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administrative division unit]. As far as this aspect is concerned, the group of cities 
which are in the forefront includes: Warsaw, Cracow, Wrocław, Poznań, Szczecin 
and Tricity. Important factors due to which investments in new shopping facilities 
are still taking place in large cities include a low unemployment level of 3 to 6% and 
a relatively high average salary. In large cities, there is at least a dozen of commercial 
and service centres with a surface of over 50,000 m2. They constitute an indicator of 
urban trade, generating an infl ow of a couple or a dozen thousand customers, not only 
form the city but also form the entire region, a day [Jałowiecki 2010, p. 34]. 

The pace of development of large area stores observed in recent years in Poland 
can last for a couple of years. Real estate investors consider the Polish society to be 
more and more wealthy and, as a result, larger and larger part of household budgets 
will be allocated to consumption and entertainment. 

Future locations of large sales areas will include to a larger and larger extent city 
suburbs as well as their suburban zone, and even rural areas in which investments were 
never made before (green fi eld investments). The process will be accelerated by the im-
provement of transport infrastructure in the urban area (motorways and highways). Bar-
riers limiting the expansion of large-area trade to the suburban rural areas and towns, far 
from large cities, include not only lower population levels, but also smaller purchasing 
power of the population outside agglomerations. Foreign investors are perfectly aware of 
this fact and try to make profi t from locations with the highest population density.

4 Shopping malls development prospects in Poland

The pace of development of large-area trade observed in recent years in Poland 
can last for a couple of years. Real estate investors consider the Polish society to be more 
and more wealthy and, as a result, larger and larger part of household budgets will be 
allocated to consumption and entertainment28. Like in the case of countries from the 
Western Europe, after the initial expansion of super- and hypermarkets in large cities 
and afterwards in medium-sized towns, it is possible to observe an offensive of com-
mercial facilities in towns and new suburban housing estates (where lower population 
levels are compensated by a high purchasing power of wealthy residents of suburbs 
[Kaczmarek, p. 69]. In large cities and agglomerations megamalls, retail parks and fac-
tory outlet centres are located, in which giant manufactured-owned shops offer branded 
goods (e.g. clothes, sporting goods) in bulk quantities, directly from production lines. 

28 Eric Kuhne, one of the most renowned American architects specialising in shopping mall 
designs (e.g. Bluewater Shopping Center in Kent), stated during one of his lectures that “a contemporary 
shopping mall is no longer a market with goods, but a place in which we have access to every kind of 
ideas for spending free time”. As it was noted by Naissbit [1997], shopping malls in western countries 
are the third place in terms of the time of human stay – just behind home and work.
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As in the case of every business activity, after the expansion period and after the 
market becomes saturated, fi erce competition will take place. It is related with takeo-
vers of chains and changes in terms of owners of commercial facilities (e.g. purchase 
of Real chain by Auchan operator). 

Future locations of shopping malls will to a larger and larger extent include city 
suburbs as well as their suburban zones, and even rural areas in which investments were 
never made before. The main reason for the search for new markets is an increasing com-
petition of global companies, legal restrictions and changing economic and market factors. 

As far as the location of shopping malls is concerned, Poland is an attractive place 
with a 40 million potential of buyers, a stable economic system and a prospect of an 
increasing purchasing power, although a high degree of fragmentation of trade can be 
observed. According to the data of CSI, in 2012 there were 370,000 shops in Poland, and 
only about 9,000 of them were facilities the surface of which exceeded 400 m2. Accord-
ing to the research fi rm AC Nielsen, in Poland there are over 150,000 stores selling the 
so-called fast moving consumer goods: food, alcohol, cigarettes, detergents, cosmetics 
and small household goods. This compares with 53,000 of such stores in Germany (the 
same number operates in Spain), 38,000 in France and 82,000 in Great Britain. The 
share of hypermarkets in the market in Poland amounts only to 15%, of supermarkets 
(including discount stores) – 32%, and of small shops (with surface of over 400 sq. m.) 
– 53%. In Western Europe countries (as well as in Czech Republic and Hungary) the 
proportions are reversed: the share of small shops in the market does not exceed 26%. 
In France, hypermarkets have a share of 55% in the market, supermarkets – 41%, while 
small shops represent only 4%. In Germany, 28% are hypermarkets, 68% – supermar-
kets and 4% – small shops. It translates into a much higher concentration of the market. 
Therefore, in the future, the Polish market will undergo a process of spatial concentra-
tion based to a large extent on the formula of a mall.

