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1	� Shopping centres as a retail format

1.1  Contemporary understanding of the term ‘shopping centre’

For many customers a shopping centre is a preferred place for shopping and 
spending free time (Tan, 2019). Whereas, for tenants it is related to satisfying 
the need to attract a larger number of potential customers to a convenient 
location. What is important is shopping centres, albeit constituting a private 
property, are perceived as public space.1 Over the years they have become a 
part of social life (Gonçalves et al., 2020), a city’s showcase (Kochaniec, 2011) 
and, often, a tourist attraction (Kinley et al., 2003).

The shopping centre is the subject of research in many scientific fields and 
disciplines, including technical sciences (architecture), social sciences (manage-
ment, economy, sociology, psychology, political science) and socio-​economic 
geography. Furthermore, research areas (contexts), which discuss the subject 
matter of shopping centres, can be identified in social sciences. The depiction 
of a shopping centre as a consumption space is especially common. Numerous 
publications are also devoted to the issues of the social impact of these facil-
ities or their influence on the structure of suburbs. In the subject literature, the 
depiction of a shopping centre as a tourist product can also be found, in which 
this format is analysed as an already mentioned tourist attraction2 and the 
main destination centre.3 A plethora of contextual depictions cause difficulties 
with the classification and definition of the concept. The problem with uni-
fying the definition of a shopping centre is that both in legal acts and in public 
statistics, the term ‘shopping centre’ is often missing.4 In Table 1.1 we present 
an overview of definitions of a shopping centre.

In the literature regarding retail trade, many attempts have been made 
at defining a shopping centre. The multiplicity of  definitions also results 
from the plethora of  types of  shopping centres (Kucharska et al., 2015) and 
various levels of  significance of  the commercial function of  the facility –​ 
this function can be of  the greatest importance (shopping centres of  first 
and second generation), and perform an equivalent or even a supplemen-
tary role, as in the case of  retail centres of  third, fourth and fifth generation 
(Rochmińska, 2013). Researchers often refer to the definition provided by 
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(Continued)

Table 1.1 � Definitions of a shopping centre in the literature

Author Date Definition of a shopping centre

Urban Land 
Institute

1947 A group of architecturally unified commercial 
establishments built on a site that is planned, 
developed, owned, and managed as an operating unit 
related by its location, size, and type of shops to the 
trade area that it serves. The unit provides on-​site 
parking in definite relationship to the types and total size 
of the stores.

R.J. McKeever 1953 A group of shops planned, constructed and managed 
as a single object, connected by their localisation, size 
(total retail space) and the type of shops with the area 
of influence of the entire facility; with a car parking 
separated from the street and located on the same land 
lot.

A. Olearczyk 1979 An intentional form of spatial concentration of retail 
trade facilities. In terms of assortment, construction, 
architecture and organisation-​administration, it 
constitutes a whole adjusted to provide services for 
motorised customers.

J. Dietl 1992 An intentional form of spatial concentration of retail trade 
under common management providing services to the 
centre.

J. Altkorn,
T. Kramer

1998 A group of retail stores and service providers, usually 
constituting separate business entities, forming one 
complex in commercial, construction, architectural, 
organisational and administrative terms, providing 
a comprehensive range of products and services to 
customers.

M. Strużycki
N. Matysiak

2009
2009

A modern group of stores, catering and service 
establishments, comprising at least several stores, 
including an anchor store, which can be a hypermarket, a 
supermarket or another store offering mainly foodstuff, 
and a basic catering establishment, run by various 
enterprises.

A diligently designed group of retail and service facilities, 
which is planned, constructed and managed as a separate 
entity with common areas, including an adjacent car 
park.

J. Mikołajczyk 2012 A group of retail stores and service providers, usually 
constituting separate business entities, forming one 
complex in terms of commerce, assortment and services, 
construction and architecture, organisation and 
administration, providing a comprehensive range of 
products and services to customers.

C.E. Cloete 2015 A group of architecturally unified commercial 
establishments built on a site which is planned, 
developed, owned and managed as an operating unit 
related to its location, size and type of shops to the trade 
area that the unit serves.
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J. Dietl, who defined a shopping centre as ‘an intentional form of  spatial 
concentration of  retail trade under common management providing services 
to the centre’ (Dietl, 1992).

In all definitions of a shopping centre, the fact of grouping retail trade units, 
referring to the centre as a whole5 and the aspect of planning (planfulness) 
are underlined. This planning is connected not only to the size of the facility, 
but also to the type of trade-​service units and a general and specific loca-
tion. It is important, since in the literature unplanned trading centres are also 
distinguished, i.e. commercial streets, central shopping districts or commercial 
clusters along roads and motorways (Twardzik, 2018).

In our opinion, definitions, which pay particular attention to the complex 
nature of the commercial, service and catering offer (as sine qua non condition) 
or the aspect of diversification of the trade-​service offer, should be approached 
with caution. Specialist theme centres do not comprehensively satisfy all needs 
of a customer. Also, the aspect of an anchor store as an element constituting 
a shopping centre could be disputed. Therefore, it has been assumed here that 
the existence of an anchor store (magnet) is not a necessary condition of a 
shopping centre’s existence.

The first scientific research discussing the subject matter of shopping 
centres was conducted in the 1940s and primarily concerned technical aspects, 
including architectural aspects. In the literature of a later period, additional 
research streams are indicated: location, economic-​organisational and behav-
ioural. The technical stream concerns engineering and architectural issues with 
its lead proponents being V. Gruen and L. Smith (1960). The location-​related 
approach is connected to defining factors determining the situation of retail 
centres, while the economic-​organisational stream concerns the spheres of 
production, distribution and consumption of goods, as well as marketing and 
management. On the other hand, the behavioural stream studies customers’ 
behaviours (Gruen, Smith, 1960). Polish research on shopping centres intensi-
fied at the beginning of the 21st century, which resulted from the establishment 
of shopping centres in Poland at a later time.

Author Date Definition of a shopping centre

R. Łabuz 2021 A cohesive architectural-​urban complex, which was 
developed on the basis of a coherent investment project 
of a mainly commercial function, which is a facility or a 
group of facilities built on an independent plot of land, 
with a minimum Gross Leasable Area (GLA) of 5,000 
m2, consisting of at least ten tenants, and a car park for 
its customers.

Source: Own study based on: McKeever (1953); Olearczyk (1979); Matysiak (2009); Strużycki 
(2009); Dudek-​Mańkowska (2010); Mikołajczyk (2012); Rochmińska (2013); Kotler et al. (2013); 
Cloete (2015); Pasek (2019); Łabuz (2021).
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Trade is the basic function of a shopping centre. Other functions include: ser-
vice, entertainment, recreation, hotel, office and housing (Matysiak, 2009). In 
the subject literature at least six functions fulfilled by shopping centres are 
listed (Kaczmarek, 2014):

•	 consumer function –​ shopping centres allow using commercial 
establishments,

•	 employment function –​ they play an important role in maintenance and cre-
ation of new workplaces,

•	 architectural-​urban function –​ they constitute an element of the develop-
ment structure and determine spatial order,

•	 central function –​ they determine the centricity and rank of the city, neigh-
bourhood or district,

•	 income function –​ since they pay taxes, they are of a great importance for 
the incomes of the city budget and

•	 cultural function –​ they satisfy the needs related to spending free time and 
achieve integration objectives.

Various classifications of shopping centres can be found in the literature. 
At the initial development stage of shopping centres, the facilities were mainly 
classified on the basis of the range of impact.6 Thus, the centres were divided 
into: (1) neighbourhood, (2) community, (3) regional and (4) superregional 
(Mikołajczyk, 2012). S. Dudek-​Mańkowska (2010) proposes dividing into 
traditional and specialist (profiled) shopping centres.7 Traditional facilities 
comprise a supermarket or a hypermarket and arcades with various brands’ 
stores, whereas specialist facilities include retail parks, outlets or theme centres.

As the facilities were developing, the International Council of Shopping 
Centers (ICSC) updated the aforementioned division by distinguishing four 
additional types, i.e. lifestyle centre, power centre,8 theme/​festival centre and 
outlet,9 thus creating a typology characteristic for the United States.10

Shopping centres can also be divided by the product lifecycle phase, in this 
case –​ a retail centre.11 It should be mentioned that a shopping centre can be 
treated as a product that is subject to a lifecycle and undergoes four stages 
(Lowry, 1997; Borusiak, 2008):

•	 first stage, i.e. launch (innovation),
•	 second stage, i.e. growth (accelerated development),
•	 third stage, i.e. maturity and
•	 fourth stage, i.e. decline.

The stage of a given shopping centre is determined by: (1) the age of the 
shopping centre, (2) competition level, (3) market changes and (4) changes in 
customers’ behaviours (Nicoleta, Cristian, 2009). A decline in the shopping 
centre’s value, resulting from ageing of the building, economic factors or 
changes in the area of competition, leads to moving on to another lifecycle 
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stage. At the maturity stage, a strong competition between shopping centres 
of the same type has been identified. Each shopping centre has a base of 
loyal customers, intensifies marketing measures, and implements changes or 
renovations. During this time, there is a risk that some tenants will move on 
to other shopping centres. An increase in the shopping centre’s net income can 
be suppressed by newly established shopping centres, i.e. a growing competi-
tion. During the decline stage owners carry out complex works in changing the 
facility or decide to sell it. One of four strategies is implemented at this stage 
(Nicoleta, Cristian, 2009):

•	 renovation strategy,
•	 strategy of terminating lease contracts with poor performing tenants,
•	 conversion strategy, for example, into a university campus, a school, a med-

ical centre, a congress centre or a distribution centre or
•	 strategy of selling the facility.

Researchers also classify shopping centres by the so-​called facility life-
span, understood through the prism of rented space.12 Thus, the following are 
distinguished (Guimarães, 2018):

•	 vital shopping centres –​ their vacancy rate reaches the level of 9.9% 
maximum,

•	 struggling shopping centres –​ with a vacancy rate between 10.0% and 33.9%,
•	 greyfield shopping centres –​ with a vacancy rate between 40.0% and 

69.9% and
•	 dead malls –​ with vacancy rate over 70.0%.

In Table 1.2 we present a classification of shopping centres found in the 
subject literature.

While describing various types of shopping centres, the classification should 
be supplemented with other retail centres. These are: mixed-​use buildings and 
convenience types of shopping centres. Mixed-​use buildings are enjoying a 
growing customer engagement. As noticed by S. Ledwoń (2009), this term 
describes facilities that perform three different functions (e.g. trade, enter-
tainment, offices, hotels, flats, sports, culture, recreation, etc.). Examples of 
mixed-​use buildings include: the Czech ‘Galerie Butovice’ or Polish ‘Stary 
Browar’. Another example includes convenience type shopping centres (strip 
malls), which feature a small area (2–​7K m2) and are located in smaller towns. 
Tenants of such facilities are striving to satisfy the biggest needs of customers 
and their assortment often represents a lower price range (Gębarowski, 
Siemieniako, 2014).

The location and size of the facility remain the classic and timeless criteria 
of the typology of shopping centres, which demonstrates the very important 
role of those factors. In the future, the importance of the product lifecycle 
stage will grow, determining both the attractiveness of the shopping centre’s 
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offer (customer’s perspective) and the need to introduce changes (renovation) 
to the facility (manager’s perspective). The shopping centre lifecycle conception 
is useful in analysing the emergence and downfall of various formats of retail 
centres (Lowry, 1997). Applied criteria do not always allow clear and trans-
parent qualification of the facility’s affiliation to a specific type of shopping 
centre. Sometimes there are, in fact, shopping centres which have features of 
various categories (Wawrzyszuk, 2009). It is also worth underlining that the 
most frequently used typology of shopping centres is the division by the cri-
terion of generation, which is presented in Table 1.3.

The division of shopping centres by generation is a shopping centre typ-
ology very frequently used by researchers. A given facility is assigned to a spe-
cific group based on the scope of its offer. The analysis of particular stages 
of the structural-​functional evolution of shopping centres strictly concerns 
the issue of the history of these facilities’ development. This subject will be 
discussed in the consecutive subchapter.

Table 1.2 � Classification of shopping centres

Criterion Specification

Lifecycle stages (1) a shopping centre at the opening stage, (2) a shopping 
centre at the growth stage, (3) a shopping centre at the 
maturity stage, (4) a shopping centre at the decline stage 
and (5) a dead mall.

Location (1) out of centre, (2) out of town and (3) edge of centre.
Type of investment (1) greenfield and (2) brownfield.
Profile (1) traditional shopping centres, (2) profiled shopping centres, 

(3) theme-​oriented centres, (4) factory outlet centres and 
(5) retail parks.

Generation first generation, second generation, third generation, fourth 
generation and fifth generation.

Vacancy rate (1) a vital shopping centre, (2) a struggling shopping centre, 
(3) a greyfield shopping centre and (4) a dead mall.

Size (1) small (5,000 –​ 19,999 m2), (2) medium (20,000 –​ 39,999 m2), 
(3) large (40,000 –​79,000 m2) and (4) very large megamalls 
(over 80,000 m2).

Range of impact (1) neighbourhood shopping centres, (2) community shopping 
centres, (3) regional shopping centres and (4) superregional 
shopping centres.

Scope of functioning (1) multifunctional shopping centres, (2) shopping centres with 
limited assortment and services, located in city centres and 
(3) specialist shopping centres.

