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Sum m ary
S h o p p in g  b ecam e n o w ad ay s  a  le isu re  activ ity , tran sfo rm in g  

itse lf from  a  p rim ary  n ecess ity  in to  a  p le a s a n t m a n n e r  for m an y  
people to  sp e n d  th e ir  free tim e. C ro ss-b o rd e r sh o p p in g  is  a  u n iq u e  
type of sh o p p in g , co n sis tin g  in  people travelling  b eyond  th e  
b o u n d a r ie s  of th e ir  co u n try , w ith  th e  p rec ise  p u rp o se  of acq u irin g  
goods for p e rso n a l u se , on th e  o th e r side  of th e  b o rd er. M any 
trav e lle rs  com bine sh o p p in g  w ith  e n te r ta in m e n t, in th is  w ay c ro s s ­
b o rd e r sh o p p in g  to u rism  b ecam e p o p u la r. In Poland , B e la ru s ian , 
R u ss ia n  a n d  U k ra in ia n s  proved to be  th e  m o s t active sh o p p in g  
to u r is ts  in  th e  p a s t  y ea rs .

S h opp ing  m alls  a re  fa s t developing in  C en tra l E urope , a s  a  sign 
of novelty  a n d  cap ita lism , rep lacing  su ccessfu lly  th e  old, b a s ic  re ta ils  
s tru c tu re s .  T he new  d ev e lo p m en ts  co n q u e r th e  m a rk e t u s in g  a  re ta il 
fo rm u la  b a se d  on p ro d u c ts  d iversification , com bined  w ith  
e n te r ta in m e n t ac tiv ities  a n d  a ttra c tio n s . S tra teg ica lly  lo ca ted , th e  
dev e lo p m en ts, th a t  a ro se  in  th e  c ro ss-b o rd e r reg ions a re  p lan n ed  
a n d  b u ild , in  o rd e r to  sa tisfy  th e  local, a s  w ell a s  foreign s h o p p e rs ’ 
needs.

T h is  s itu a tio n  led  to w ard s  th e  in c re a se  of c ro ss  b o rd e r in te re s t  
in new  re ta il dev e lo p m en ts. T h is  p ap e r aim  is  to u n d e r lin e  th e  key 
role p layed  by su p e rm a rk e ts , in choosing  th e  sh o p p in g  lo ca tio n , by 
th e  B e la ru s ia n  c ro ss-b o rd e r sh o p p ers .

K ey words: o rder, sh o p p in g , re ta il, to u rism , com m ercial
cen tre , deve lopm en t
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Introduction
In late years, shopping  evolved from a  sim ple sell-buy 

activity, into a le isu re  one, becom ing a regular, p leasan t 
m an n er for m any  people to spend  th e ir free t im e. The 
co n su m ers’ behav iour changed a  lot du ring  the  la s t century , 
w ith  shopper altering th e ir approach  on th e  way they  are doing 
the  p u rch ase . Shopping lists, know n since ancien t Rome1, 
along w ith  the  exam ination of goods an d  services, w ere the 
prim ordial factors for p u rch ase  decisions. In ou r tim es, 
shopping developed an d  diversified, from the  su p erm ark e t 
shopping style, w ith  cu stom ers choosing an d  picking th e ir own 
goods, tow ards w indow -shopping2, w hich p u ts  the  focuses on 
th e  tim e sp en t on shopping ra th e r  th a n  on the  acquisition, or 
hom e shopping3, in  front of the  TV or personal com puter.

The increase  of mobility, lead  tow ards the  increase  of 
shopping  in p laces far away from people’s hom e com m unities 
(Timothy, 2005) w hich, ones they  becam e cheaper, they  also 
becam e m ore popular. Nowadays, m any  shoppers  choose to 
travel in  order to com plete th e ir shopping activity, being 
in te rested  in  finding p roducts , n o t p re sen t in the  proxim ity of 
th e ir hom es or w ork places, be tte r priced, un ique  or of be tter 
quality.

The following s tudy  aim s to m ake a parallel betw een the  
evolvem ent of cross border shopping  tourism  an d  the 
developm ent of new  reta il locations, like h yperm arke ts  and  
shopping  cen tres. Sensing the  cross-border sh o p p er’s 
potential, re ta il developers s ta rted  to pay a tten tion  to c ro ss­
border regions an d  began focusing th e ir projects in  these  
areas. Strategically located  an d  adap ted  to new  cu sto m ers’ 
n eed s  an d  dem ands, the  new  retail developm ents th a t  arose in 
th e  cross-border regions are p lanned  an d  build, in  order to 
satisfy  the  local, a s  well as  foreign sh o p p ers’ requests . On the 
o ther hand , th e  cross-border sh o p p ers’ preferences w hen it

1 According to the historian Dr Roger Tomlin, one o f the documents found at Hadrian ’s W all in 
1970s, is a shopping list from  a Roman soldier.

