visits the retail unit helps
the effort to tailor the offering to better suit
consumer needs and demands, thus classifying
them into different types. Hence, the recognition
of different types of consumer personalities
enables appropriating adequate behavioural
models for sales personnel (Binsztok, 2011;
Hogan, 2010).
In recent studies, many authors have
explored various topics in cross-border
shopping, including market differences (BarKolelis & Dopierala, 2014; Di Matteo & Di Matteo,
1996), consumer satisfaction (e.g. Albayarak
et al., 2016; Murphy et al., 2011; Szytniewski
et al., 2017; Sharma et al., 2015), and
behavioural intentions (Choi et al., 2018, 2016;
Régi et al., 2015; Zinser & Brunswick, 2014;
Juan et al., 2013). Alongside this deliberate
behaviour, psychological factors of consumer
behaviour are connected to the perception of
the environment upon which the unique way of
216
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thinking is explained, i.e. changes in opinion
about domestic shopping conditions opposed
to those abroad. The consumer uses one or
more senses to interpret stimulus and directly
respond to the retailers offering through his
behaviour. Each individual/consumer also has
their own individual traits (stability – instability,
contemplativeness – impulsiveness, activeness
– passiveness, calmness – nervousness,
etc.) which largely influence their shopping
behaviour (cf. Spilková, 2018).
The paper’s authors acknowledge the fact
that the key factor in generating a profit for
grocery retailers is the customer. The aim of
this paper is to compare, using Hainburg an
der Donau as an example, specific segments
of Slovak consumers’ shopping in domestic
stores and abroad. Based on the consumer
identities, Slovak retailers will be able to
anticipate shopping decisions and improve
the perception of grocery offerings in their own
stores. The intention of the authors is to answer
the following research questions: RQ1: Who
are the customers shopping in Austria – in the
shopping-centre Galeria Danubia in Hainburg
an der Donau? What type of customers are
distinctive to cross-border shopping in Austria?
RQ2: Where do the Slovak consumers shopping
in the shopping-centre Galleria Danubia come
from? Where is the trade area of the Austrian
shopping-centre located in the Slovak territory?
RQ3: Which factors influence the decision of
customers to shop in Austria (Hainburg an der
Donau)?

1. Literature Review
Suppliers and sales techniques must adapt to
different consumer behaviours. Two factors
influence consumer behaviour:
 Self-confidence, i.e. the scale of which
the individual has control over situations,
thoughts, emotions, (Pilarska, 2016) and
actions of others;
 Mood, i.e. level of emotional expression
and relational development with others
(Thomson & Crocker, 2013).
This kind of behavioural classification of
consumers enables their allotment into several
types depending on their traits suggested by
various authors. Therefore, Tab. 1 demonstrates
only the typologies relevant to our research.
There are many types of consumer
identities (Forehand et al., 2012), it should be
noted that a single identity term can bridge
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Tab. 1:

Overview of consumer typologies

Literature

Criteria of identification

Identification of shopper types

Stone (1954)

Demographic, psychographic,
lifestyle, choice

Economic shoppers, personalizing
shoppers, ethical shoppers, apathetic
shoppers

Lumpkin (1984)

Age

Active apparel shoppers, the uninvolved
(apathetic) shoppers, economic shoppers

Bellenger et al.
(1977)

Importance of certain patronage
motivations of shopping-centre
customers

Recreational shoppers, economic/
convenience shoppers

Boedeker &
Marjanen (1993)

Choice, age

Convenience seekers without cars, new
type shoppers, traditional shoppers, product
shoppers, individualistic quality seekers,
inactive shoppers

Gicquel & Castéran Usage and shopping throughout
(2016)
the cycle

Enthusiastic shoppers, apathetic shoppers,
pragmatic shoppers
Source: own

various classifications leading to provide
a more comprehensive typology of consumers.
To appropriate names to consumer types,
it is necessary to note that consumers are
influenced by the retail environment’s structure
and by the consumer’s own socio-economical
and physical characteristics (Kohijoki &
Marjanen, 2013). In our case, consumer
identity, comprehending, categorizing, and
naming of consumer segments is based on
free associations, which are spontaneously
expressed. Spontaneous links to personal
stories in the store reflect a product preference
that will remain consistent over time (Ardelet et
al., 2015). Indeed, repeated usage of a product
at home should not modify the preferences
of consumers engaging in self-referencing
narratives because this preference relies more
on symbolic dimensions and benefits rather
than rational evaluations of product’s attributes.
The respondent typologies in this paper are
suggested with the following characteristics:
price oriented, picky, loyal, recreational,
“fridge-type”, pragmatic, apathetic to shopping,
and uncategorized. From a psychological
perspective, the identity of an individual
represents the experience of satisfaction. It is
defined as a subjective experience of existence
(own authenticity, uniqueness), whether as
an individual or member of human societies.
Identity is created, preserved and persists
mainly due to social interactions. (Akerlof
& Kranton, 2000). This means that choices