Character of 
architectural 
solutions

(1) covered, partially covered, open, (2) one-​level, multi-​level, 
(3) ground, underground, above ground and (4) rectangular, 
L/​T/​U-​shaped, yard/​promenade-​shaped, tiered, sectoral.

Source: Own study based on: Križan et al. (2017); Guimarães (2018); Twardzik (2018); Łabuz 
(2021); Križan et al. (2022).
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1.2  The origin and development of shopping centres

The idea of a shopping centre would not have been born without socio-​
economic changes resulting from the industrialisation and urbanisation 
processes, as well as the development of consumerism (Makowski, 2003). 
B. Kucharska (2014b) emphasises, essential in this scope, the trend of con-
sumption massification, which is primarily manifested by the standardisation 
of products and thus leads to the homogenisation of consumption. Therefore, 
consumption homogenisation par excellence is the factor behind the establish-
ment of shopping centres.

The conception of a shopping centre is relatively new, since this form of 
retail concentration started to develop only at the beginning of the 20th cen-
tury. Prototypes of shopping centres were a far cry from contemporary centres. 
They differed in the degree of organisation and were characterised with a lack 
of a specific idea for spatial arrangement of retail establishments (Czerwiński, 
2012). Over the years, both the way of thinking about a shopping centre and 
architectural solutions evolved.

According to many researchers, shopping centres have a lot in common 
with Greek agora, Roman forum romanum or city markets, where trade and 
the life of a local community developed (Basińska-​Zych, Lubowiecki-​Vikuk, 
2015; Ozturk et al., 2021). Market halls were already present in ancient and 
mediaeval cities in Europe, for example: Trajan’s Market in Rome at the begin-
ning of the second century AD or Ypres Cloth Hall, which is one of the lar-
gest facilities of this type performing a trade function for mediaeval Europe 
(Łabuz, 2021).

In the 18th century a new type of a commercial building –​ a covered 
market –​ emerged. A flagship example of such a centre is Oxford’s ‘Covered 
Market’, which was built in 1774. In 1784 ‘Les Galeries de Bois’ –​ galleries with 
arcades, which included boutiques, cafes and entertainment establishments, 
were opened in Paris (Łabuz, 2021).

An important moment in the history of  development of  modern 
formats of  retail was the establishment of  a market hall in the 19th cen-
tury. Its characteristic feature was cast-​iron construction and new sanitary 
solutions (toilets with running water and sewage system, and cold storage 
rooms; Omilanowska, 2004). ‘Les Halles’ established in Paris, comprising ten 
pavilions divided by covered streets, constituted a kind of  an example for 
other European buildings. According to R. Łabuz, they were the essence of 
urban life (Łabuz, 2021).

Nineteenth-​century shopping arcades, galleries and department stores are 
considered to be the precursors of contemporary shopping centres. Arcades, 
constructed both in Europe and the United States, provided a covered space 
for pedestrians, situated inside residential buildings. The first arcade put to 
use in 1791 was ‘Passage Feydeau’ in Paris, and the most famous building of 
this type was ‘Arcade Burlington’ from 1819. Overtime, the so-​called galleries, 
which are also covered facilities, but resembling a square and situated at the 
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crossroads of several arcades, were also established. Galleries were extended 
with other floors and supplemented with new functions (Twardzik, 2018).

The era of colonialism was unquestionably the period of establishing 
department stores and trading houses constituting the proper prototype of 
a shopping centre. It was when the need to store goods in safe places, a large 
space of which allowed selling them faster, arose. Large department stores13 
were opened as soon as in the 19th century. Regular working hours, packaging 
stations, specialist and exotic goods, professional review of the offer –​ all that 
made a department store a place where contemporary consumerism was born. 
At that time, a visit to a department store was already associated with pleasure, 
an escape from everyday hardships and led to respect from others (Siekierka, 
2013). Flagship department stores in Europe included: ‘KaDeWe’ in Berlin, 
‘Harrods’ in London, ‘Bon Marché’ in France and ‘Sockmann’ in Helsinki.

At the beginning of the 20th century, new types of commercial facilities 
emerged in the United States –​ the supermarket and hypermarket. A turning 
point in their origin was the innovation in the form of the self-​service store chain 
‘Piggly Wiggly’ in Memphis. This solution was introduced in 1916 and resulted 
in a huge expansion of the store chain –​ in four years the enterprise opened 
1,000 similar points. The first supermarket was built in 1930, in New York, and 
had a surface area of 560 m2. Hypermarkets that differed from supermarkets 
with a surface area of over 2,500 m2 were developing in Europe from the 1960s. 
The first one was ‘SuperBazar’ opened in 1961, in Belgium (Łabuz, 2021).

At the same time, the first shopping centres were being opened in the United 
States. ‘Market Square’ built in Lake Forest, in 1916 is considered to be the 
prototype of the shopping centre (Makowski, 2003). This facility resembled 
more a commercial district than a shopping centre; thus according to other 
sources, the first shopping centre was the regional ‘Country Club Plaza’ in 
Kansas City, established in 1923 (Makowski, 2003). The building recalls the 
Spanish Colonial style and in 1924 included as many as 37 stores (Wilk, 2003).

Previously quoted V. Gruen, the creator of the architectural conception of a 
shopping centre, played a significant role in the development of shopping centres. 
He recommended that its space resemble public areas of a city centre, which was 
supposed to favour impulsive shopping. It is worth underlining that V. Gruen 
designed ‘Southdale Center’, the first regional, closed shopping centre, established 
in 1956 in Edina, Minnesota, (Łabuz, 2021). V. Gruen’s idea had many followers 
not only in the United States, but also around the world (Csaba, Askegaard, 1999).

The development of shopping centres was influenced by the progressive 
cultural unification and blurring of social differences. After World War II, 
Western societies entered the path of liberalisation and integration, and the 
disintegration of the Eastern bloc accelerated these processes. At that time, 
the consumer society was born, in which the accent shifted from production to 
consumption.14 Over the years, American society started demanding the pos-
sibility shop for everything in one place. The need for change was reinforced 
by urbanisation trends and the development of a satellite arrangement around 
larger cities, whose inhabitants had difficulties reaching city centre stores. Also, 
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implementation of the city restoration programme at the end of the 1940s 
was important (Czerwiński, 2012). Furthermore, the phenomenon of indi-
vidual motorisation was an additional factor influencing the development of 
shopping centres. The fact that one of the first shopping centres in the world, 
i.e. ‘Town & Country’, was built to make access to stores easier for motorised 
customers in compliance with the rule ‘No parking, no business’, was symp-
tomatic (Maleszyk, 2000; Trévinal, 2013). The emergence of new centres in 
the city (centralities), leaving and neglecting historical city centres and the 
trend towards using cars –​ all contributed to the proliferation of quasi-​public 
spaces, i.e. shopping centres (Gómez, 2021). These tendencies were visible both 
in Europe and in the United States. Almost two decades later, in the 1960s, the 
first centres were established in Europe, which was related to the progressing 
suburbanisation and individual motorisation (Wilk, 2003).

Over time, enthusiasm was replaced by disapproval. Criticism of incon-
venient giants often located in the suburbs and the anti-​capitalism movement, 
which was born in the second half  of the 1960s, halted development of large 
area stores. Only in the 1990s when new markets were opened after the dissol-
ution of the Soviet Union did shopping centres experience a renaissance. We 
have presented a calendar of the most important events related to the develop-
ment of shopping centres in the world in the table below (Table 1.4).

Table 1.4 � Calendar of events related to the origin and development of shopping centres 
in the world

Year Event

1464 Building of ‘Grand Bazaar’ in Istanbul
1774 Opening of ‘The Covered Market’ in Oxford
1784 Building of ‘Les Galeries de Bois’ in Paris
18th/​19th century L’Ere de passage couverts
1852 Opening of ‘Bon Marche’ in Paris
1857 Opening of the first department store in the United States 

‘Haughwout & Co’
1877 Opening of the gallery ‘Vittorio Emanuele II’ in Milan
1889 Opening of the department store ‘Harrods’ in London
1907 Opening of ‘Baltimore’s Roland Park’ Shopping Centre in 

Baltimore
1916 Opening of ‘Market Square’ in Lake Forest
1923 Opening of ‘Country Club Plaza’ in Kansas City
1931 Opening of Highland Park Shopping Village in Dallas
1956 Opening of ‘Southdale Center’ in Edina
1992 Opening of ‘Mall of America’
2004 Opening of the shopping centre ‘Golden Resources’ in Beijing
2005 Opening of ‘South China Mall’
2008 Opening of ‘Mall of Arabia’ in Dubai
2010 Opening of the shopping centre ‘Eurovea’ in Bratislava
2019 Opening of ‘American Dream’ in New Jersey

Source: Own study based on: Makowski (2003); Dennis (2005); Nicoleta, Cristian (2009); 
Mikołajczyk (2010); Czerwiński (2012); Mikołajczyk (2012); Twardzik (2018); Łabuz (2021).
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Contemporary shopping centres benefit from the legacy of the aforemen-
tioned department stores, supermarkets and hypermarkets, and enrich these 
facilities with elements of culture and entertainment. They welcomed a mass 
customer, and their cosmopolitan nature only sometimes combines locality 
with globalism. Shopping centres are described as consumption temples or 
prosperity enclaves (Szczepański et al., 2006), where the middle-​class live a 
hedonistic lifestyle.

In the initial stage of development of shopping centres, owners of centres 
made their real estate more attractive by increasing the number of stores. 
Specialist stores were concentrated, or a shopping centre’s offer was extended 
with multi-​branch department stores, which played the role of an anchor 
store. Supplementing the offer of existing centres with department stores was 
characteristic for the United States, whereas in Europe hypermarkets were 
included. This is not the only difference in the characteristics of the history 
of development of shopping centres between the United States and Europe. 
Popularisation of suburban shopping centres in Europe was not as intense, 
a fact related to a higher level of planning urban development, and delay 
in the innovation process in comparison with the United States, and greater 
restrictions in Europe in regard to retail development (Guimarães, 2019).

After some time, it was noticed that growing the number of stores had 
some boundaries and, at the same time, the need arose to make the shopping 
centre’s offer more attractive by sharing the space with tenants, whose products 
(primarily services) were aimed at making the stay at a shopping centre more 
pleasant. Opening eating places in shopping centres, which, over time, evolved 
into separated areas called food courts, was a breakthrough. The emergence 
of a cinema and, over time, multiscreen complexes, bowling alleys, amusement 
arcades, playgrounds for children, theme parks, aquariums or even ski lifts 
constituted a crucial change.

The first shopping centres included a small number of service points. Only 
in the 1960s, and in Western Europe in the 1970s, were shopping centres with 
an extensive service function established (Maleszyk, 2000). This was related 
to changing the perception of consumption itself. Shopping centres also 
started fulfilling an entertainment function15 –​ shopping and entertainment 
centres,16 entertainment centres, urban entertainment centres or community 
galleries were emerging. Currently, it is very difficult to estimate the number 
of these facilities, due to the blurring boundary between a shopping centre 
with a supplementing entertainment function and a proper entertainment 
facility. Z. Bauman and other researchers observed processes of appropriating 
free time by consumption and the related process of free time monetisation 
(Iwasiński, 2015). Moreover, B. Barber has written about the so-​called infant-
ilisation of consumers, who are becoming impatient and demand satisfying 
their needs ‘here and now’ (Bernardini, 2013), which is, in fact, encouraged by 
marketing campaigns of enterprises (Pecolo, Bahuaud, 2017).

Initially, shopping centres were built in the suburbs. This was dictated by eco-
nomic aspects (lower prices of plots) and the possibility to purchase a relatively 
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large area for development and a car park, with lower costs of running the facility 
(Knecht-​Tarczewska, 2011). Contemporary shopping centres are localised in 
various parts of the city with the place of investment usually dictated by the 
function of the centre and the period in which it was built.17

What is worth noticing, the shopping centre, both on the American and 
European continent, has already reached the maturity stage. Currently, we are 
observing new types of centres –​ lifestyle shopping centres and a turn in the 
direction of so-​called strip malls or mini malls –​ smaller shopping centres built 
in neighbourhoods and small towns.18 It is worth underlining that the concept 
of a dead mall, i.e. a facility which is characterised by a large drop in consumer 
traffic and/​or a high vacancy rate, is already functioning in the subject litera-
ture.19 Nota bene, research conducted by B. Kucharska et al. (2015) confirmed 
that many studied customers believe that the number of shopping centres is 
already sufficient.20

Poland is an interesting example of a country where a continuous devel-
opment of shopping centres can be observed. The first market halls, arcades 
and galleries were established at the end of the 18th and in the 19th century. 
In 1896 a market hall was built in Gdańsk, and in 1902 ‘Hale Mirowskie’ was 
opened in Warsaw. Arcades started to emerge relatively late: in 1901 ‘Pasaż 
Mikolascha’ was built in Lviv, and in 1910 ‘Pasaż Luxenburga’ was opened –​ 
the first covered arcade in Warsaw. The first department stores were opened 
at the beginning of the 20th century. The prototype was the department store 
built around 1905, in Poznań (Łabuz, 2021), and then, in 1914, the famous 
‘Dom Towarowy Braci Jabłkowskich’ was opened in Warsaw.