2 W indow-shopping is an activity that involves walking through a shopping district, a mall or a 
store, with the purpose o f looking at the products on display, rather than to purchase them.

3 Home shopping is an activity that involves purchase o f products from the privacy of your one 
home, using mail, telephone or internet. In the case o f hom e shopping the products are display 
in catalogues, printed leaflets, periodicals, on TV, radio or online.
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com es to shopping  locations changed along the years, a s  it 
reflects the  s tudy  conducted  by the  au th o r in  Bialystok. The 
s tudy  revealed the  key role played by the su perm arket, in 
choosing the shopping  location, by the B elarusian  c ross­
b order shoppers.

Cross-border shopping
N aturally, consum ption  across  borders ap p ears  in  m any 

form s regard ing  bo th  tim e an d  spaces an d  m any  differences 
can  be detected  in the  c ircum stances an d  m otivations of 
shopping. Shopping or consum ing  across bo rders  can  be 
in te rp re ted  from a  n u m b er of different perspectives (Tomori, 
M., 2010). In a  wide sense we can  refer to cross-border 
shopping  a s  any p u rch ase  m ade from re ta ilers or supp liers 
located  on the o th er side of the border. In th is  case, cross 
b order shopping  inc ludes beside p u rc h a se s  m ade du ring  trips 
in  the neighbouring  country  also d istance shopping  by m ail, 
te lephone or th ro u g h  in ternet.

The in ten tion  of th is  s tudy  is  to correlate the retail 
developm ents w ith  cross-border shopping  in  Poland; therefore, 
we find the wide definition of cross border shopping  n o t p roper 
to be applied here, since we need  a d irect con tac t betw een 
shoppers  an d  retailers.

A b e tte r definition we find in  the fram ew ork of tourism , 
w here is  d iscussed  the  relation betw een shopping  an d  tourism , 
w hich is divided into two categories. The first one w here the 
p rim ary  purpose  of the to u ris t trip is  to shop is  term ed 
‘shopping  to u rism ’. The second is called ‘to u ris t shopping’, 
w here shopping  is  done a s  a secondary  activity du ring  a trip 
w hich m ight be m otivated prim arily  by som ething  o th er th an  
shopping  (e.g. su n b ath in g , ecotourism , etc.) (Timothy, 2005). 
C ross-border shopping  tourism , therefore, can  be describe as  
an  activity s ta rtin g  w ith  a trip th a t involves a bo rder cross 
action an d  fin ish ing  w ith  an  en te rta in m en t activity, w hich in 
th is  case is shopping.

According to Tim othy (2005), there  needs to be 
accom plish four prim ordial conditions for cross-border tourism  
to ap p ear an d  develop, given by the  con trast, aw areness, 
w illingness to travel an d  border cross p rocedures.

F irst, it is  necessa ry  the existence of sufficient co n tra st 
betw een the local offer an d  the  offer from the o ther side of the
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border. The difference h a s  to be noticeable a t leas t regarding 
one of the  following th inks: selection of goods, quality  of goods 
an d  price of acquisition.

Second, it is im portan t th a t  people are conscious of w hat 
ex ists on the  o ther side of the  border, in  order to get 
m otivation for crossing the  border.

Third, com es w illingness to travel, generally em erged 
from curiosity, in te rests , w ishes and  personal mobility. Many 
people consider shopping  abroad  as an  en terta in m en t activity, 
w hich they  can practice together w ith th e ir families. Their 
m otivation for crossing the  border can  be stim u la ted  or not, by 
the  tra n sp o rt in fras tru c tu re  and  safety they  would benefit on 
the  o ther side.

Forth, is the  border cross procedures, w hich m u s t to be 
ra th e r  easy an d  unproblem atic , for the  c ross-border shoppers. 
C urrently , m ore and  m ore borders can  be cross w ith little 
form alities and  even w ithou t v isas, however th e ir  s itu a tio n  is 
no t always stab le, depending  arb itrarily  on the  political 
changes. A big n u m b er of form alities can  be very discouraging 
for people to m ake the  trip  to the  o th er side, regards of the  
m arke t co n tra st and  th e ir  w illingness to travel.