of an individual define proper lifestyle and
consumption habits, even if such identification
is never expressed publicly or consciously
perceived (Bock & Uncles, 2002; Mark, Niraj,
& Dawar, 2012). The creation of an individual’s
identity is a long-term and difficult process of
constant comparison and correction diminishing
the differences between the individual’s proper
expectations and his wished expectations.
Thus, we can analyse his shopping behaviour.

2. Research Design and Methodology
The primary method was a standardized
questionnaire used to obtain responses (cf.
Bygvrå, 1998; Civáň & Krogmann, 2012; Križan
et al., 2017). A total of 909 respondents took part
in the survey, on the premises of the shopping
centre Galleria Danubia in Hainburg an der
Donau, between March and May (2015). The
questionnaire consisted of 13 questions divided
into 4 parts. The questions concentrated on:
 basic information about the respondent;
 commuting from the respondent place
of residence to Hainburg an der Donau
(3 questions);
 shopping in Austria and Slovakia (7 questions);
 respondent shopping behaviour (3 questions).
The questionnaire contained closed and
open questions and there was the Likert Scale
used for a group of questions. The interviews
were conducted by instructed questioners by
causal selection of respondents.
1, XXIII, 2020
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Tab. 2:

Sample of respondent distribution per gender (n = 909)

Sex

Bratislava

Other

Male

58.8 %

41.2 %

Female

62.0 %

38.0 %

60.6 %

39.4 %

Total

Source: own

The sample consisted of mainly women
(60.6 %). Compared to the whole sample these
were mainly women from Bratislava (62 %)
travelling to shop in Austria (Tab. 2). From
a socio-demographic perspective, 60.6 % of
respondents came from Bratislava. The other
two-fifths (39.4 %) stated other townships. In the
case of respondents coming from Bratislava,
there was a statistically significant portion of
respondents living in households with fewer
people, i.e. 1-member households (77.6 %)
and two-member households (68.5 %). Equally
significant was a lower portion of respondents
living in four-member households (54.3 %) and
households of five or more members (41.0 %).

Tab. 3:

From the aspect of education, respondents
with secondary-school education (D – with
GSCE equal to “Maturita” or high-school
diploma) made up the highest proportion
(46.6 %), followed by those with university
education (44 %). More than three quarters
(76.6 %) of respondents were 18–44-yearsold, and more than two-thirds (67.7 %) were
employed (See Tab. 3). For statistical testing,
we used the sign scheme, which is based
on adjusted residuals in two-dimensional
classification of signs and expresses statistical
significance of difference between variables.
Tab. 2 states the basic characteristics of the
respondents. Obtained primary data of the

Basic sample characteristics
Education

Employment

Category

A

B

C

D

E

a

b

c

d

%

0.1

0.9

8.5

46.6

44.0

3.4

67.7

6.1

5.3

e
17.5
Source: own

Note: A – without formal education, B – elementary education, C – secondary-school education without GSCE, D – secondary-school education, E – university education, a – unemployed, b – employed, c – maternity leave, d – retiree,
e – student.

Fig. 1:

Respondent income structure

Source: own
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marketing survey was analysed in IBM SPSS
enabling presentation in table or graphic form.
As for respondents living in townships other
than Bratislava, there was a higher statistically
significant portion of respondents living in
households with more members, i.e. fourmember households (45.7 %) and households
of five or more members (59.0 %). No other
significant differences were found compared
to the average (whole sample), in other sociodemographic categories. The largest portion of
respondents (24.1 %) have an income equal to
the average income in the Slovak economy. On
the other hand, more than half have an income
inferior to the average income (Fig. 1).
The second group of methods is based on
delimitation of trade areas. For identification of
trade areas, various methodological instruments
might be used, while the delimitation based
on perception and preferences belongs to
standard instruments (Križan et al., 2017).
The answers of respondents were geo-coded
based on stated residence and subsequently
they were processed by geographic information
systems. The distance between the place of
shopping and residence was measured by
mutual (binary) level of accessibility (Maryáš et
al., 2014). Based on this analysis, it is possible
to single out the trade of the examined retail
unit and the average transport distance of
cross-border shopping.
Shopping in border areas affects the
consumer’s emotional state, stimulates cultural
interactions between hosts and guests, and
contributes to the local economy. Tourism
researchers argue that shopping is the core
contributor to visitor satisfaction and overall
destination experience (Sirakaya-Turk et al.,
2015). The third group of methods is based
on Multidimensional scaling (MDS), a tool
employed to find out the object positioning.
MDS assumes that if two objects are relatively
equal in basic attributes, they will be perceived
as similar and vice versa (Jung & Takane, 2015).
Since MDS was based on psychology, the data
used is based on direct similarity judgments.
Respondent judgements are measured on
Likert rating scales ranging from 1 = the best
to 5 = the worst. The Likert scales enabled the
respondent to express the appropriated level
of importance or significance to corresponding
traits of the retail unit. Furthermore, this enables
the use of this qualitative data in quantitative
analyses. Marcussen (2014) claims that MDS is

not a probability model, and therefore it cannot
be used to test hypotheses. If hypotheses need
to be tested, other methods must be applied,
either instead of or as a supplement to MDS.
Perceptual mapping techniques are common
in the diagnostic phase of a positioning studies
(Mazanec, 1995). The general goal of MDS is to
find relevant hidden dimensions which enable
the marketing manager to explain similarities
or discrepancies between studied objects
(Kita & Grossmanová, 2014). Thus, translating
similarities or discrepancies into distance within
a multidimensional space defined by the given
number of dimensions enables the study of
influences of the current order to explain original
distances between objects, i.e. a perception
map is limited to two or three dimensions and
the created perceptual space “map” (Mazanec,
1995, 2009) may indicate which destinations
are similar, and therefore competitors.
A matrix where data served as map
coordinates for each type of consumer in SPSS.
This was based on an aggregated evaluation of
individual attributes of retail stores. Obviously,
if objects of interest (such as destinations)
are accessed on many different dimensions,
compromises will ensure minimizing stress,
if the positioning of destinations or other
objects of interest are illustrated in a normal
two-dimensional map. These dimensions
do not have an explicit significance resulting
directly from MDS. We can only assume that
the significance of the dimension from a visual
inspection of the relations and our knowledge
about the objects displayed in the map (Meloun
& Militký, 2004).
Stress is the goodness-of-fit statistic that
MDS tries to minimize. It consists of the square
root of the normalized squared discrepancies
between interpoint distances in the MDS plot
and the smoothed distances predicted from
the dissimilarities. Stress varies between
0 and 1, with values near 0 indicating better fit
(Wilkinson, 1998). Stress is indices that assess
the mismatch of (admissibly transformed)
proximities and corresponding distances. Stress
is, in a way, like a correlation coefficient, except
that it measures the badness-of-fit rather than
the goodness-of-fit (Borg & Groenen, 2005).
Each of the four stress statistics measures the
misfit of the data, while the dispersion accounted
for and Tucker’s coefficient of congruence
measure the fit. We proceeded in accordance
with Malhort (2008) and chose a direct method
1, XXIII, 2020
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where respondents directly state subjective
evaluation. Based on this, we can set distance
among their criteria and name the axes of the
perception map. The RSQ index meet the 60 %
criteria, therefore we did not reject this model.

3. Results

In the first part, the analysis is focused on
identification of a typical consumer from
Slovakia shopping in Austria. In general, there
are two groups of consumers for discussion:
(i) regularly, and (ii) irregularly shopping.
Those, who shop regularly are 35–44-yearsold, with university education, employed and
with above-average income. These consumers
primarily use a car for shopping in Austria as
a means of transport and they estimate that
the time spent shopping in Austria is between
61 to 120 minutes per week. The reason for
their shopping in Austria is habit and work and
most often they buy driving fuel and food. The
irregularly shopping consumers from Slovakia
in Austria are young people of age of 18–24
years with secondary-school education (with
GSCE/Maturita), students, and those with
lower income (up to 500 €). These consumers
mainly use public/mass transport as a means of
transportation. They estimate that the duration