After World War II, in the 1950s and 60s, the first department stores and 
commercial houses emerged, including Spółdzielcze Domy Handlowe and 
Powszechne Domy Towarowe. Significant shortcomings (including a car park 
and primarily a common management board) prevented qualifying these facil-
ities as retail centres. It is estimated that during this time there were scores 
of this type of facility in Poland (Twardzik, 2018; Maleszyk, 2000). Flagship 
examples include: ‘Skarbek’ and ‘Zenit’ in Katowice, ‘Jubilat’ in Kraków, 
‘Powszechne Domy Towarowe’ in Wrocław (today’s ‘Renoma’) and ‘Centralny 
Dom Towarowy’ in Warsaw.

Despite their relatively short history, shopping centres in Poland dominated 
modern trade (Mikołajczyk, 2012), and were one of the manifestations of 
economic changes after 1989. The first facilities were: ‘Panorama’ opened in 
Warsaw, in 1993 (Dudek-​Mańkowska, 2010), ‘Hala Górecka’ in Poznań and 
‘King Cross Shopping’ opened in Warsaw in 1996 (Czerwiński, 2012). The 
main factor behind their development was the system transformation of 
Poland. Favourable factors also included accessibility of management, cheap 
workforce and the prospect of Poland’s accession to the European Union. 
At the same time, a decline in department stores and commercial houses was 
observed (Borusiak, 2016).

The first shopping centres began emerging in the most urbanised areas of 
Poland. In 2007, two thirds of the commercial area was located in the eight largest 
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conurbations, i.e.: Warsaw, Upper Silesian, Łódź, Kraków, Wrocław, Poznań, 
Tri-​City and Szczecin (Maleszyk, 2009). After 2010, a particular increase in 
the number of shopping centres in Poland can be observed (Twardzik, 2015a). 
These investments were usually located in the suburbs, and only later, a trend of 
building centres in the city centre space emerged (Siemieniako, 2007).

The evolution of shopping centres in Poland reflects the history of par-
ticular generations of these facilities (Ledwoń, 2012). The first-​generation 
centres were established in the middle of the 1990s. At that time, the gallery 
‘Auchan’ in Gdańsk and ‘Hala Górecka’ in Poznań, among others, were 
opened. Another, second generation of shopping centres began to emerge at 
the end of the 1990s with flagship facilities including: ‘M1’ in Poznań, ‘Reduta’ 
and ‘Galeria Wileńska’ in Warsaw.21 Third-​generation shopping centres were 
established at the beginning of the 21st century and were characterised with 
an extensive offer of spending free time. Typical retail centres of that period of 
time are: ‘Galeria Bałtycka’ in Gdańsk, ‘Galeria Dominikańska’ in Wrocław 
and ‘Galeria Mokotów’ in Warsaw. Fourth-​generation shopping centres started 
emerging at the end of the first decade of the 21st century; and this group 
includes, among others: ‘Manufaktura’ in Łódź, ‘Złote Tarasy’ in Warsaw, 
‘Stary Browar’ in Poznań, ‘Sky Tower’ in Wrocław, ‘Silesia City Center’ in 
Katowice and ‘Wzorcownia’ in Włocławek. In comparison to the previous gen-
eration, these centres perform more non-​commercial functions –​ they have an 
office and hotel part. They are also a convenient space for establishing social 
contacts.

Along with the growing competition among shopping centres, developers 
started using more interesting architectural designs. It is worth paying attention 
to ‘Tarasy Zamkowe’ in Lublin (opened in 2015; currently the shopping centre 
‘Vivo’), ‘Posnania’ opened in 2016 in Poznań and ‘Forum’ opened in 2018 in 
Gdańsk. A new direction is also designing small shopping centres in smaller 
towns, resembling in terms of architecture the first generation of shopping 
centres (Popławska, 2014). The trend is to open complexes in post-​industrial 
spaces.

Currently, completely new types of shopping centres are emerging. Trade 
supplements, de facto, their other functions. Building ‘Hala Koszyki’ in Warsaw 
in 2016, and then ‘Elektrownia Powiśle’, ‘Browary Warszawskie’ and ‘Fabryka 
Norblina’ marks the start of the new trend.

These facilities were built as a result of a clash between consumption 
massification manifested in the establishment of large shopping centres and 
the trend of elitism, exemplified by creating extraordinary shopping places 
(Kucharska, 2014a). This is related to the process of ‘demassification’ –​ a 
consumption transformation. The mass market is fragmented into particular 
‘micro-​markets’ separated not only on the basis of the sex, age or level of income 
of customers, but also on the basis of their lifestyles (Dobski, Borusiak, 2010). 
V. Gruen (1973), referred to as the father of shopping centres, would probably 
not be happy with this change –​ it should be remembered that he was a sup-
porter of inclusive places, full of diversity.22
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In the literature related to the forms of retail trade, the maturity of the 
shopping centre sector has already been indicated, which has also been 
demonstrated by empirical studies. According to Cushman & Wakefield 
analyses conducted in the years 2005–​2017, a systematic growth in the retail 
area was observed, but this increase was of a descending nature (Szymańska, 
Płaziak, 2018). It is forecasted that saturation with modern large area retail 
facilities will be observed as early as the middle of the 2020s. In many Central 
European cities its level will get close to a point comparable with the statistics 
of Western European cities (Heffner, 2015). In Poland, the first shutdowns 
have been recorded (shopping centres: ‘Sosnowiec’, ‘Port Wola’ in Warsaw, 
‘Sukcesja’ in Łódź, ‘Plaza’ in Kraków), and several constructions have not been 
completed, for example, ‘Solaris Center’ in Toruń and ‘Siódemka’ in Elbląg 
(Pasek, 2019).

A diminishing distance between Central European countries and Western 
European countries has been observed. Shopping centres are becoming a 
meeting place, a place for spending free time or celebrating various occasions. 
As a result of the growing competition, some facilities will be forced to 
redevelop. Examples of shopping centres’ modernisation in Poland include 
renovations of ‘Wola Park’ in Warsaw, ‘Forum’ in Gliwice, ‘Galeria Pomorska’ 
in Bydgoszcz, ‘Tarasy Zamkowe’ in Lublin and the recent modernisation of 
‘Renoma’ in Wrocław. The history of Polish shopping centres has already 
registered its first recommercialisations, i.e. thorough changes in the structure 
of tenants. The customer may know this process through the example of ‘Blue 
City’ in Warsaw or ‘Galeria Kazimierz’ in Kraków. One of the most renowned 
recommercialisations and rebrandings was the modification process of the 
structure of tenants of the shopping centre ‘Modo Domy Mody’ in Warsaw 
and changing the name of this facility to ‘Łopuszańska 22’.23

Shopping centres are continuously undergoing innovation processes. 
Shopping centre managers and owners are aware that the existence of a facility 
depends on its continuous development. Thus, they have to implement innova-
tive strategies in order to maintain their share in the market (DeLisle, 2005). 
Shopping centres are permanently adapting and changing. They want to attract 
more and more demanding customers, which is visible in modifications to their 
interior design or structure of tenants (Kushwaha et al., 2017). In Table 1.5 the 
authors present a calendar of events related to the origin and development of 
shopping centres in Poland.

The cradle of the shopping centre is the United States,24 whereas the largest 
facilities of this type are currently being built in Asia (Fantoni et al., 2019). 
The case of the United States reflects, therefore, the most probable direction of 
changes in the market of European shopping centres. After a very fast pace of 
development of shopping centres, the period of dynamic growth has stopped.25 
This clear trend can be observed in Western European countries, and even in 
Asian countries (Tan, 2019). The evolution of shopping centres is natural and 
fits into changes of particular retail trade formats, described in the subject lit-
erature.26 The growing trend related to shopping online is of great importance. 
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According to the newest research, the development of e-​commerce has had a 
negative impact on customers’ involvement in shopping centres.27

The dynamics of transformation of shopping centres is very high. Following 
a period of numerous quantitative changes, shopping centres are experien-
cing a period of intense qualitative transformations. Architecture is a vivid 
example. The first stage of building a shopping centre used to be characterised 
by disregarding the significance of architecture –​ the box (bôite in French), 
and consecutive stages consisted in materialisation of the vision of valued 
architects (second stage), or in working out a compromise between the aes-
thetics of the facility and performance of the trade-​service function (third 
stage; Domański, 2005).

Some attributes of  ‘predecessors’ have been used by owners and managers 
in contemporary retail centres. A shopping centre takes a pedestrian lane 
with accompanying premises from an arcade. The cubature of  the facility, 
concentration of  diverse assortment, the use of  lifts, skylights and moving 
staircase –​ from a department store. While from a supermarket and a hyper-
market –​ a shopping centre takes music played inside, self-​service and a 
car park.

For a very long time a shopping centre was a prevailing format of retail trade, 
and was thus responsible for the marginalisation of other formats. Already 
before the outbreak of the pandemic, researchers had emphasised factors 
which have a negative impact on the shopping centre sector: the development 
of e-​commerce, falls in revenues generated by anchor stores,28 ageing gener-
ation of baby boomers, women’s focus on professional careers, fear of acts of 
crime or terrorist attacks, other habits of spending free time by teenagers and 

Table 1.5 � Calendar of events related to the origin and development of shopping centres 
in Poland

Year Event

1896 Building ‘Hala Targowa’ in Gdańsk
1901 Opening of ‘Pasaż Mikolascha’ in Lviv
1930 Opening of ‘Dom Towarowy Wertheim’ (‘Dom Handlowy Renoma’)
1990 Opening of the first supermarket ‘Billa’
1993 Opening of the first shopping centre in Poland: ‘Panorama’ in Warsaw; 

opening of ‘Hala Górecka’ in Poznań
1996 Opening of the shopping centre ‘Promenada’ and the shopping centre ‘King 

Cross Shopping’ in Warsaw
2000 Opening of ‘Galeria Mokotów’ in Warsaw
2003 Opening of the shopping centre ‘Stary Browar’ in Poznań
2006 Opening of ‘Manufaktura’ in Łódź
2009 Opening of the shopping centre ‘Green Point’ in Poznań
2016 Opening of ‘Hala Koszyki’ in Warsaw
2020 Opening of ‘Elektrownia Powiśle’ in Warsaw

Source: Own study based on: Mikołajczyk (2010); Czerwiński (2012); Popławska (2014); Moskal-​
Słaniewska (2014); Mikołajczyk (2016); Szymańska, Płaziak (2018).
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market saturation (Rosenbaum et al., 2021). Shopping centres are undergoing 
constant changes, which is shown by various generations of retail centres. 
The division of shopping centres into particular generations is probably the 
most often used typology of these facilities. The significance attributed to 
the commerce function is of great importance: this function can be the most 
important (shopping centres of the first and second generation), and perform 
an equivalent, or even supplementary, role as in the case of shopping centres 
of the third, fourth and fifth generation (Rochmińska, 2013).

The phenomenon of a dead mall has been discussed in the subject litera-
ture for a decade. Dead malls have been studied by, among others, V. Parlette 
and D. Cowen, as well as L. Schatzman,29 according to whom a dead mall is a 
closed shopping centre or a shopping centre which has the following features 
(Ferreira, Paiva, 2017): (1) low rent rate, (2) low frequency of visits and (3) high 
level of degradation. The ICSC defines a dead mall as a shopping centre with a 
high vacancy rate and low frequency of visits, which is outdated, or its condi-
tion is deteriorating in some way. Importantly, according to the ICSC, a dead 
mall no longer has an anchor store and the owner is not able to cover the main-
tenance costs of the facility. We are opting for adopting a definition of the dead 
mall proposed by the researchers D. Ferreira and D. Paiva, for whom a dead 
mall is a facility which has reached the decline stage in its lifecycle. A dead mall 
is characterised by (Ferreira, Paiva, 2017): (1) low sales volume, (2) degrad-
ation and (3) high rate of vacancies.30

At each stage of a shopping centre’s lifecycle, the cooperation of particular 
stakeholders of facilities described here is of great importance. We will deal 
with this in the following subchapter.

1.3  A shopping centre and its stakeholders

The measurable success of a shopping centre depends on the cooperation of 
various interest groups (stakeholders).31 We primarily have in mind: (1) main 
stakeholders and (2) secondary stakeholders. The former are centre owners, 
tenants of retail and service space and customers of shops and service outlets. 
The latter are shopping centre employees, producers, intermediaries, infra-
structure providers (of electricity, water, gas, telephones, and the Internet) and 
companies providing various types of services (banks, competitors, offices, 
developers, marketing agencies, designers, logistics companies, authorities and 
state administration, etc.).

Shopping centre management is regarded as a core success factor of this 
retail trade format. It is important to emphasise the specific nature of shopping 
centre management –​ shopping centre managers do not focus exclusively on 
their employees and individual customers, but also on their tenants.32 It is 
also worth noting that owners very often do not directly manage commercial 
real estate but choose one of two solutions: (1) outsource the management of 
the property to an external company or (2) entrust management to their own 
target company (Moskal-​Słaniewska, 2014).
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The goals and expectations of stakeholders are often different. Owners, 
like tenants, expect increased financial performance, whereas the main goal of 
customers is to optimise satisfaction of their needs. Employees look forward to 
improving the quality of life and professional fulfilment. In addition, the object-
ives for the company are defined by local authorities and social institutions, who 
expect the economic growth and well-​being of people or local communities, 
who perceive justice and a safe and secure future as overriding goals. It is also 
worth highlighting the risk of a potential conflict on the manager–​tenant line. 
In the area of marketing, a tenant is usually interested in as much support as 
possible in the process of communicating the brand of their premises, while the 
manager and owner of the facility are focused on communicating the brand of a 
shopping centre. This can create conflicts –​ all the more so because tenants very 
often have to accept the so-​called marketing fee, which finances the activities of 
the shopping centre in the expenditure structure. V. Gruen and L. Smith (1960) 
state that tenants are prepared to comply with general principles, but it is worth 
noting that the economic practice often reveals the high expectations of tenants. 
In Table 1.6 we present objectives of the main stakeholders of shopping centres.