According to Tim othy (2005), there  is also a  se t of factors 
th a t  con tribu te  to the  creation and  m ain tenance  of the  c ro ss­
border shopping  tourism . They often give u s  the  direction of 
the  m ovem ent, from one country  tow ards ano ther. Som etim es 
the  m ovem ent can  go strictly  in one direction and  o th er tim es 
in  bo th  directions. The factors Tim othy (2005) m entions are: 
price level, tax  ra tes, opening ho u rs , exchange ra te  betw een 
currencies, availability of a  w ider range of p ro d u c ts  and  
services, fame and m arketing , proxim ity to the  bo rder and 
language.

Price is the  m ain  reason  th a t m otivates shoppers  to travel 
abroad  in  order to acquire goods, however is n o t the only one. 
The original and  exclusive n a tu re  of item s it is also im portan t, 
along w ith the  ex ten t of the  choice an d  range available. 
Som etim es shoppers  look for quality  or au then tic ity  of the 
p roducts , in  th is  case price being of no im portance. A nother 
im portan t reason  is the  sim ple p leasu re  of shopping, w hen 
foreign shoppers  are ju s t  brow sing the  shops w ithou t the  
in ten t of buying som ething  concrete.
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In th e  border regions, cross-border shoppers  are local 
co n sum ers tak ing  advantage of th e ir geographical location and  
benefiting fully from the  possibility of choosing m erchand ise  
from two different locations. In the  cross-border areas, 
shopping  on th e  o ther side of th e  border ten d s  to be a regu lar 
an d  fairly well organized activity, su s ta in  m ainly, b u t n o t only, 
by the  econom ic reason . A nother reason  is le isure, given by 
th e  sim ple p leasu re  of shopping.

From  the  econom ical po in t of view, in the  border regions, 
cross-border shopping can  have an  im portan t im pact over the  
local com m erce. Its flow of p u rch ase  power, a lthough 
frequently  goes unobserved  by the  local re ta ilers, som etim es 
sh ap es  the  m arke t dem and. A b u s in ess  focus strictly  on cross 
border shopping to u ris ts  it is  a risky one, an d  will probably 
prove unprofitab le in  tim e, as  th e  m ovem ent can  always 
change direction or the  cu stom ers can  face unexpected  
difficulties in  crossing th e  border. However, a b u s in ess  focus 
on bo th  local dem and an d  on shopping to u ris t’s  req u ests  and  
expectations can  be the  w ining card  for a good developm ent in 
cross-border region.

Cross-border shopping in Poland
C ross-border consum ption  in  C entral an d  E astern  

Europe h a s  existed for som e tim e b u t it becam e highly visible 
an d  m ore w idespread during  1990s (Timothy, 2005). In 
Poland, like in  o ther E aste rn  and  C entral E uropean  countries, 
shopping done by foreigners w as greatly in tensified w hen the  
lim itations regarding th e  c ross-border travel of people were 
lifted an d  the  differences in  p rices an d  the  living s tan d a rd s  in 
the  neighbouring  coun tries were revealed (Powęska, 2008). The 
fall down of Iron C urta in , disclosed to consum ers a new  world 
of opportun ities in  m a tte rs  of p ro d u c t choice an d  prices. 
C ross-border shopping becam e a regu lar activity, m otivated  by 
personal n eed s  (in the  case of single people acquiring goods for 
th e ir own needs) an d  en trep reneu ria l possib ilities (single 
people or organized g roups of people, acquiring goods for 
resell).

Pow ęska classified in  th ree  categories (basic, m ain  and  
com plem entary) the  reaso n s  for cross-border shopping 
activities in Poland in  th is  period of tran sitio n  (Fig. 1).
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Fig. 1. R easons for cross-border shopping  in  Poland 
Source: H alina Powęska, 2008, The character and conditions 
fo r  developm ent o f  cross-border shopping in Poland in the period  
o f transition.