Fig. 2:

of their shopping in Austria is up to 30 minutes
per week. Most frequently, they buy food and
shoes in Austria.
The second part the analysis aims to delimit
the trade area of SC Galleria Danubia. Almost
two thirds of respondents (60.6 %) come to
shop in Austria from Bratislava. However, up to
39.4 % of consumers come from other regions
(See Fig. 2). From them, the highest proportion
is made up of buyers from cities: Trnava (4.6 %),
Pezinok (3.4 %), Senec (3.4 %), Stupava
(1.6 %) and Malacky (1.4 %). The Slovak
residents from Hainburg account for 1.5 % of
respondents. Inquired consumers come from
107 municipalities, three of which were Austrian
and one Hungarian. Only perceptions and
preferences of customers living in Slovakia were
analysed. The significant majority of buyers
(89.1 %) live in cities. The average distance
between location of residence and place of
shopping in Austria is 51.8 km, whereas 78 % of
consumers live up to 50 km from the shoppingcentre, and 88 % of consumers live within the
distance of 100 km.
The third part of the analysis focused on
assessing reasons of purchase abroad and
on classification of customers. Besides basic
respondent information, the following areas

Locations of residence of customers from Slovakia shopping
in the shopping-centre Galleria Danubia in Hainburg an der Donau in Austria

Source: Križan et al. (2017)
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Fig. 3:

Reasoning behind shopping in Austria

Source: own

were analysed to evaluate the retail offerings in
Hainburg an der Donau, on the Slovak-Austrian
border:
 reasoning behind shopping in Austria;
 satisfaction with shopping in Austria and in
Slovakia.
Five reasons to shop in Austria were selected
and asked in a semi-closed questions. The given
options were believed to motive consumers to
travel for grocery shopping. In relation to this,
Mattioli and Anable (2015) describe travelling
for grocery shopping as a derived demand.
In this context, Fig. 3 demonstrates the two
main reasons why people become attached to
different locations and extend well beyond the
location’s physical characteristics, the types of
products it sells and/or the level of service it
provides (Johnstone & Conroy, 2008).
More than half (57.2 %) responded that
quality is their main reason to travel. The second
reason motivating consumers is price (26.0 %).
Quality and price represent 83.2 %. In relation
to the entire sample (57.2 %), there were no
significant findings that prove that quality is the

main motive to shop in Austria in any sociodemographic category. A statistically significant
lower portion of respondents for whom quality
is the main reason to shop in Austria was
found among respondents of 55 years or older
(42.9 %) and retirees (40.0 %). Compared to
the whole sample (26.0 %), respondents who
claimed that price was the main reason for
shopping in Austria, a statistically larger portion
of respondents were among respondents with
secondary-school education with graduation
(31.3 %). Among the 7.3 % of respondents
claiming that habit is the main reason to shop
in Austria, a very strong statistical significance
was found among respondents older than
55 years (15.5 %), respondents with lower
education without graduation (17.3 %). This
could point to the existence of consumers which
have been shopping in Austria persistently
and almost do not shop in Slovak stores. This
survey also indicates work as a situational
factor (4.4 % of respondents), i.e. they commute
to Austria because of work. Other reasons
were loyalty (1.7 %) and other reasons (3.3 %)
which lead respondents to shop in Austria.
1, XXIII, 2020
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The most frequent of which are: curiousness,
place of residence, assortment, other kinds of
merchandise, sales, brands, family visits, road
trips, recreation, and vacation.
To compare satisfaction with shopping in
Austria and Slovakia, respondents ranked the
level of their degree/disagree on Likert scale.
Attribute measurement of Austrian and Slovak
stores was performed on four factors:
 Price (represents the financial layer of
selling in the stores);
 Quality (represents the physical layer of
sold product in stores);
 Choice of assortment (represents the level
of services available in the stores);
 Total
satisfaction
(represents
the
psychological attribute of evaluating the
level of presentation of stores).
The created perception map shows how
the 8 types of consumers perceive the utility
and advantages of shopping in SR (Slovak
Republic) and AT (Austria); and integrate them
into their decision-making. The corresponding
consumer types have these traits (see Tab. 4):
1. The price-oriented consumer is female
(31.2 %), 55 years or older (34.1 %) with
a lower education without graduation
(31.3 %), retired (32.6 %) with an income up
to 380 € (37.1 %) living in households of 5 or
more members (39.8 %).
2. The picky consumer is male (21.3 %);
55 years or older (22.4 %) with college
or university education (20.9 %), mostly
retired (30.4 %) with an income of 1,501 €

Tab. 4:

3.