The most numerous and most important stakeholder group is shopping 
centre customers. The extensive commercial, entertainment and cultural offer 
and appropriate selection of tenants influence the assessment of the attractive-
ness of the shopping centre and thus guarantee the return of customers and 
re-​purchase.

The proper selection of  tenants is a key process, as it allows the shopping 
centre to distinguish from existing competition and increase the chances of 
gaining a competitive advantage. Targeting this group of  stakeholders is 
also aimed at maximising the number of  customers visiting the shopping 
centre and prolonging the time they spend in the centre. Building the desired 

Table 1.6 � Objectives of particular stakeholders of shopping centres

Stakeholder Objectives

Owner and 
manager

•	 achieving revenues related to rents for the lease of space,
•	 increasing shopping centre customer loyalty,
•	 increasing the impact zone of a shopping centre and
•	 generating attractive footfall.

Tenant •	 achieving revenues related to turnover in the premises and 
conducting various cross-​marketing activities with other shopping 
centre tenants.

Customer •	 possibility of making comprehensive purchases of goods and 
services in one place,

•	 easy access to the shopping centre,
•	 safety of shopping,
•	 improved well-​being and
•	 manifestation of lifestyle, social status.

Source: Own study based on: Chebat et al. (2010), Mikołajczyk (2012).
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image and positioning of  the shopping centre remain equally important. 
Research shows that the market success of  a shopping centre is increas-
ingly determined by such management activities that lead to cooperation 
between tenants and inspire and coordinate their marketing programmes 
(Maleszyk, 2000).

Activities for the benefit of the local community are more frequently 
becoming part of the strategy of creating the image of the shopping centre 
(Maleszyk, 2000). The increasing importance of engagement in solving social 
problems belongs to the concept of Corporate Social Responsibility (CSR). 
This idea defines the role of an enterprise in a society, which is as equally 
responsible for its condition and development as other sectors of the economy. 
CSR defines the tasks and responsibilities of the economic entity, i.e. the 
shopping centre, for the common good. Socially responsible business is there-
fore an effective tactic of enterprise management that takes into account the 
social, ethical and ecological context in its profit-​oriented operation. In turn, 
the social image of the brand becomes a derivative of voluntary commitments 
to society. Thus, this type of activity, according to the assumptions of CSR, 
refers to corporate culture and identity, and therefore it does not serve only 
transactional (economic) purposes.

Shopping centres meet the increased number of  their customers’ needs, 
often satisfying their expectations. Activities in the field of  CSR become a 
natural element of  creating a positive image. Any pro-​social activity taken 
by shopping centres is a way of  creating or maintaining a positive customer 
opinion about the centre. Such activities include charity actions, assistance 
to refugees, education of  society, prevention and health protection and pro-
motion of  one’s own social attitudes. The most important shopping centre 
stakeholder is the individual customer. The competition of  the shopping 
centre sector means that analysis of  customer behaviour should be the focus 
of  interest of  other main stakeholders. We will deal with this in the following 
subchapter.

1.4  Customer behaviour in shopping centre space

Customer behaviour is a process and thus consists of stages (Maciejewski 
et al., 2020). The researchers draw attention to various aspects of these 
behaviours. F. Hansen (1972) perceives customer behaviours as a total of activ-
ities and perceptions that comprise preparation for the decision on selecting a 
product, making the decision and consumption. J.F. Engel et al. (1993) define 
customer behaviours as a total of activities related to obtaining, using and 
administering products, as well as decisions preceding and conditioning these 
activities. Customer behaviours are influenced by many factors, including their 
approach to the places of sale. In the relevant literature, a set of factors influ-
encing customer approaches towards places of sale can be found: (1) type of 
a product, (2) level of prices, (3) quality and selection of products, (4) avail-
ability of the establishment, (5) staff, (6) manner of solving complaint-​related 
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issues, (7) image of the place of sale, (8) atmosphere, (9) availability of add-
itional services, (10) promotion measures and (11) merchandising measures 
(Rudnicki, 2012).

The establishment of shopping centres caused significant changes in the 
process of making purchases by customers (Dziwulski, Ogrzebacz, 2018). 
Therefore, since the emergence of the first facilities of this type, attention 
has focused on customer behaviours. Many sociologists became interested 
in the social significance of shopping centres, their lives and ephemeral com-
munities. Publications on this topic included terms describing particular 
types of customers, i.e.: mall walkers, browsers, mall rats and mall junkies 
(Makowski, 2003).

Shopping centre customers are not a homogeneous group. A large part 
is made up of walkers who are equivalents of western mall walkers or mall 
browsers. A walker is the opposite of ‘a goal-​oriented individual’, who sees 
shopping as the main reason for visiting a shopping centre (Makowski, 2003). 
A third type of customer is ‘a rat’, who spends as much time in a shopping 
centre as a walker, but is distinguished by the fact that they do not have 
money and do not participate in the ‘consumer show’. This type of consumer 
may be a student, a truant or a pensioner, who uses the common space of 
the shopping centre and very rarely decides to do shopping. They do, how-
ever, differ from mall junkies, the fourth type of a shopping centre customer. 
Homeless alcoholics, drug addicts and the destitute participate neither in the 
consumer show, nor in the public life show directed by managers of the facility 
(Makowski, 2003).

Therefore, it is worth underlining that customers visit shopping centres not 
only for shopping purposes. For many, visiting a shopping centre is not a simple 
activity, but rather an experience.33 In such a facility it is important to not only 
simply care about supplies, but rather give oneself  up to the atmosphere and 
entertainment, which is important for a specific type of customer who likes to 
experience and enjoy shopping (a hedonic shopper).34 In German literature 
there is a term Erlebniseinkauf, which is difficult to translate and which describes 
browsing various stores without an explicit goal, i.e. a form of spending free 
time.35 Also, in other countries shopping centres are an attractive alterna-
tive to city centres (Dudek-​Mańkowska, Križan, 2010). According to studies 
conducted by the company Cushman & Wakefield, customers seeking pleasure 
are the most numerous group of shopping centre customers. Approximately 
30% of respondents admitted that they enjoy shopping at places that also offer 
forms of relaxation. The analysis was conducted in 12 European countries 
and, interestingly, the described type of a customer was the most numerously 
represented in Great Britain, Italy and Poland (Wilk, 2003).

Therefore, a shopping centre can be used for purposes other than solely 
consumption. One example is the goal of establishing interactions with other 
customers. It is worth noticing that ephemeral communities are established in 
a shopping centre (communing), and visitors can be divided according to the 
roles performed by them: one customer tries on a product, and the other acts as 
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an observer and critic. Another practice is socialising, which consists in using 
a shopping centre for a specific goal, for example, to have fun or get to know 
someone new (Wilk, 2003).

While discussing behaviours of shopping centre customers, it is worth 
studying the issue of loyalty. As is easily noticeable, it is very difficult to develop 
‘exclusive loyalty’ in the retail trade sector, therefore the attention of businesses 
is rather focused on competing for the title of the first store36 (chain). Loyalty 
to a place can also be of a forced nature. It happens when there is no other 
shopping centre in the neighbourhood, and customer’s preferences incline 
them to do shopping in places situated in the neighbourhood. R. East et al. 
(2000) distinguished four factors that have an impact on customers’ loyalty 
towards a particular commercial establishment:

•	 time pressure and income,
•	 environmental factors (e.g. opening of a new store in the neighbourhood),
•	 customer’s approach to the store and
•	 customer’s inclination to a routine.

For Polish customers, a shopping centre is an important format, and they 
are attracted by the size, accessibility, breadth and depth of assortment, as 
well as the atmosphere of the place (Maciejewski, 2016). Research conducted 
in 2016 shows that 86.9% of customers visit these centres. However, a report 
published at the beginning of 2022 by the company Inquiry and Knight Frank 
implies that the average number of visits of a Polish shopping centre customer 
per month is dropping –​ in 2021 it was 2.9, while before the pandemic it was 
3.3.37 The research conducted among Warsaw citizens showed that almost 
80% of them visited shopping centres several times a month and over 10% of 
respondents several times a week.38 The main reason for visiting is shopping. 
Other research showed that almost 60% of respondents (citizens of Poznań con-
urbation) spend free time in a shopping centre once a week, every third visitor 
twice a week, and 13% of respondents three or more times a week (Basińska-​
Zych, Lubowiecki-​Vikuk, 2015). More than half  of the respondents (53.8%) 
visit shopping centres from Friday to Sunday, whereas 46.2% do shopping 
on other weekdays (Basińska-​Zych, Lubowiecki-​Vikuk, 2015). According 
to the research conducted by B. Wójtowicz (2015), Saturday is the day when 
respondents most often spend their free time in a shopping centre.

When discussing the topic of behaviours of shopping centre customers, it 
is worth mentioning the issue of customer typology understood as the effect 
of using specific research techniques and analysing the course of the phenom-
enon. Typology is a logical analysis method aimed at identifying behaviours 
and needs of various groups of customers (consumers) while taking into 
account factors shaping these differences (Witek, 2014). In Table 1.7 we present 
typologies of shopping centre customers encountered in the relevant literature.

A survey of relevant literature helps in identifying particular types of 
shopping centre customers. Particular attention should be paid to the typology 
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Table 1.7 � Typology of shopping centre customers encountered in the relevant     
literature

Author Year Typology

A. Roy 1994 (1) customers shopping frequently and (2) customers 
shopping rarely

P.H. Bloch et al. 1994 (1) minimalists, (2) mall enthusiasts, (3) grazers and 
(4) traditionalists

M. Frasquet et al. 2001 (1) married, middle-​aged people, (2) housewives, 
(3) adolescents and (4) singles

K.E. Reynolds 
et al.

2002 (1) enthusiasts, (2) basics, (3) apathetic, (4) destination 
and (5) ser

J. Sit et al. 2003 (1) serious, (2) entertainment, (3) demanding, 
(4) convenience, (5) apathetic and (6) service

G. Makowski 2003 (1) walkers, (2) goal-​oriented, (3) rats and (4) junkies
J.-​P. Ruiz et al. 2004 (1) recreational shoppers, (2) mall enthusiasts, 

(3) browsers and (4) mission shoppers
E.S. Millan, 

E. Howard
2007 (1) customers with a mild utilitarian orientation, 

(2) customers with a strictly utilitarian orientation, 
(3) engaged customers and (4) browsers

M.I. El-​Adly 2007 (1) relaxed, (2) demanding and (3) pragmatic
S. Gilboa 2009 (1) disloyal, (2) family bonders, (3) minimalists and 

(4) mall enthusiasts
S. Gilboa,
I. Vilnai-​Yavetz

2010 (1) veterans, (2) baby boomers, (3) xers and 
(4) millennials

E.M. González-​
Hernández, 
M. Orozco-​
Gómez

2012 (1) serious, (2) enthusiast and (3) basic

A.M. Trévinal 2013 (1) passing through, (2) pragmatic, (3) wandering and 
(4) appropriation

Inquiry Market 
Research

2015 (1) fans, (2) modern, (3) busy and (4) connoisseurs

JLL Atrium 2015 (1) multiuser, (2) shopaholic, (3) occasional social, 
(4) uncommitted shopper and (5) task-​oriented 
supermarket-​goer

K.Y.N. Ng, C.Y. 
Chen

2015 (1) hedonistic shoppers and (2) utilitarian shoppers

S. Kabadayi, 
B. Paksoy

2016 (1) serious, (2) recreational, (3) enthusiast and 
(4) pragmatic

C. Calvo-​
Porral, J. P. 
Lévy-​Mangin

2019 (1) senior hostelry seekers, (2) young enthusiasts, 
(3) deal hunters, (4) adverse-​reluctant customers and 
(5) leisure comfy-​teens

Source: Bloch et al. (1994); Roy (1994); Frasquet et al. (2001); Reynolds et al.  (2002); Makowski 
(2003); Sit et al. (2003); Ruiz et al. (2004); El-​Adly (2007); Gilboa (2009); Gilboa, Vilnai-​Yavetz, 
(2010); Trévinal (2013); Ng, Chen (2015); Kabadayi, Paksoy (2016); Calvo-​Porral, Lévy-​Mangin 
(2019).
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of K.E. Reynolds et al. (2002), in which aspects of customer engagement have 
been taken into account. Researchers became interested in the inclination of 
particular customers to word-​of-​mouth. While ‘apathetic’ customers are not 
open to word-​of-​mouth ‘goal-​oriented’, ‘enthusiasts’ and ‘basics’ are more 
inclined to engage in this. Admittedly, K.E. Reynolds et al. do not analyse 
other types of engagement, but their research results are worth noting due to 
the inclusion of customer engagement in their typology.

It can also be concluded from the analysed typologies that in the typology 
of P.H. Bloch et al. (1994) ‘minimalists’ do not participate in the offer of the 
shopping centre’s marketing in contrast with ‘enthusiasts’. This research result 
is significant for analyses conducted here –​ it is worth noticing that participa-
tion in events is a manifestation of customer engagement.