The year 2004, w hen Poland jo ined  E uropean  Union, 
m arked  a significant changed in shopping  tourism  activities, 
a s  new  regu lations of trad e  insta lled  in  Poland. From  here 
fu rther, we are obliged to follow the cross-border shopping  
tourism  in te rm s of EU or non-EU  m em bers. If a t the  borders 
w ith  EU m em bers, the differences in retail sector began to 
d im inish , an d  cross-border shopping tourism  s ta r ted  to slowly 
be replaced by touristic  activities, a t the  borders w ith  non-EU  
m em ber, c ross-border shopping  began to intensify. The m ost 
active shopping  to u ris ts  are com ing to Poland from outside the 
E uropean  Union (Bar-Kołelis, W iskulski 2012). For exam ple, in 
2010, the  m ost active declared shopping  to u ris ts  arriving in 
Poland were from R ussia , B yelorussia an d  U krainian . The 
co n tra s t offered by Polish m ark e t in te rm s of price, did n o t 
lim it itself to trad itional p roducts , b u t ex tended to a variety of 
goods, from food to clo thes or childcare p roducts. For 
shoppers, the  price advan tages offered by Polish m ark e t were
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doubled by the  flexible opening h o u rs  and  language 
sim ilarities, betw een Slavic speaking  countries.

A w areness of Polish m arke t possibilities m ainly sp read  
betw een c ross-border shoppers  th rough  oral way, from one to 
ano ther. The places for shopping  m ost pop u la r am ong 
shopping  to u ris ts  changed over tim e, being m arked  by in te rna l 
m ark e t changes an d  cu sto m ers’ preferences. W ith the  increase 
of new  retail developm ents, based  on e laborated  retail 
fo rm ulas and  su sta in ed  by m arketing  cam paigns, s ta r ted  to 
increase  the  in te rest of re ta il locations m anagers  in c ro ss­
border shopping. In th is  way, som e of the  re ta il locations, 
placed in the  proxim ity of the  borders, in troduced  am ong th e ir 
m arketing  ta rg e ts  the  cross-border shopping to u ris ts , w hich 
s ta rted  to benefit from p laned  prom otional cam paigns, th ro u g h  
in te rne t, radio or advertisem ent.

Retail m arket transform ations in Poland
In Poland, like in o ther C entral E uropean  countries, the 

re ta il sec to r u nderw en t d ras tic  changes since the  b reak  down 
of com m unism  u n til to c u rren t tim es. The key issu e  in Poland 
w as to replace the  inefficient public  retail system  w ith a  m ore 
efficient private retail supply  (Herman, 2007). The 
tran sfo rm atio n s  s ta r ted  w ith the  so-called “sm all 
privatization”, followed by a  “w ild-east” p h ase  and  com pleted 
w ith the  en try  of “greenfield investors” (Michalak, 2001). The 
en try  and  expansion  of in te rn a tio n a l re ta ilers m arked  the 
developm ent in Poland of W estern-style retail p roperties, in 
responded  to the  s trong  dem and, closely influenced by 
W estern  consum ption-orien ted  custom s.

In the  initial years  of 1990s, private re ta ilers s ta r ted  and  
conducted  th e ir b u s in ess  in form er com m unistic  ou tle t or 
converted retail p rem ises, by transform ing  basem en ts, 
ap artm en ts  or garages in  sm all sho p s or service locations. This 
period w as followed by the  ex tension of bazaars, selling bo th  
food and  non-food item s. B azaars extended in  the  lower and  
m iddle range of the  m arket, w ith sm all shops estab lish ing  
th e ir  position a t the  u p p e r end. The la tte r triggered som e of the 
very first pioneering u p -m ark e t re ta il developm ents, like 
P anoram a in W arsaw  (Herman, 2007). However, w ithou t a  
p roper re ta il form ula and  anchors, the  first u p -m ark e t retail 
developm ents fade away. The change w as b rough t by the s ta r t
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of big investm en ts  in  the  Polish re ta il m arke t, announcing  the  
arrival of large re ta il p rem ises like cash -and-carry , DIY sto res 
an d  hyperm arkets. M assive construction  of large-scale retail 
u n its  s ta rted  and  by 1998, there  were over 1 600 sto res  of over 
400 sq  m floor space (Michalak, 2001). After an  initial focus on 
th e  capital cities an d  the  la rg est cities, hyperm arke ts  opera to rs 
shifted to secondary an d  tertia ry  cities to e stab lish  nationw ide 
netw orks (Herm an, 2007). From the  developm ent of 
hyperm arke ts  to shopping cen tres  w as ju s t  a sm all step , retail 
developers tak ing  quickly advantage of Poles shopping h ab its  
an d  growing popularity  of W estern shopping custom s. An 
unp receden ted  dynam ism  of new  changes took place, different 
types of large-scale retail u n its  being in troduced  
sim ultaneously  on the  Polish m arke t (Kreja, 2004).