4.

5.

6.

7.

8.

and more (31.7 %); living in 2-member
households (23.0 %).
The loyal consumer is male (7.2 %); 35–44
years-old (22.4 %) with secondary school
education (6.1 %) mainly unemployed
(10.0 %) with an income ranging from
1,001 to 1,250 € (8.3 %) living in 3-member
households (23.0 %).
The recreational shopper is female (9.3 %),
18–24 years old (12.6 %) with secondaryschool
education
(10.4 %),
mainly
unemployed (13.3 %) with an income from
381–500 € (17.0 %) living in households of
5 or more members (12.0 %).
The “fridge-type” shopper is male (6.9 %),
25–34 years-old (7.2 %) with a lower
education without graduation (8.4 %),
mainly on maternal leave (13.2 %) with an
income of 751–1,000 € (7.8 %) living in
4-member households (23.0 %).
The pragmatic consumer is female (19.0 %),
55 years or older (18.8 %) with college
or university education (18.4 %), mostly
unemployed (20.0 %) with an income of
1,001–1,250 € (25.0 %) living if 3-member
households (19.3 %).
The apathetic consumer is male (5.2 %),
25–34 years old (5.4 %) with college or
university education (4.3 %), employed
(4.6 %) with an income between 751–1,000 €
(5.4 %) living in 2-member households
(6.2 %).
The uncategorized consumer is male
(9.9 %), between 35–44 years old (11.2 %)

Which of the consumer types describes you the best? (%) – Part 1
A

B

C

D

E

F

G

H

no
answer

ENTIRE SAMPLE

28.4

8.9

3.7

20.0

6.4

8.8

5.7

17.4

0.7

Male

24.8

8.4

5.2*

21.3

6.9

9.9

7.2

15.4

0.7

Female

31.2*

9.3

2.6

19.0

5.9

7.9

4.5

19.0

0.6

18–24 yrs

31.7

12.6

2.6

21.3

5.7

5.2

4.8

14.3

1.7

25–34 yrs

24.8

8.3

5.4

19.1

7.2

9.0

6.8

19.1

0.4

35–44 yrs

28.2

6.9

2.1

19.7

5.9

11.2

8.0

1.6

0.5

45–54 yrs

27.3

9.1

5.0

19.8

6.6

10.7

3.3

18.2

55 yrs and more

34.1

4.7

3.5

22.4

7.1

7.1

2.4

18.8

No answer

14.3

14.3

42.9

14.3

14.3

AGE

SEX

n = 909 respondents
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Tab. 4:

Which of the consumer types describes you the best? (%) – Part 2
A

B

C

D

E

F

G

H

no
answer

Elementary and
secondary without
GSCE

31.3

9.6

2.4

19.3

8.4

7.2

2.4

16.9

2.4

Secondary

30.1

10.4

3.5

19.5

7.1

6.6

6.1

16.2

0.5

University

26.2

7.1

4.3

20.9

5.0

11.6

6.0

18.4

0.5

EDUCATION

n = 909 respondents

HOUSEHOLD SIZE

INCOME

EMPLOYMENT

No answer

25.0

25.0

Unemployed

30.0

13.3

3.3

6.7

Employed

27.0

8.2

4.6

Maternity leave

28.3

9.4

1.9

Retiree

32.6

4.3

Student

30.3

13.2

No answer

34.9

4.7

Less than 380 €

37.1

381–500 €

50.0

10.0

6.7

19.5

5.6

10.4

6.2

17.6

15.1

13.2

7.5

5.4

18.9

2.2

30.4

8.7

4.3

2.2

15.2

2.6

21.7

6.6

5.9

4.6

15.1

25.6

2.3

4.7

4.7

20.9

2.3

7.2

1.8

21.0

7.8

3.0

4.8

16.8

0.6

28.7

17.0

5.3

16.0

5.3

9.6

4.3

12.8

1.1

501–750 €

25.1

6.8

5.2

18.8

5.8

10.5

5.2

22.0

0.5

751–1,000 €

25.9

9.3

5.4

20.5

7.8

11.2

5.9

13.7

0.5

1,001–1,250 €

26.9

6.5

2.8

17.6

4.6

6.5

8.3

25.0

1.9

1,251–1,500 €

16.3

7.0

2.3

27.9

4.7

14.0

7.0

20.9

1,501 € and more

24.4

4.9

2.4

31.7

7.3

14.6

4.9

9.8

No answer

36.7

15.0

16.7

5.0

6.7

6.7

13.3

1 person

32.8

9.8

4.9

21.3

4.9

6.6

3.3

16.4

2 persons

26.3

10.0

6.2

23.0

5.3

5.3

5.3

18.2

3 persons

27.6

7.0

4.5

16.9

7.8

11.5

5.3

19.3

4 persons

26.8

7.7

2.3

19.5

8.8

9.6

8.0

15.7

1.5

5 and more persons

39.8

12.0

0.9

20.4

1.9

7.4

3.7

13.0

0.9

No answer

11.1

14.8

14.8

3.7

29.6

25.9

10.0

20.0
0.9

0.5

Source: own
Note: A – Price oriented, B – Recreational, C – Apathetic, D – Picky, E – “Fridge-type”, F – Uncategorized, G – Loyal,
H – Pragmatic.
* In these categories, there were found statistically significant differences at the significance level α = 0,05. In other
analysed socio-demographic categories, there were no statistically significant differences found in comparison with the
average (whole sample).
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with college or university education
(11.6 %), employed (10.4 %) with an income
of 1,501 € and more (14.6 %) living in
3-member households (11.5 %).
The goal of this typology was to describe
the differences in consumer satisfaction
between shopping in Austria and Slovakia
using a perception map. The perception map
demonstrates a comparison which implies
that consumers are generally more satisfied
with shopping in Austria than in Slovakia
(Fig. 4). The close distance between object
clusters are relatively low according to the
PROXSCAL procedure, i.e. each of the four
stress statistics measures the misfit of the
data, while the dispersion accounted for and
Tucker’s coefficient of congruence measure
the fit. The stress measures were indicated:
NRS (Normalized Row Stress) = .01090, Stress
I = .10440, Stress II = .21809, Stress = .03211,
Dispersion Accounted for (DAF) = .98910 and
Tucker’s coefficient of congruence = .99454.
Consumers consider Slovak grocery stores
as expensive because there is not much food of
high quality on offer. On the contrary, Austrian
shops offer a wide range of quality food at
a lower or comparable price as in Slovakia.
Price was the first evaluated factor.
Particularly, when price differences between
neighbouring countries are high, consumers
travel across the border mainly to shop
(cf. Nagengast et al., 2015). Price plays
a key role in the decision making of Slovak
consumers, when choosing the location in their
own environment. In general, Slovak consumers
are more satisfied with the prices in Hainburg
an der Donau (2.3 on average), opposed to the
prices in Slovakia (average evaluation of 2.8).
On the other hand, almost a tenth of Slovak
consumers were critical about the prices in
Hainburg an der Donau. In comparison, grocery
prices are lower in Austria than in Slovakia. In
general, the higher price level in Austria did not
seem to form a significant barrier to shopping
trips (Bygvrå, 2019).
The second evaluated factor was product
quality. Here, the largest discrepancies
were evident between the countries. Slovak
consumers are largely more satisfied with
product quality in Austria (1.9 on average) than
in Slovakia (3.0 on average). While the average
scores dominated in Slovakia (47.5 %), more
than half of consumers evaluated the product
quality in Hainburg an der Donau with high
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scores. The perception map shows the largest
difference and distance between these points.
The evaluated factor was assortment. Even
here we can observe a significant increase
in respondent consumer satisfaction with
shopping in Austria. This factor is in favour of
the Austrian town, although Slovak retail has
developed in recent years due to globalization
trends typical for western European countries
(Križan et al., 2016; Kunc & Križan, 2018).
While less than half of consumer in Slovakia are
satisfied with the assortment (better evaluation
than 3), more than two thirds of consumers are
more satisfied with the assortment of goods in
Hainburg an der Donau.
The average total consumer satisfaction
with shopping is in Hainburg an der Donau.
On the one hand, Slovak consumers evaluate
retail stores in Slovakia in most cases with an
average score and positive scores (1 or 2) in the
Austrian town. On the other hand, the lowest
scores are seldom for retail stores in Slovakia,
compared to Hainburg an der Donau where it is
more prevalent.
In the context of cross-border shopping,
there are observable changes in Fig. 5 A and
B in evaluation of shopping in Austrian and
Slovak stores. Map A demonstrates evaluation
of shopping in Slovakia. The stress measures
for map A were indicated: NRS = .00067, Stress
I = .02582, Stress II = .04879, Stress = .00171,
DAF = .99933 and Tucker’s coefficient of
congruence = .99871. Using a hierarchical
method based on the value from decomposing
the Normalized Raw stress the following
clusters were identified:
1. cluster – C_3, C_4, C_5 and C_6;
2. cluster - C_2, C_7 and C_8;
3. cluster – C_1.
Fig. 5 B demonstrates evaluations of
shopping in AT. The stress measures for a fig.
5 B were indicated: NRS = .0258, Stress
I = .05079, Stress II = .09959, Stress = .0780,
DAF = .99871 and Tucker’s coefficient of
congruence = .99967. We proceed to identify
cluster in the same manner as with Fig. 5 A.
the following clusters were identified (Fig. 5 B):
1. cluster – C_5 and C_6;
2. cluster – C_1, C_2, C_4 and C_7;
3. cluster – C_3 and C_8.
According to Bajs (2011), shopping attributes
may be identified differently, depending on the
destination-specific factors and measurement
tools. Perceived value is mostly defined as the
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Fig. 4:

Comparing the evaluation of shopping in Austria and Slovakia

Source: own
Note: Dimension 1 – low price – high price; Dimension 2 – narrow range of quality food – wide range of quality food.
C_SR – price in Slovakia, C_AT – price in Austria, K_SR – quality in Slovakia, K_AT – quality in Austria, VS_SR –
assortment choice in Slovakia, VS_AT – assortment choice in Austria, S_SR – total satisfaction in Slovakia, S_AT – total
satisfaction in Austria.

consumers’ overall assessment of the utility of
a product or a service based on what is received
and what is given (Zeithaml, 1988). Zeithaml
(1988) suggested that value perception
“involves not only price variations but also other
psychological factors” (Jamal et al., 2011).
MDS thus typically added to it, as an implicit
purpose, the search for “underlying dimensions”
that would explain observed similarities or
dissimilarities (Borg & Groenen, 2005). On the
whole, the map indicates moderate satisfaction
levels since most objects are concentrated at
its centre, i.e. near the cross. This indicates
that product prices do not have to be the main

criteria in shopping decisions. While elaborating
on the behaviour of Slovak consumer behaviour
in Slovakia we take into account the fact that
price and quality are contradictory to each
other. Therefore, we can consider price as
a factor of sales dependent on the level of the
stores offering which is closely related to the
quality of shopping. In relation to the created
maps, we can point out the fact that some
types of consumers have very similar shopping
behaviour in both countries (Fig. 5). This shows
that some types of consumers transfer their
behavioural model and do not change. The
apathic (C_7), the recreational (C_4), and
1, XXIII, 2020
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Fig. 5:

Changes in consumer behavioural models under evaluation of shopping
in Austrian and Slovak stores

Source: own
Note: Evaluation of shopping in Slovakia (A); evaluation of shopping in Austria (B). C_1 – price oriented; C_2 – picky;
C_3 – loyal; C_4 – recreational; C_5 – “fridge-type”; C_6 – pragmatic; C_7 – apathetic; C_8 – uncategorized.

the picky (C_2) consumer integrate into their
shopping process the largest differences in
evaluating retail store offerings between SR
and AT.