Customers’ behaviours are conditioned by many factors, both internal and 
factors regarding external premises related to the characteristics of products, 
i.e. perceived customer value. In the following chapter, the authors will present 
two key constructs of modern marketing, i.e. customer value and customer 
engagement.

An interesting form of spending time in a shopping centre is participation in 
marketing events organised by shopping centres. The proposition of shopping 
centres here fits into the philosophy of this retail trade format –​ a place of 
immersion into a symbolic, almost imaginary, world, which serves not only the 
purpose of shopping for products, but also the purpose of providing experi-
ence and creating a pleasant atmosphere (Trévinal, 2013). The prevalence of 
marketing events in the shopping centre sector also results from changes in 
the sphere of consumption and the emergence of a new type of customer, i.e. 
a customer-​hedonist who expects to experience joy when shopping (Bylok, 
2012), ‘a permanent tourist’ who collects experiences (Sobocińska, 2020). The 
post-​modernist consumer (Firat, Schultz, 2001), instead of acquiring goods, 
is searching for interesting experiences. The great importance of events in 
shopping centres has already been described in the relevant literature, among 
others, by B. Tabak et al. (2006) (as a factor of a shopping centre’s attract-
iveness), B. Moskal-​Słaniewska (2013) (as a tool of relationship marketing), 
I. N. Abrudan (2012) (as one of the image factors), P. Krowicki (2021) (as 
an element of a marketing activity of a shopping centre) and M. Frasquet 
et al. (2001) –​as an item comprising one of the factors of perceived value of a 
shopping centre, i.e. atmosphere-​entertainment.

Innovative shopping centres add value to the customer by creating a ‘new 
city centre’, where concerts, art-​related events, food fairs, etc. are organised. 
The aim of a customer’s visit to a shopping centre is not only to purchase 
goods or services, but also to participate in events organised by the retail centre 
(Gilboa, 2009). According to the research, for 13.9% of respondents, events 
constitute the main reason for visiting a shopping centre.39 Marketing events 
(including meetings with celebrities, fashion shows, cultural events, sports 
tournaments, exhibitions or lotteries; Peter, Anandkumar, 2016) are a part 
of the shopping centre offer and as such determine the attractiveness of the 
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facility. Organisation of occasional events and collaboration with communities 
by organising CSR actions are among the success factors of a shopping centre 
(Knecht-​Tarczewska, 2011). The type of promotional-​entertaining events 
organised by the shopping centre and their frequency were listed by customers 
among the factors creating shopping centre value (Mikołajczyk, 2012).

Coherence in value perception (sender perception vs receiver perception) is 
extremely important for the success of any event. There might be a dissonance 
between values of an organiser and a customer –​ for example, the main value 
of education fairs might be extending knowledge on educational solutions, 
while for a customer the only value will be material in the form of receiving 
promotional merchandise. Marketing events perform various functions among 
particular shopping centre stakeholders. For managers, owners and tenants, 
events perform informational functions (providing customers with informa-
tion concerning various layers of the shopping centre’s product), persuasion 
function (attracting a higher number of customers visiting a shopping centre 
and encouraging to do shopping at a shopping centre) and a competitive 
function related to the shopping centre positioning and shaping, changing 
or reinforcing a positive image of the facility. For shopping centre customers 
events can provide material benefits (contests, lotteries, food tastings, freebies, 
fairs), altruistic benefits (charity events), social benefits (social events), edu-
cational benefits (e.g. workshops or book signings); they also perform an 
entertainment function (e.g. concerts), a function related to providing artistic 
experiences (artistic events) or a function related to a physical activity (sports 
events) (Krowicki, 2021).

According to Ch. Preston, event participation itself  is a sign that the event 
is important for the recipient and satisfies certain needs; as such, concerts are 
related to the need for freedom of expression, and antique car auto shows 
with masculinity (Preston, 2012). For the time of the event the customer can 
forget about everyday life (distancing from reality function), entertain them-
selves (playful function) or establish contact with another event participant 
(communication and bond-​creating function). Importantly, participation in an 
event legitimises experiencing emotions (expressive function; Zduniak, 2019). 
In Table 1.8 we have presented functions of marketing events from the perspec-
tive of the organiser (shopping centre) and the participant (customer).

From the point of view of this monograph, marketing events perform a sig-
nificant role in the everyday activity of shopping centres.40 They generate great 
benefits for managers and owners of facilities as they engage the recipient, 
which is practically impossible in the case of traditional tools of marketing 
communication (Close et al., 2006). Participation in events is treated by some 
researchers as a form of customer engagement (Kucia, 2019).

The issue of value dimensions, which generates participation in marketing 
events, should be emphasised. The entertainment (fun) dimension, self-​
development-​related dimension (which can be defined as epistemic) and the 
social interaction dimension are unquestionably important. The value-​in-​
experience is of great significance.
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Marketing events are one of the factors determining the value of a shopping 
centre. It is worth noting the relatively high level of social media use in 
shopping centre event marketing. Research conducted in 2020 showed that the 
total number of events organised in the virtual space made up 32.3% of all 
events organised in the studied shopping centres (Krowicki, 2021). Thus, event 
marketing of contemporary shopping centres is an area of creating customer 
value also on the Internet.

Notes

	 1	 In the relevant literature shopping centres are defined as seemingly public, quasi-​
public or semi-​public places. Today, it is difficult to distinguish between the public 
and private nature of a given place. The hybrid space is defined as common space or 
social space (Twardzik, 2015b; Rochmińska, 2014; Wang, 2019).

	 2	 Shopping centres are becoming a must-​see of many travels. One of the examples of 
shopping tourism is the Dubai Shopping Festivals, in which shopping centres are the 
stakeholders (Peter, Anandkumar, 2016).

	 3	 Shopping has become an important element of the value chain in tourism and 
sometimes even the main motive behind a decision to travel (El-​Adly, Eid, 2017; 
Basińska-​Zych, Lubowiecki-​Vikuk, 2015).

	 4	 In the legal terminology the following concepts have been defined: ‘business prem-
ises’, ‘sales area’ and ‘large area business premises’, whereas concepts used by 
Statistics Poland include: ‘retail sales outlet’, ‘shop’, ‘petrol station’, ‘universal 
store’, ‘specialised store’, ‘trade store’, ‘department store’, ‘supermarket’, ‘hyper-
market’. [online]. Available at: www.stat.gov.pl [Accessed 12 March 2023].

	 5	 It means unity in construction-​architectural terms. The centre is located in one place 
and on a specific plot (plots) of land. Particular premises comprising a shopping 
centre are not treated separately, but as a whole.

	 6	 Catchment area refers to the number of citizens of a given area that can be poten-
tial customers of a given retail centre. The range of impact is usually given in a 
specific time needed to reach the facility, i.e. 15, 30, 60 minutes. Additionally, in the 

Table 1.8 � Functions of marketing events from the perspective of the organiser and the 
customer

Functions for managers and owners     
of shopping centres

Functions for customers, participants     
of events

(1)	 informational function,
(2)	 persuasion function and
(3)	 competitive function.

(1)	 distancing from reality function,
(2)	 playful function,
(3)	 communication and bond-​creating 

function,
(4)	 expressive function,
(5)	 educational function and
(6)	 function related to providing material 

benefits.

Source: Own study based on: Zduniak (2019); Krowicki (2021).
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relevant literature, the term ‘prime catchment’ can be found, which means an area 
from which customers generate 60%–​80% of sales (Mikołajczyk, 2012).

	 7	 The activity of neighbourhood shopping centres is focused on satisfying the basic 
needs of customers from the nearest neighbourhood. Local shopping centres are 
usually bigger and have a wider offer than neighbourhood centres. Apart from a 
supermarket and a drugstore, typical for neighbourhood shopping centres, they 
often offer shopping at discount stores. In turn, local stores should be differentiated 
from regional centres. The latter provide a visitor with a wide range of commer-
cial and service offers and their main tenants, apart from the supermarket, are 
clothing retailers and discount general stores. Furthermore, in the literature 
superregional shopping centres are listed –​ they are characterised by a selection of 
tenants which will attract customers from a large area to the largest extent possible 
(Mikołajczyk, 2012).

	 8	 A power centre is made up of three or more large retail stores with a car park 
(Schatzman, 2013).

	 9	 An outlet is a type of a shopping centre usually located in the suburbs, offering an 
assortment at lower prices. In principle, an outlet does not have an anchor store 
(Pitt, Musa, 2009).

	10	Fashion centres feature a wide offer of  boutiques with selected clothing, including 
designers and trendsetters. A variety added to these stores is the catering-​
entertainment offer. Fashion centres often offer their visitors original architecture 
of  the building itself  and are located in areas with a relatively high purchasing 
power. The power centre category has not yet found a Polish equivalent in the rele-
vant literature, which probably results from the a lack of  such a shopping centre 
in Poland. A power centre is a complex which usually consists of  several large area 
stores and is supplemented with the offer of  small shops with selected products. 
Frequent tenants of  power centres are discount stores and category killers, i.e. 
stores which offer an extensive range of  products of  the same category at very 
attractive prices. A different type of  a shopping centre are theme-​entertainment 
centres. This type of  facility also features interesting architecture, which is, at 
the same time, a tourist attraction. The main tenants of  such centres are usually 
restaurants, cafes and enterprises offering entertainment services. Significantly, 
theme-​entertainment centres are very often situated in revitalised, historic 
buildings. Also, sales centres are included in the classification. They are usually 
located in the suburbs and do not have main tenants (anchors; Mikołajczyk, 2012; 
Peter, Anandkumar, 2016).

	11	 The conception of a shopping centre as a product will be described in a further part 
of the monograph.

	12	 Notably, one of the first symptoms of a dead mall is terminating collaboration 
with one or more of the so-​called anchor stores. When anchors close, a shopping 
centre often has a problem finding a new anchor, often also resulting in other 
tenants shutting down, which sometimes has the appearance of a domino effect 
(Imeri, 2018).

	13	 A department store offers products from many lines of business; thus, it differs from 
a trade store, which sells goods of a similar assortment. M. Sławińska describes a 
trade store as a type of department store. According to the researcher, a depart-
ment store offers products from several lines of business, while a trade store offers 
products from two or more lines of business and at least one of them covers a 
deep assortment of goods. Therefore, it seems that the common use of the term 
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‘department store’ for certain facilities is incorrect –​ for example: the trade store 
‘Jubilat’ in Kraków or the trade store ‘Klimczok’ in Bielsko-​Biała (Sławińska, 2010).

	14	 In a working-​age population, work was the main point of reference, a key identity 
component and a determinant of social status–​ in the consumer society, consump-
tion has become an equivalent. As evidenced by Z. Bauman, to consume means to 
invest in one’s own society membership (Iwasiński, 2015).

	15	 Many studies are already available, which demonstrate a positive relationship 
between an entertainment offer of the complex and its results (Yiu, Xu, 2012).

	16	 One of the first examples of large shopping and entertainment centres was ‘West 
Edmonton Mall’ (WEM) opened in Canada, in 1981 and, modelled on WEM, ‘Mall 
of America’ opened in the United States, in 1992. Currently, approximately 520 
stores operate in both of them, and both centres have an area of over 300,000 m2. 
Mall of America investors and owners were inspired by the principles of layout 
used in ‘Disneyland’ –​ so that the space was a type of a spectacle and arena for 
experiences (Wilk, 2003; Trévinal, 2013).

	17	 Analysis of the development of the shopping centre sector in Great Britain 
differentiates three approaches to the location of centres: (1) in the 1960s and 70s 
shopping centres were built in city centres, (2) in the 1980s shopping centres were 
built in suburbs and (3) since the 1990s the trend of shopping centres returning to 
city centres has been observed (Dudek-​Mańkowska, 2010).

	18	 The trend of building smaller shopping centres is observed.
	19	 The issue of dead malls was discussed in a separate article (Krowicki, 2022).
	20	 It is believed by 59.8% of French, 49.5% of Germans, 58.1% of Hungarians, 52% of 

Poles and 47.8% of Romanians, 51.8% of Slovaks, 40.6% of Belgians and 55.6% of 
Finns (Kucharska et al., 2015).

	21	 In business reports of the shopping centre sector, one can find a differentiation into 
a convenience-​type shopping centre, and third-​ and fourth-​generation shopping 
centres. EY Report, Czy w pandemii centra są handlowe? (Are Centres Shopping-​
Related during the Pandemic?) [online]. Available at: www.ass​ets.ey.com [Accessed 7 
November 2021].

	22	 It is also worth noting that in 1978, during his speech at the Conference of the 
ICSC, V. Gruen underlined that his vision of social and humanitarian shopping 
centres has been wasted. He criticised thoughtless copying of the American idea 
of a shopping centre in Europe, and called the established shopping centres ‘bas-
tard developments’, which do not support building a community (Gregg, 2018; 
Hardwick, 2002).

	23	 In the relevant literature shopping centre refurbishments are divided into defen-
sive and aggressive. The former are related to the willingness of keeping tenants 
and maintaining a specific market share, whereas changes of an aggressive nature 
concern changing the tenant-​mix, increasing rents and growing the market share. 
According to research by J.-​C. Chebat et al., shopping centre renovation has a direct 
impact on the perception of the shopping centre’s atmosphere and an indirect impact 
on the satisfaction and spending of customers (For more details: Mushirivindi et al., 
2018; Galeria handlowa Modo zmieniła nazwę na Łopuszańska 22! (The Retail Park 
Modo changed name to Łopuszańska 22!). [online]. Available at: www.nowaw​arsz​
awa.pl [Accessed 7 February 2022]; Chebat et al., 2014).