Shopping cen tres  of different sizes an d  concepts s ta rted  
to speed  quickly in  Poland, in  a  fight for survival w ith “old 
type” locations. Finally, W estern re ta ils  form ulas based  on 
an ch o rs  an d  them ed  shops won the  Polish m arke t, m anaging  
to successfully  m arrying re ta il w ith services an d  leisure (Kreja, 
2004).

In C entral Europe, a s  well a s  in  Poland, shopping cen tres  
are perceived a s  a sign of novelty an d  capitalism , w ith full 
shelves of p ro d u c ts  and  reverse roles, w here th e  custom ers are 
in  control an d  sellers are try ing to please.

The new  reta il developm ents a ttrac ted  th e  custom ers 
w ith well s tud ied  and  tested  retail form ulas, th a t  included  
ancho r shops and  a good m ix tu re  of p roducts , services, 
en te rta in m en t activities an d  in  som e cases even public 
in s titu tio n s  (some com m ercial cen tres  hold public  offices). The 
cu ltu re  of shopping cen tres  developed so strongly in C entral 
an d  E as t E urope, th a t som e com m ercial cen tres  include as 
well w edding facilities.

A successfu l shopping centre  is  properly design in  order 
to cover all cu sto m ers’ needs an d  dem ands. The key anchor in 
Poland is the  su p erm ark e t or hyperm arket4, w hich is p resen t 
in  a lm ost all successfu l shopping  centres. Some of the  first 
shopping  cen tres  from Poland were hyperm arket m alls, w ith  a 
h yperm arket su rro u n d ed  by a  few shops. Later appeared  the

4 The hypermarket is bigger in size than the supermarket, including as well a wider 
range of goods durable goods.
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shopping  cen tres  based  on a  te n a n t m ixture an d  a  profile, 
having a ro u n d  40-50%  of the  leasable a rea  allocated to the 
hyperm arket. Slowly, the  hyperm arket lost g round  in  the 
favour of o ther anchors, like DIY or hom e appliance shops, in 
som e cases transform ing  itse lf into a sup erm ark e t, s itu a ted  on 
the  bottom  floor of the  com m ercial cen tres  (Fig. 2). However, 
its  presence rem ains ind ispensab le  in  a successfu l retail 
form ula.

Fig. 2. Exam ple of a  floor p lan  -  Shopping C entre Bielawy in 
T oruń
Source: h ttp ://w w w .to ru n -b ie law y .p l/p l/p lan -cen tru m

A shopping centre w ith a  good m ix of re ta ilers  h a s  in  its 
schem e a variety  of p ro d u c ts  ran k in g  from clothes, shoes or 
jew elleries, to children artic les an d  personal hygiene products. 
Bigger an d  m ore complex shopping  cen tres  also com prise a 
library , a pharm acy , lau n d ry  an d  tailor services, as well as 
food locations, rep resen ted  by coffee shops, fa s t food b a rs  and  
re s tau ran ts .

The en terta in m en t a rea  vary according to the  size of the  
shopping  centre, typically consisting  from a cinem a, a 
playground location for children, bowling or climbing
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prem ises. E ach  floor of the  shopping  centre is  properly p lan  in 
o rder to offer sim ilar advantages of visibility an d  accessibility 
to all tenets. All these  complex an d  elaborate locations are well 
p rojected  in  o rder to a ttra c t an d  re ta in  custom ers, so it is  n o t 
w onder the  preference of cross-border shoppers  for them .

Cross-border shoppers and the new retail locations. 
B iałystok case study

B ialystok is a  city w ith a  population  of alm ost. 300 000 
in h ab itan ts , located in  the  N orth-Eat of Poland, in  the 
proxim ity of the  Polish-B elarusian  border. The n ea res t border 
crossing po in t is located a t ab o u t 50 km  from Bialystok.

B ialystok benefits from old and  new  retail developm ents, 
com prising a  m ixture of h igh-end com m ercial cen tres, w ith 
b ran d ed  shops, coffee places an d  children p layground (e. g. 
Alfa C entrum , A trium  Biala), hyperm arke ts  m alls (Auchan, 
Carrefour, Real), low prices dep artm en t sto res (Central Dom 
handlow y PSS) and  bazaar m ark e ts  (Bazar Palacowy).

S hopping tourism  activities are widely sp read  in 
Bialystok, the  presence of B elarusian  shoppers  in  the  city 
being a  know  fact am ong citizens an d  retailers. C ars w ith 
B elarusian  reg istra tion  p la tes  are easily observed every day on 
the  c ities’ s tre e ts  or in  the  park ing  lo ts of com m ercial centres.