4. Discussion
Shopper-oriented marketing refers to “the
planning and execution of all marketing activities
that influence a shopper along, and beyond, the
entire path-to-purchase, from the point at which
the motivation to shop first emerges through
to purchase, consumption, repurchase, and
recommendation” (Gicquel & Castéran, 2016;
Shankar et al., 2011). Although many studies
have investigated the effect of perceived
shopping value on both overall satisfaction and
behavioural intention, comprehensive studies
examining the additional role of shopping
attributes in generating shopping value and
behavioural intention are still scarce. There is
a need to investigate this field, because in the
process of shopping, consumers are assumed
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to form perceptions about different shopping
attributes that may individually and significantly
affect the overall value of shopping trip (Yeung
et al., 2012; Albayrak et al., 2016). This means
that consumption overreaches its economic
function. The main indicator of consumer
shopping behaviour abroad is the search for
value, which manifests itself in consumer
satisfaction.
As Križan et al. (2017) state, the crossborder shopping behaviour of Slovak
consumers has changed in time and space.
After 1990, in general, shopping was the
most frequent reason of crossing the border
(Baláž & Williams, 2005). At the same time, it
is possible to note that buying preferences of
Slovak consumers have been different among
target states. In the case of the Czech Republic
and Hungary, shopping of food prevailed, while
alcohol and cigarettes were typical for shopping
in Ukraine. The Slovak consumers purchased
mainly electronics in Austrian retail, whereas
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they shopped for shoes and clothes in the border
region of Poland (Williams et al., 2001). As Baláž
(2006) points out, the cross-border shopping
between neighbouring states with similar levels
of development (Hungary, Poland, the Czech
Republic, Slovakia) was mainly caused by price
differences of particular commodities, while
the various offer of commodities was more
important for shopping between states with
different levels of development (Slovakia and
Austria, Slovakia and Ukraine). Nowadays, the
Slovak consumers buy predominantly food and
common consumer goods, as well as driving fuel
with favourable prices. It is necessary to note
that cross-border shopping has an asymmetric
character (Dołzbłasz, 2015). For Slovak retail,
a negative balance of cross-border shopping
is typical (cf. Civáň & Krogman, 2012; Sikos &
Kovács, 2008; Tömöri, 2010).
The preliminary survey represents the
comparison of Slovak shopping behaviour
according to the suggested classification. The
consumers point out what they expect in order
to be satisfied with shopping at Slovak retailers.
The consumers also transfer their behavioural
model to shopping abroad, i.e. Slovaks aim at
the price to quality ratio of the offerings.
The expectations from given offerings
makes the consumers the judges of the
success or failure of the store but also of the
whole distribution channel. This means that the
success or failure depends on how the distributer
can grasp the character of the business. Since
consumers are highly diversified, the emphasis
lies on segmentation when evaluating offerings.
Therefore, choosing the target customer is
the basis of the distribution channel creation
for the manufacturer as well as for the
distributor. Moreover, the consumer influences
the relationships between distributers and
manufactures in various ways. From this
perspective, the distributor and manufacturer
need to get close to the consumer to react
quicker to changing consumer needs. Thus,
retail marketers and shopping centres can
use information from this study to develop
campaigns that target the benefits sought by
cross-border and other international shoppers.
The economic benefits of shopping in Austria or
other countries are important to visitors who go
there to shop, as well as the communities that
benefit from their expenditures (Sullivan et al.,
2012).

Conclusions
Cross-border shopping is a phenomenon
of increasing importance in the context of
consumer attraction by foreign countries.
Recognizing changes in cross-border travel
tendencies is crucial for retailers to do business
effectively (Anderson & van Wincoop, 2004).
This could also help national and local
governments to proactively manage border
crossings, decrease financial losses, and
support economic development along the
border, etc. (Sener et al., 2015; Asplund et al.,
2007; Michalkó et al., 2014). Shopping across
a national border shows some specific triggers
and barriers (Bygvrå, 2019).
In the case of Slovak residents shopping
in Austria, the main reason is not price but
product quality and the resulting wide variety of
day-to-day products. This leads the consumer
to positively evaluate shopping in Austria but
also to change their shopping behaviour, thus
creating new consumer types that would not
otherwise exist in Slovak conditions. Moreover,
Slovak consumers have observed differences
between products sold under the same brand in
Slovakia and Austria. The problem of different
quality of the same products of the same brand
was discussed at the level of the European
Union. This is reflected in the resulting sensory
attributes of the final products which consumers
consequently evaluate from a quality and price
perspective. Since this area has not seen
much research, this marks the beginning of
studying consumer behaviour in the context of
cross-border shopping in Slovakia. Therefore,
we can expect that Slovak consumers expect
more added value from shopping in Austria
which leads to more critical perceptions.
An economical aspect has to be taken into
account since Bratislava became the fourth
most economically performing region in the
European Union and in the context of long-term
consumer saturation with stable retail offerings,
consumers want assortment change. Thus, we
can conclude that the Slovak grocery market is
not responding to consumers who are willing
to pay more, i.e. expect to buy products with
more added value, not only from a quality and
price perspective. Cross-border shopping,
besides an economical dimension, also has
a social one. The retail chains in Austria, which
are located near the border with Slovakia, try
to get closer to Slovak customers by employing
Slovak-speaking personnel. This is the way
1, XXIII, 2020
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new formal and informal interpersonal relations
arise, which were interrupted during the
communist regime.
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