	24	 Outside of the United States shopping centres are not exact copies of American 
centres. It is worth paying attention to, among others, works of H. Singh and S.K. 
Bose, who studied the differences between Indian and American shopping centres in 
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terms of location, size, architecture, stages of evolution, choices regarding anchor 
stores and management practices (Singh, Bose, 2008).

	25	 On 13 June 2017 ‘The Economist’ published an article on the decline of shopping 
centres. Footfall dropped by 11.5%, and turnovers by 23% in comparison with those 
of 2006. The Economist, Sorry, we’re closed, 13 May 2017, pp. 54–​56.

	26	 The process of the emergence and changing of particular formats of retail trade has 
already been a subject of research multiple times, and this evolution is explained 
by specific theories. Description of these theories exceeds the framework of this 
monograph; however, it is worth mentioning that the following can be encountered 
in the relevant literature: (1) cyclical theories (focusing on innovations and internal 
evolutions), (2) environmental theories (drawing attention to external conditions) 
and (3) conflict-​based theories (focusing on cross-​format impacts). As noted by 
B. Borusiak (2016), these theories are not exclusive and each one enriches the inter-
pretation of changes in the retail trade sector.

	27	 Scientific publications on the negative impact of online trade development on the 
footfall of shopping centres have already been emerging (Tan, 2019).

	28	 The relevant literature distinguishes the main (core) tenants (anchors) and add-
itional tenants. Anchor stores (magnets), thanks to the strength on the market 
and their brand, attract far more customers, which is translates into better footfall 
results. For more details: Ledwoń, S. (2009). Przekształcenia obszarów śródmiejskich 
z udziałem funkcji handlowej (Transformations of City Centre Areas Featuring the 
Trade Function). In: P. Lorens and J. Martyniuk-​Pęczek, eds. Wybrane zagadnienia 
rewitalizacji miast (Selected Issues of Cities’ Revitalisation). Gdańsk: Wydawnictwo 
Urbanista, p. 39.

	29	 For more details: Parlette V., Cowen D. (2011). Dead malls: suburban activism, local 
spaces, global logistics. International Journal of Urban and Regional Research, 35 (4), 
p. 794.

	30	 It is worth noticing that in the shopping centre life cycle model, M. Mushirivindi 
et al. treat the phenomenon of a dead mall as the fifth stage of a shopping centre’s 
life cycle. Researchers identify the following stages: (1) inception, (2) growth, 
(3) maturity, (4) decline and (5) dead mall. For more details: Mushirivindi et al. 
(2018). The optimum refurbishment time of shopping centres. Journal of Business 
and Retail Management Research, 13(1), p. 197.

	31	 The stakeholder theory is the concept of running a business by building friendly, 
long-​term and lasting relationships with all stakeholders, not only with customers. 
At the same time, stakeholders significantly shape the organisation itself. Therefore, 
it is strategically important to identify core stakeholders. Relationships between the 
organisation and stakeholders are established, which result from interdependen-
cies. The stakeholder theory was formulated in 1984 by R.E. Freeman in Strategic 
Management. A Stakeholder Approach (Mikołajczyk, 2012).

	32	 Two approaches can be distinguished in shopping centre management. A narrower 
approach is equated with traditional administration, within which the building man-
ager focuses on the physical maintenance of the building and compliance with con-
tractual requirements resulting from the provisions of contracts with tenants and 
applicable legal provisions. The broader approach concerns long-​term management, 
determined by the often complex market environment. As E. Maleszyk states, the 
dynamic (proactive) orientation of retail centre management is very important. This 
approach, contrary to passive administration, requires the manager to be creative 
and innovative in building management. Therefore, the manager does not focus 
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solely on administration, but above all on the needs of tenants, treating them as 
‘internal customers’ (Kunc et al., 2022; Maleszyk, 2002; Simon et al., 2009).

	33	 It is worth emphasising that such was the assumption made by V. Gruen, the author 
of the architectural conception of a shopping centre, recognised as the ‘father of 
shopping centres’. V. Gruen wanted a shopping centre to become a replica of a city 
centre for suburban residents, a dynamic place full of colours and life –​ not only to do 
shopping, but also with a social and entertainment function (Gruen, 1973; Pavlou, 
2013; Csaba, Askegaard, 1999).

	34	 A utilitarian customer is the opposite of a hedonistic customer. Interesting research 
was conducted in 2006 by G. Guido, who studied relations between the Big Five 
personality traits and shopping orientations of shopping centre customers. He 
stated that a hedonistic orientation is correlated with the following personality 
traits: openness to experience, agreeableness and extraversion, whereas a utilitarian 
orientation is correlated with the following: emotional stability and conscien-
tiousness. Other research results show that hedonists visit shopping centres more 
frequently than commercial streets (Guido, 2006; Koksal, 2019; Dębek, Janda-​
Dębek, 2015).

	35	 The term ‘browsing’, which refers to the recreational process of window shopping at 
shopping centre premises, also functions in the literature. It is worth underlining that 
a ‘browser’ is often an actual customer; therefore, they cannot be ignored (Jarboe, 
McDaniel, 1987; Wilk, 2003).

	36	 The category of ‘the first store’ is used by, among others, East et al. (2000).
	37	 The research was conducted on a research sample of 1,000 people in February 2020 

and August 2021. Inquiry and Knight Frank, Zmiany zachowań konsumenckich w 
trakcie COVID-​19 (Changes in consumer behavior during COVID-​19). [online]. 
Available at: www.inquir​ymar​ketr​esea​rch.pl [Accessed 3 February 2023].

	38	 Similar research was conducted in Pakistan by F. Soomro et al. The analysis showed 
that 4% of respondents visit shopping centres every day, 12% once a week, 6% twice 
a week, 62% once a month and 16% twice a month (Soomro et al., 2021).

	39	 However, it is worth noting that research conducted in 2013 by M. Gąsior showed that 
events constitute the goal of only 3.3% of the respondents. The researcher repeated 
this research in 2014. That time, this goal was declared by 4.1% of respondents 
(Gąsior, 2015).

	40	 The recreational-​entertainment offer is the most popular among customers aged 
17–​40 years old, while seniors (persons aged 60 years old and over) rarely use it. 
The reasons for this state of affairs can be found in the small number of events 
addressed at this group of customers. This issue has already been discussed in the lit-
erature by H. Hu and C.R. Jasper, whose research showed that the offer of shopping 
centres, including the types of events, are not adjusted to the seniors’ needs (Heffner, 
Twardzik, 2013; Hu, Jasper, 2007).

References

Abrudan, I.N. (2012). Determinants of Shopping Centers’ Image for Romanian 
Consumers. International Conference Marketing –​ from information to decision, 5th 
edition, pp. 11–​30.

Altkorn, J., Kramer, T. (red.) (1998). Leksykon marketingu. Warszawa: Polskie 
Wydawnictwo Ekonomiczne, p. 176.



32  Shopping centres as a retail format

Basińska-​Zych, A., Lubowiecki-​Vikuk, A.P. (2015). Zachowania wolnoczasowe 
odwiedzających wybrane centra handlowe na przykładzie aglomeracji poznańskiej 
[Free-​time behavior of visitors to selected shopping centers on the example of the 
Poznań agglomeration]. Zeszyty Naukowe Wyższej Szkoły Bankowej w Poznaniu, 
63(6), pp. 153–​154, 162.

Bernardini, J. (2013). The role of marketing in the infantilization of the postmodern 
adult. Fast Capitalism, 10(1), p. 130.

Bloch, P.H., Ridgway, N.M., Dawson, S.A. (1994). The shopping mall as a consumer 
habitat. Journal of Retailing, 70(1), p. 23.

Borusiak, B. (2008). Modele wzrostu przedsiębiorstw handlu detalicznego [Growth 
models of retail trade enterprises]. Poznań: Wydawnictwo Akademii Ekonomicznej 
w Poznaniu, pp. 203–​204.

Borusiak, B. (2016). Ewolucja formatów handlu detalicznego [Evolution of retail 
formats]. Problemy Zarządzania, 1(57), pp. 78–​79, 81–​21.

Bylok, F. (2012). Orientacja na przyjemność w zachowaniach konsumentów [Orientation 
to pleasure in consumer behavior]. Konsumpcja i rozwój, 1, pp. 50–​53.

Calvo-​Porral, C., Lévy-​Mangin, J.P. (2019). Profiling shopping mall customers during 
hard times. Journal of Retailing and Consumer Services, 48, p. 238.

Chebat, J.-​C., Michon, R., Haj-​Salem, N., Olivera, S. (2014). The effects of mall reno-
vation on shopping values, satisfaction and spending behaviour. Journal of Retailing 
and Consumer Services, 21, p. 610.

Chebat, J.-​C., Sirgy, M.J., Grzeskowiak, S. (2010). How can shopping mall management 
best capture mall image? Journal of Business Research, 63(7), p. 735.

Cloete, C.E. (2015). Shopping centre management in South Africa, 5th edition. 
Sandton: South African Council of Shopping Centres.

Close, A.G., Finney, R.Z., Lacey, R.Z., Sneath, J.Z. (2006). Engaging the consumer 
through event marketing: linking attendees with the sponsor, community, and brand. 
Journal of Advertising Research, 46(4), pp. 421–​422.

Csaba, F.F., Askegaard, S. (1999). Malls and the orchestration of the shopping experi-
ence in a historical perspective. In: E.J. Arnould and L.M. Scott, eds., NA –​ Advances 
in consumer research. Provo: Association for Consumer Research, pp. 34–​40.

Cyran, K., Dybka, S. (2013). Centra handlowe jako wyznacznik współczesnych trendów 
w handlu i konsumpcji [Shopping malls as a determinant of modern trends in trade 
and consumption]. Zeszyty Naukowe Ostrołęckiego Towarzystwa Naukowego, 27, 
p. 234.

Czerwiński, S. (2012). Centra handlowe –​ główne problemy badawcze [Shopping 
centers –​ the main research problems]. Studia Miejskie, 8, pp. 173–​179, 182.

Dębek, M., Janda-​Dębek, B. (2015). Whose shopping malls and whose shopping 
streets? Person-​environment fit in retail environments?, Polish Journal of Applied 
Psychology, 13(4), p. 72.

DeLisle, J.R. (2005). The evolution of shopping center research: A 12-​year retrospective. 
Journal of Shopping Center Research, 12(2), p. 21.

Dennis, Ch. (2005). Objects of desire: consumer behaviour in shopping centre choices. 
New York: Palgrave, p. 14.

Dietl, J. (1992). Handel we współczesnej gospodarce [Trade in the modern economy]. 
Warszawa: PWE, p. 78.

Dobski, P., Borusiak, B. (2010). Determinanty tworzenia nowych modeli biznesu w 
handlu detalicznym [Determinants of creating new business models in retail]. In: M. 
Sławińska, ed., Modele biznesu w handlu detalicznym [Business models in retail trade]. 
Poznań: Wydawnictwo Uniwersytetu Ekonomicznego w Poznaniu, p. 55.



Shopping centres as a retail format  33

Domański, T. (2005). Strategie rozwoju handlu [Strategies of trade development]. 
Warszawa: PWE, pp. 172, 176.

Dudek-​Mańkowska, S. (2010). Shopping centres in Warsaw Metropolitan Area. Acta 
Universitatis Carlinae, 1–​2, pp. 36–​37, 44.

Dudek-​Mańkowska, S., Križan, F. (2010). Shopping centres in Warsaw and Bratislava: a 
comparative analysis. Miscellanea Geographica, 14, p. 235.

Dziwulski, J., Ogrzebacz, T. (2018). Determinanty wyboru galerii handlowej, jako 
element procesu podejmowania decyzji zakupowej klienta [Determinants of the 
choice of a shopping mall as an element of the customer’s purchasing decision]. In: W. 
Harasim, ed., Determinanty nowoczesnego zarządzania [Determinants of modern 
management]. Warszawa: Wyższa Szkoła Promocji, Mediów i Show Businessu, p. 80.

East, R., Hammond, K., Harris, P., Lomax, W. (2000). First-​store loyalty and retention. 
Journal of Marketing Management, 16, pp. 307–​325.

El-​Adly, M.I. (2007). Shopping malls attractiveness: a segmentation approach. 
International Journal of Retail & Distribution Management, 35(11), pp. 942–​945.

El-​Adly, M.I., Eid, R. (2017). Dimensions of perceived value of malls: the Muslim 
shoppers’ perspective. International Journal of Retail & Distribution Management, 
45, pp. 40–​56.

Engel, J.F., Blackwell, R.D., Miniard, P.W. (1993). Consumer behavior (8th ed.). 
New York: The Dryden Press, p. 3.

Fantoni, R., Hoefel, F., Mazzarolo, M. (2019. The future of the shopping mall [online]. 
Available at: www.mckin​sey.com [Accessed 24 December 2021].

Ferreira D., Paiva, D. (2017). The death and life of shopping malls: an empirical inves-
tigation on the dead malls in Greater Lisbon. The International Review of Retail, 
Distribution and Consumer Research, 27(4), pp. 317–​333.

Firat, A.F., Schultz, C.J. (2001). Preliminary metric investigation into the nature of the 
postmodern consumer. Marketing Letters, 12(2), p. 201.