R etailers define B elarusian  shoppers as  good custom ers, 
due to the am o u n t of m erchand ise  they are pu rch asin g , w hich 
som etim es ra n k  up  to 5 tim es m ore th a n  w h a t local custom ers 
purchasing . Some of the  re ta ils  even declared th a t  from their 
po in t of view the B elarusian  shopping  tourism  activities 
su s ta in  the  retail sector from Bialystok.

A s tudy  conducted  in B ialystok in  the  in  the  au tu m n  of 
2012, ta rgeting  the  B elarusian  cross-border shoppers, reveals 
the im portance of new  retail developm ents, an d  the cross­
border shoppers  preference for them  (Fig. 3).
The principal locations for shopping  in  Poland for B yelorussian 
cross-border shoppers are the  su p erm ark e ts /h y p e rm ark e ts , 
chosen  in  a  proportion of 69%, closely followed by the  
com m ercial cen tres  w ith a  60%  of the  options. The m ajority of 
responden ts , ind icating  the com m ercial cen tres  a s  locations 
for th e ir shopping, also ind icated  the su p erm ark e ts  am ong 
th e ir m ain  preferences, an d  vice versa. T his show s the
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correlation existing betw een the  two re ta il locations an d  the 
preference of cross-border shoppers  for m odern  re ta il spaces.

Supermarkets / hypermarkets 

Shopping centers 

Pet shops 

Ordinary shops 

Loca l market 

Gift shops 

E legant / Luxury shops 

Department stores 

An-gross locations

0% 20% 40% 60% 80%

□

Fig. 3. The m ost visited shopping  locations by B elarusian  
shopping  to u ris ts  in  Bialystok 
Source: A u thor’s own resea rch

Next m ost visited location is the  local m ark e ts  chosen  in 
a  proportion of 43%. The m ajority of resp o n d en ts  th a t  chosen 
the  local m arke t a s  shopping location, also chose the 
su p erm ark e t am ong th e ir preferences, b u t very little of them  
chose the  an -g ross locations, w hich ra n k  n ex t in the  top of 
preferences, w ith 29%  of options. O rdinary shops are preferred 
in  a  proportion of 19%, followed by elegant or luxury  shops, as 
well as  d ep artm en t sto res, bo th  w ith 10%. The leas t visited 
locations are the  pet an d  gifts shops, rank ing  w ith 5% of the  
options.

From  these  observations, we can  assum e th a t new  retail 
locations gain a  s trong  position in  the  cross-border sh o p p ers’ 
preferences and  th e ir presence in the  border regions 
s tim u la tes  the  cross-border shopping  tourism  activities.

Conclusion
Shopping becam e a le isure  activity, su s ta in  by the  big 

variety of p ro d u c ts  and  shopping locations th a t  successfully
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com bine shopping w ith  en te rta in m en t activities. Shopping 
tourism  activities do n o t focus strictly  on p u rch ase , they 
ra th e r  consist from the full package of enjoym ent offered by 
the  trip  an d  en te rta in m en t given by the  selection of goods. 
People travel for shopping, m otivated by the  price of goods, b u t 
th is  is n o t the  only reason . M erchandise originality and  
exclusivity, along w ith the ex ten t of choice, p roducts  
availability an d  the p leasu re  of shopping  are also im portan t 
m otivations.

C ross-border shoppers  are local consum ers tak ing  
advantage of th e ir geographical location, u s in g  the possibility 
of choosing m erchandise  from two different locations. In 2010, 
c ross-border shopping  w as the  m ain  reason  for R ussians, 
B yelorussians an d  U krain ians to cross Polish borders. The 
preference of cross-border shoppers  for new  retail locations is 
easily noticeable in  border cities like B ialystok, w here the 
p ark in g  lo ts  of com m ercial cen tres  or su p erm ark e t m alls are 
full w ith  cars  registered in  B elorussia.

A successfu l shopping  centre located  in  the  proxim ity of 
B elarusian  border, shou ld  include beside a good m ix of 
re ta ilers, also a s trong  anchor, like a su p erm ark e t or a 
hyperm arket, the m ost preferred  location am ong B elarusian  
c ross-border shoppers.

From  these  observations, we draw  the  conclusion th a t 
com m ercial cen tres  developm ent in bo rder a reas  positively 
influence the  increase of cross-border shopping  and  vice versa, 
a s  the  increase of shopping  to u ris ts  m otivates developers to 
invest in m ore retail spaces.
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