Frasquet, M., Gil, I., Mollá, A. (2001). Shopping centre selection modelling: a seg-
mentation approach. The International Review of Retail, Distribution and Consumer 
Research, 11(1), p. 32.

Gąsior, M. (2015). Odwiedziny w centrach handlowych –​ zmiany w strukturze celów i 
preferencji konsumenckich [Visiting shopping malls –​ changes in the structure of con-
sumer goals and preferences]. Zeszyty Naukowe Uniwersytetu Szczecińskiego, p. 23.

Gębarowski, M., Siemieniako, D. (2014). Targi rynku nieruchomości handlowych 
w świetle badań metodą obserwacji uczestniczącej [Trade fairs of the commercial 
real estate market in the light of research by participatory observation method]. 
Marketing i Rynek, 9, pp. 34–​35.

Gilboa, S. (2009). A segmentation study of Israeli mall customer. Journal of Retailing 
and Consumer Services, 16, p. 135.

Gilboa, S., Vilnai-​Yavetz, I. (2010). Four generations of mall visitors in Israel: a study 
of mall activities, visiting patterns, and products purchased. Journal of Retailing and 
Consumer Services, 17, p. 501.

Gómez, L.A.E. (2021). The reconfiguration of urban public-​private spaces in the 
mall: false security, antidemocratization, and apoliticalization. Sustainability, 13(22).

Gonçalves, T.E., Guimarães, P., Cachinho, H. (2020). The role of shopping centres 
in the metropolization process in Fortaleza (Brazil) and Lisbon (Portugal). Human 
Geographies –​ Journal of Studies and Research in Human Geography, 14(2), p. 199.

González-​Hernández, E.M., Orozco-​Gómez, M. (2012). A segmentation study of 
Mexican consumers based on shopping centre attractiveness. International Journal of 
Retail & Distribution Management, 40(10), pp. 759–​777.



34  Shopping centres as a retail format

Gregg, K. (2018). Conceptualizing the pedestrian mall in post-​war North America and 
understanding its transatlantic transfer through the work and influence of Victor 
Gruen. Planning Perspectives, 34(1), p. 22.

Gruen, V. (1973). Centers for the urban environment. New York: Van Nostrand Reinhold, 
pp. 18, 86–​87.

Gruen, V., Smith, L. (1960). Shopping towns USA: the planning of shopping centers. 
New York: Reinhold Publishing Corporation, p. 11.

Guido G. (2006). Shopping motives, big five factors, and the hedonic/​utilitarian 
shopping value: an integration and factorial study. Innovative Marketing, 
2(2), p. 56.

Guimarães, P. (2018). The resilience of shopping centres: an analysis of retail resilience 
strategies in Lisbon. Portugal Moravian Geographical Report, 26(3), pp. 160–​172.

Guimarães, P. (2019). Shopping centres in decline: analysis of demalling in Lisbon. 
Cities, 87, pp. 21–​22.

Hansen, F. (1972). Consumer choice behavior. a cognitive theory. The Free Press, p. 15.
Hardwick, M.J. (2002). Mall maker –​ Victor Gruen, architect of an American dream. 

Philadelphia: University of Pennsylvania Press, s. 218–​220.
Heffner, K. (2015). Oddziaływanie centrów handlowych na przekształcenia strefy 

zewnętrznej metropolii w województwie śląskim [Impact of shopping centers on 
the transformation of the outer zone of the metropolis in the Silesian Voivodeship]. 
Prace Naukowe Uniwersytetu Ekonomicznego we Wrocławiu, 408, pp. 103–​104.

Heffner, K., Twardzik, M. (2013). Społeczne oddziaływanie nowoczesnych centrów 
handlowo-​usługowych na małe miasta w zewnętrznej strefie aglomeracji górnośląskiej 
[Social impact of modern commercial and service centers on small cities in the 
outer zone of the Upper Silesian agglomeration]. In: K. Heffner and M. Twardzik, 
eds., Nowoczesne instrumenty polityki rozwoju lokalnego –​ zastosowanie i efekty w 
małych miastach [Modern instruments of local development policy –​ application and 
effects in small cities]. Katowice: Wydawnictwo Uniwersytetu Ekonomicznego w 
Katowicach, p. 97.

Hu, H., Jasper, C.R. (2007). A qualitative study of mall shopping behaviors of mature 
consumers. Journal of Shopping Center Research, 14(1), p. 32.

Imeri, M. (2018). The transformation process of community and neighbourhood shopping 
centers into retail urban voids: the case of Ankara. [online]. Available at: http://​etd.lib.
metu.edu.tr [Accessed 5 December 2021].

Inquiry and Knight Frank. Zmiany zachowań konsumenckich w trakcie COVID-​19 
[Changes in consumer behavior during COVID-​19]. [online]. Available at: www.inquir​
ymar​ketr​esea​rch.pl [Accessed 3 February 2023].

Inquiry Market Research (2015). Kto odwiedza twoje centrum handlowe? Segmentacja 
klientów centrów handlowych z użyciem nowoczesnych systemów monitorowania. [Who 
is visiting your shopping center? Segmenting shopping center customers using modern 
monitoring systems].

Iwasiński, Ł. (2015). Społeczeństwo konsumpcyjne w ujęciu Zygmunta Baumana 
[Consumer society as seen by Zygmunt Bauman]. Kultura i społeczeństwo, 4, 
pp. 5 and 8.

Jarboe, G.R., McDaniel, C.D. (1987) A profile of browser in regional shopping malls. 
Journal of Marketing Science, 15(1), p. 52.\

JLL, Atrium, (2015). Entuzjaści i bywalcy. Generacja X i Y w galeriach handlowych 
[Enthusiasts and regulars. Generation X and Y in shopping centers].



Shopping centres as a retail format  35

Kabadayi, S., Paksoy, B. (2016). A segmentation of Turkish consumers based on their 
motives to visit shopping centres. The International Review of Retail, Distribution and 
Consumer Research, 26(4), pp. 466–​469.

Kaczmarek, T. (2014). Rozwój, struktura przestrzenna i funkcje centrów handlowych w 
Polsce [Development, spatial structure and functions of shopping centers in Poland]. 
In: E. Klima, ed., Ludność, Mieszkalnictwo, Usługi: w 70. rocznicę Profesora Jerzego 
Dzieciuchowicza [Population, housing, services: on the 70th anniversary of Professor 
Jerzy Dzieciuchowicz]. Łódź: Wydawnictwo Uniwersytetu Łódzkiego, pp. 256–​268.

Kinley, T.R., Josiam, B.M., Kim, Y.-​K. (2003). Why and where tourist shop: motiv-
ations of tourists-​shoppers and their preferred shopping centres attributes. Journal 
of Shopping Center Research, 10(1), p. 9.

Knecht-​Tarczewska, M. (2011). Centrum handlowe jako nowoczesny produkt 
handlowo-​usługowy [Shopping mall as a modern retail and service product]. Zeszyty 
Naukowe Uniwersytetu Ekonomicznego w Poznaniu, 175, p. 294.

Kochaniec, A. (2011). Rola centrów handlowych w kreowaniu wizerunku miast [The 
role of shopping centers in creating the image of cities]. In: A. Grzegorczyk and 
A. Kochaniec, eds., Kreowanie wizerunku miast [Creating the image of cities]. 
Warszawa: Wyższa Szkoła Promocji, p. 242.

Koksal, M.H. (2019). Shopping motives, mall attractiveness, and visiting patterns 
in shopping malls in the Middle East: a segmentation approach. Contemporary 
Management Research, 15(1), pp. 4, 57.

Kotler, Ph., Burton, S., Deans, K.R., Brown, L., Armstrong, G.M. (2013). Marketing, 
9th edition. Pearson Australia, p. 434.

Križan, F., Kunc, J., Bilková, K., Barlík, P., Šilhan, Z. (2017). Development and classi-
fication of shopping centres in Czech and Slovak Republics: a comparative analysis. 
AUC Geographica, 52(1), pp. 21–​22.

Križan, F., Kunc, J., Bilková, K., Novotná, M. (2022). Transformation and sustainable 
development of shopping centres: case of Czech and Slovak Cities. Sustainability, 
14(1), pp. 8–​9.

Krowicki, P. (2021). Eventy w działalności marketingowej centrów handlowych [Events 
in marketing activities of shopping centers]. Marketing i Rynek, 2, pp. 26, 30–​32.

Krowicki, P. (2022). Pandemia COVID-​19 jako katalizator zmian w sektorze centrów 
handlowych –​ perspektywa martwych centrów handlowych [The COVID-​19 pan-
demic as a catalyst for change in the shopping center sector –​ a dead mall perspective]. 
In: Z. Dacko-​Pikiewicz and K. Szczepańska-​Woszczyna, eds., Interdyscyplinarne 
prace naukowe studentów i doktorantów [Interdisciplinary research papers of students 
and doctoral students]. Dąbrowa Górnicza: Akademia WSB.

Kucharska, B. (2014a). Innowacje w handlu detalicznym w kreowaniu wartości dla 
klienta [Innovations in retail in creating customer value]. Katowice: Wydawnictwo 
Uniwersytetu Ekonomicznego w Katowicach, p. 87.

Kucharska, B. (2014b). Trendy w zachowaniach konsumentów jako uwarunkowanie 
innowacji w handlu detalicznym [Trends in consumer behavior as a determinant of 
retail innovation]. Studia Ekonomiczne, p. 187

Kucharska, B., Kucia, M., Maciejewski, G., Malinowska, M., Stolecka-​Makowska, 
A. (2015). The retail trade in Europe: diagnosis and future perspectives. 
Katowice: Wydawnictwo Uniwersytetu Ekonomicznego w Katowicach, pp. 67–​126.

Kucia M. (2019). Wykorzystanie zaangażowania klientów w działalności 
marketingowej przedsiębiorstwa [The use of customer involvement in the marketing 



36  Shopping centres as a retail format

activities of the enterprise]. Katowice: Wydawnictwo Uniwersytetu Ekonomicznego 
w Katowicach, s. 65.

Kunc, J., Križan, F., Novotná, M., Bilková, K. (2022). Social dimension of shopping 
centers operation: managerial perspectives. Sustainability, 14, p. 2.

Kushwaha, T., Ubeja, S., Chatterjee, A.S. (2017). Factors influencing selection of 
shopping malls: an exploratory study of consumer perception. The Journal of 
Business Perspective, 21(3), pp. 1–​2.

Łabuz, R. (2021). Centrum handlowe jako impuls rozwoju struktur urbanistycznej miasta. 
Przypadek Krakowa [The shopping center as an impetus for the development of urban 
structures of the city. The case of Kraków]. Praca doktorska napisana pod kierunkiem 
dr hab. inż. arch. M Wdowiarz-​Bilskiej, prof. PK, Kraków: Politechnika Krakowska, 
pp. 20, 25–​26, 36–​57.

Ledwoń, S. (2009). Przekształcenia obszarów śródmiejskich z udziałem funkcji handlowej 
(Transformations of City Centre Areas Featuring the Trade Function). In: P. Lorens 
and J. Martyniuk-​Pęczek, eds. Wybrane zagadnienia rewitalizacji miast (Selected 
Issues of Cities’ Revitalisation). Gdańsk: Wydawnictwo Urbanista, p. 39.

Ledwoń. S. (2012). Analiza możliwości rozmieszczenia funkcji handlowej na terenie miasta 
Elbląga [Analysis of the possibility of distribution of commercial functions in the city 
of Elblag]. Gdańsk: Urbis, p. 9.

Lowry, J.R. (1997). The Life Cycle of Shopping Centers. Business Horizon, January–​
February, pp. 78–​79.

Maciejewski, G. (2016). Preferencje konsumentów dotyczące wyboru miejsc zakupu 
towarów i usług konsumpcyjnych [Consumer preferences for the choice of places 
to purchase consumer goods and services]. Studia Ekonomiczne. Zeszyty Naukowe 
Uniwersytetu Ekonomicznego w Katowicach, 302, pp. 11–​13, 15.

Maciejewski, G., Mokrysz, S., Wróblewski, Ł. (2020). Consumers towards marketing strat-
egies of coffee producers. Wageningen: Wageningen Academic Publishers, pp. 23–​24.

Makowski, G. (2003). Świątynia konsumpcji. Geneza i społeczne znaczenie centrum 
handlowego [Temple of consumption. Genesis and social significance of the shopping 
center]. Warszawa: Wydawnictwo TRIO, pp. 44–​45, 134–​156, 162.

Maleszyk, E. (2000). Ośrodki handlowe w Polsce [Trade centers in Poland]. Gospodarka 
Narodowa, 11–​12, pp. 71, 74, 89.

Maleszyk, E. (2002). Zarządzanie ośrodkami handlowymi w Polsce [Management of 
trade centers in Poland]. Gospodarka Narodowa, 3, p. 75.

Maleszyk, E. (2009). Zmiany w procesach koncentracji i integracji handlu w Polsce 
[Changes in the processes of trade concentration and integration in Poland]. 
Gospodarka Narodowa, 5–​6, pp. 128–​129.

Matysiak, N. (2009). Współczesne centra handlowe w Polsce [Modern shopping centers 
in Poland]. Handel wewnętrzny, 6, pp. 26–​29.

McKeever, R.J. (1953). Shopping centers: planning principles and tested policies. Urban 
Land Institute Technical Bulletin, 20, pp. 1–​9.

Mikołajczyk, J. (2010). Tworzenie centrów handlowych jako przejaw innowacyjności w 
sektorze handlu [Creating shopping centers as a manifestation of innovation in the 
retail sector]. In: M. Sławińska, ed., Modele biznesu w handlu detalicznym [Business 
models in retail trade]. Poznań: Wydawnictwo Uniwersytetu Ekonomicznego w 
Poznaniu, pp. 148, 151, 156, 165 and 167.

Mikołajczyk, J. (2012). Kreowanie wartości centrum handlowego. Perspektywa 
interesariuszy [Creating shopping center value. The stakeholder perspective]. 
Poznań: Wydawnictwo Uniwersytetu Ekonomicznego w Poznaniu, p. 237.



Shopping centres as a retail format  37

Mikołajczyk, J. (2016). Czynniki sukcesu centrów handlowych –​ wyniki badań 
empirycznych [Success factors of shopping centers –​ results of empirical research]. 
In: M. Sławińska, ed., Handel we współczesnej gospodarce. Nowe wyzwania [Trade in 
the modern economy. New challenges]. Poznań: UNI-​DRUK, p. 156.

Millan, E., Howard, E. (2007). Shopping for pleasure? Shopping experiences of 
Hungarian consumers. International Journal of Retail & Distribution Management, 
35(6), pp. 474–​487

Moskal-​Słaniewska, B. (2013). Organizacja eventów w galeriach handlowych jako 
innowacyjny element inżynierii wartości i zarządzania relacjami z klientem [Organization 
of events in shopping malls as an innovative element of value engineering and customer 
relationship management]. In: L. Kowalczyk and F. Mroczko, eds., Prace Naukowe 
Wałbrzyskiej Wyższej Szkoły Zarządzania i Przedsiębiorczości. Inżynieria innowacji. 
Zarządzanie operacyjne w teorii i praktyce organizacji biznesowych, publicznych i 
pozarządowych [Scientific Papers of the Walbrzych University of Management and 
Entrepreneurship. Engineering Innovation. Operational management in theory and prac-
tice of business, public and non-​governmental organizations]. Wałbrzych: Wydawnictwo 
Wałbrzyskiej Wyższej Szkoły Zarządzania i Przedsiębiorczości w Wałbrzychu, p. 257.

Moskal-​Słaniewska, B. (2014). Specyfika zarządzania centrum handlowym [Specifics 
of shopping center management]. Prace Naukowe Wałbrzyskiej Wyższej Szkoły 
Zarządzania i Przedsiębiorczości, 29, pp. 76, 78.

Mushirivindi, M., Prinsloo, D.A., Cloete, C.E. (2018). The optimum refurbishment 
time of  shopping centres. Journal of Business and Retail Management, 13(1), 
p. 197.

Ng, K.Y.N., Chen, C.Y. (2015). Shopper typology on the relationship between shopping 
mall attractiveness and shopper patronage. Journal on Hospitality and Tourism, 12, 
pp. 143–​145.

Nicoleta, A.I., Cristian, D.D. (2009). The life cycle of shopping centers and possible 
revitalisation strategies. Annals of the Faculty of Economics, 12(1), pp. 536–​537, 540.

Olearczyk, A. (1979). Ośrodki handlowe [Trade centers]. Warszawa: Biblioteka 
IHWiU, p. 7.

Omilanowska, M. (2004). Świątynie handlu. Warszawska architektura komercyjna doby 
wielkomiejskiej [Temples of commerce. Warsaw commercial architecture of the metro-
politan era]. Warszawa: Instytut Sztuki PAN, p. 16.

Ozturk, S., Isinkaralar, O., Kesimoglu, F. (2021). An assessment on shopping centers as 
consumption places. Journal of Engineering and Sciences, 7(1), p. 67.

Parlette, V., Cowen, D. (2011). Dead malls: suburban activism, local spaces, global 
logistics. International Journal of Urban and Regional Research, 35(4), p. 794.

Pasek, A. (2019). Centrum handlowe w strukturze miasta –​ “miasto w mieście” czy 
“wyspa handlowa?” [The shopping center in the structure of the city –​ “city within 
a city” or “shopping island?”]. Zeszyty Naukowe. Zbliżenia Cywilizacyjne, 15(4), 
pp. 12, 15, 19.

Pavlou, K. (2013). Out of the greyzone: exploring greyfield design and redevelopment. 
A thesis presented to the Faculty of Graduate Studies the University of Guelph, 
Guelph, p. 12.

Pecolo A., Bahuaud M. (2017). L’Adulte ludique dans le monde publicitaire: entre 
inversion, régression et imbrication des états d’âge. Sociétés et représentations, 43, 
pp. 213–​229.

Peter, S., Anandkumar, V. (2016). Deconstructing the shopping experience of tourist to 
the Dubai Shopping Festival. Cogent Business & Management, 3, pp. 1–​2, 9.



38  Shopping centres as a retail format

Pitt, M., Musa, Z.N. (2009). Toward defining shopping centres and their management 
systems. Journal of Retail & Leisure Property, 8(1), p. 43.

Popławska, J.Z. (2014). Rozwój nowoczesnych obiektów handlowych w średniej 
wielkości miastach w Polsce [Development of modern retail facilities in medium-​
sized cities in Poland]. Problemy Rozwoju Miast. Kwartalnik Naukowy Instytutu 
Rozwoju Miast, III, pp. 48–​49.

Preston, C.A. (2012). How to successfully promote festivals, conventions, and expositions. 
New Jersey: John Wiley, p. 12.

Reynolds, K.E., Ganesh, J., Luckett, M. (2002). Traditional malls versus factory 
outlets: comparing shopper typologies and implications for retail strategy. Journal of 
Business Research, 55, p. 694.

Rochmińska, A. (2013). Atrakcyjność łódzkich centrów handlowych oraz zachowania 
nabywcze i przestrzenne ich klientów [Attractiveness of Łodz shopping centers and the 
purchasing and spatial behavior of their customers]. Łódź: Wydawnictwo Uniwersytetu 
Łódzkiego, pp. 25, 59.

Rochmińska, A. (2014). Centra handlowe jako przestrzenie hybrydowe [Shopping malls 
as hybrid spaces]. Space-​Society-​Economy, 13, p. 290.

Rosenbaum, M.S., Ramirez, G.C., El-​Manstrly, D., Sit, J. (2021). Shoppers’ neural 
responses to the mere social presence of others: insights from an enclosed mall. The 
International Review of Retail, Distribution and Consumer Research [online]. Available 
at: www.resea​rchg​ate.pl [Accessed 11 November 2022].

Roy, A. (1994). Correlates of mall visit frequency. Journal of Retailing, 70(2) [online]. 
Available at: www.go.gale.com [Accessed 16 January 2022].

Rudnicki, L. (2012). Zachowania konsumentów na rynku [Consumer behavior on the 
market]. Warszawa: PWE, p. 140.

Ruiz, J.-​P., Chebat, J.-​C., Hansen, P. (2004). Another trip to the mall: a segmentation 
study of customers based on their activities. Journal of Retailing and Consumer 
Services, 11, p. 349.

Schatzman, L. (2013). Matabolizing obsolescence: strategies for the dead mall. 
Urbana: University of Illinois, p. 25.

Siekierka, M. (2013). Centrum handlowe jako ośrodek ewolucji konsumpcji oraz 
komunikacji społecznej [The shopping mall as a center for the evolution of consump-
tion and social communication]. Forum Socjologiczne, 4, p. 160.

Siemieniako, D. (2007). Wykorzystanie wybranych cech regionu podlaskiego w strategii 
marketingowej centrów handlowych [Using selected features of the Podlaskie region 
in the marketing strategy of shopping centers]. Produkty marketingowe w rozwoju 
lokalnym i regionalnym, 41, p. 116.

Simon, A., Frame, C., Sohal, A. (2009). Store owner’s reaction to a corporation’s take-
over of a shopping centre in as Australian city. International Journal of Retail & 
Distribution Management, 37(7), p. 576.

Singh, H., Bose, S.K. (2008). My American cousin: a comparison between Indian and 
the U.S. malls. Journal of Asia-​Pacific Business, 9(4), p. 358.

Sit, J., Merrilees, B., Birch, D. (2003). Entertainment-​seeking shopping centre patrons: the 
missing segments. International Journal of Retail & Distribution Management, 31(2), 
pp. 19–​22.

Sławińska, M. (2010). Rodzaje modeli biznesu w handlu detalicznym [Types of business 
models in retail]. In: M. Sławińska, ed., Modele biznesu w handlu detalicznym [Business 
models in retail trade]. Poznań: Wydawnictwo Uniwersytetu Ekonomicznego w 
Poznaniu, pp. 85–​86.



Shopping centres as a retail format  39

Sobocińska, M. (2020). How marketing shapes the behaviour of culture participants. 
In: W. Sroka, ed., Perspectives on consumer behaviour. theoretical aspects and practical 
applications. Cham: Springer, p. 283.

Soomro, F., Kalwar, S., Memon, I.A., Kalwar, A.B. (2021). Accessibility factor for 
boulevard shopping mall. International Research Journal of Innovations in Engineering 
and Technology, 5(10), p. 20.

Stec, A., Sarzyński, K. (2017). Centra handlowe a gospodarka miasta na przykładzie 
Krakowa [Shopping centers and the economy of the city on the example of Kraków]. 
Optimum. Studia Ekonomiczne, 6(90), p. 218.

Strużycki, M. (2009). Koncentracja w handlu a współpraca producentów i dystrybutorów 
[Concentration in trade and cooperation of producers and distributors]. 
Warszawa: Wydawnictwo Instytut Rynku Wewnętrznego i Konsumpcji, pp. 32–​36.

Szczepański, M.S., Ślężak-​Tazbir, W., Świątkiewicz-​Mośny, M. (2006). Ikony 
miastosfery [Icons of the cityosphere]. Nauka, 3, pp. 157–​158.

Szymańska, A.I., Płaziak, M. (2018). Rozwój centrów handlowych w Polsce ze 
szczególnym uwzględnieniem galerii społecznościowych [Development of shopping 
malls in Poland with special emphasis on community malls]. Przedsiębiorczość –​ 
Edukacja, 14, pp. 193, 195, 198.

Tabak, B., Özgen, Ö., Aykol, B. (2006). High school girls’ shopping mall experiences, 
perceptions and expectations: a qualitative study. Ege Academic Review, 6(1), 
p. 111.

Tan, J.P. (2019). Perceived value of shopping mall: attractiveness factor of shopper’s 
experience and a framework to improve them. International Journal of Accounting & 
Business Management, 7(1), pp. 58–​59.

Trévinal, A.M. (2013). Le magainsage dans un centre commercial: une typologie de 
quatre parcours [Shopping in a shopping center: a typology of four routes]. Recherche 
et Application en Marketing, 28(3), pp. 16–​28.

Twardzik, M. (2015a). Nowoczesny handel w przestrzeni miast aglomeracji górnośląskiej 
[Modern trade in the urban space of the Upper Silesian agglomeration]. Prace 
Naukowe Uniwersytetu Ekonomicznego we Wrocławiu, 408, p. 240.

Twardzik, M. (2015b). Śródmiejskie centrum handlowe jako quasi-​publiczna przestrzeń 
miasta (na przykładzie Galerii Katowickiej) [Downtown shopping center as a quasi-​
public space of the city (on the example of Galeria Katowicka)]. Studia Ekonomiczne. 
Zeszyty Naukowe Uniwersytetu Ekonomicznego w Katowicach, 250, pp. 141–​151

Twardzik, M. (2018). Centrum handlowe w procesie kształtowania struktury 
miasta [The shopping center in the process of shaping the structure of the city]. 
Katowice: Wydawnictwo Uniwersytetu Ekonomicznego w Katowicach, pp. 
8, 37–​40.

Wang, Y. (2019). Pseudo–​public spaces in Chinese shopping malls: rise, publicness and 
consequences. London and New York: Routledge.

Wawrzyszuk, J. (2009). Rola najmu w zarządzaniu wielkopowierzchniowym obiektem 
handlowym [The role of leasing in the management of a large-​scale retail facility]. 
Rozprawa doktorska. Poznań: Uniwersytet Ekonomiczny w Poznaniu, p. 34.

Wilk, W. (2003). Między zakupami a rozrywką –​ nowe znaczenie centrum handlowego 
[Between shopping and entertainment –​ the new meaning of the shopping center]. 
Prace i Studia Geograficzne, 32, pp. 211, 214, 217, 222.

Witek, L. (2014). Typologia konsumentów na rynku produktów ekologicznych 
[Typology of consumers in the market of organic products]. Problemy Zarządzania, 
Finansów i Marketingu, 35, p. 210.



40  Shopping centres as a retail format

Wójtowicz, B. (2015). Centra handlowe jako miejsca usług turystycznych w zakresie 
spędzania wolnego czasu przez mieszkańców Kielc [Shopping centers as places of 
tourist services for leisure activities of Kielce residents]. Prace Komisji Geografii 
Przemysłu Polskiego Towarzystwa Geograficznego, pp. 97–​110.

Yiu, C., Xu, S. (2012). A tenant-​mix model for shopping malls. European Journal of 
Marketing, 3(4), p. 526.

Zduniak, A. (2019). Event jako ponowoczesna forma uczestnictwa w życiu społecznym 
[Event as a postmodern form of social participation]. Roczniki Nauk Społecznych, 
2(38), pp. 224–​227.