One of important factors determining the development of shopping malls in 
Poland is the income of consumers. According to GfK’s29 research, the value of the 
purchasing power per inhabitant of one of 42 European countries is 12,774 euro. An 
average resident of Europe spends 12,8 thousand euro a year. The amount after tax 
is fi rst used to cover dwelling costs and buy food, and afterwards can be allocated to 
shopping and other purposes, such as savings. 

Disparities in the level of wealth of Europeans are enormous. The best example 
for that is the fact that an average inhabitant of the most wealthy Polish city – War-
saw – disposes of the purchasing power amounting to 10,266 euro a year, which is an 
amount 20% lower than the European average calculated for almost all countries of 
the continent and not only for the countries of its wealthiest, Western part. The analy-
sis of the wealthiest societies, very high ranking positions are occupied by Norway 
and Switzerland. The level of wealth of residents living in these countries is twice 

29 GfK – an all-Poland market surveying company. 
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as high as the European average. With only 2% of the population of the 42 analysed 
countries, Switzerland, Norway and Luxembourg accumulate nearly 5% of wealth. 
The absolute leader of the ranking is Lichtenstein, the wealth of an average resident 
of which is four times higher than the average. 

Positions of 12 countries of the “EU 15” in the ranking of wealth are predict-
able, although what is certainly interesting is the spread of the level of wealth, as the 
difference between Denmark, which is fi rst in this category, and Italy and the Nether-
lands, which occupy the last position, is 30%. 50% of residents of the twelve analysed 
countries represent 71% of the European purchasing power.

Polish residents, with average wealth constituting 47.4% of the European aver-
age, were classifi ed within the group of 9 countries representing a little bit more than 
23% of the European population which accumulates only 10% of the wealth of the 
continent. It is not the poorest group, as there are also 9 countries in which the average 
wealth of citizens is lower than 25% of the European average (Tab. 7). 

Market conditions in Poland still constitute an incentive for shopping mall inves-
tors. Despite a decrease in the shopping mall surface growth in 2010, forecasts for the 
upcoming years are promising. According to a report elaborated by Cushman & Wake-
fi eld, in 2011 in Europe 6.9 million m2 of sales area were created, of which 594,000 m2 
are located in Poland. It places our country on the 6th position in the continent30 (Fig. 9).

The dynamic development is observed mainly in the case of new generation 
shopping malls, which compete in large cities with facilities of precedent generations 
[Domański 2005, p. 262].

It is estimated that shopping malls will constitute about 75% of commissioned 
modern sales area, although a tendency of such facilities to expand beyond agglom-
erations is predicted, as well as the fact that they will be located in smaller cities of 
about 100-200 thousand inhabitants, in which the largest growth is expected (shop-
ping malls under construction are located in cities such as Gorzów Wielkopolski, 
Kalisz, Leszno or Słupsk31). Other conclusions can be drawn on the basis of the Euro-
pean Retail Property 2011 report. Its authors predict that the highest growth in retail 
sales will take place in the countries of Central and Eastern Europe. In the devel-
oped countries of the so-called old Europe, the growth is supposed to be considerably 
lower. Forecasts relating to Poland predict that the trend will stabilise on a high level. 
The ranking of prospective locations of shopping malls include many regions of our 
country which occupy head positions on the list (Tab. 8).

Among places of the biggest shopping mall development potential until 2020, the 
following voivodeships [voivodeship – high-level administrative division unit, a prov-
ince] are included: Masovian Voivodeship (forecasted increase in surface of >80%), 
Małopolskie, Lubuskie, Świętokrzyskie, Wielkopolskie and Pomorskie Voivodeships 
(increase of >70% of surface), as well as Podlaskie, Podkarpackie, Lower Silesian, 

30 www.industrial.pl.
31 www.retailnet.pl.
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Kujawsko-Pomorskie, Łódzkie and Lubelskie Voivodeships (increase of >60% of sur-
face). Regions in which the development of modern trade is forecasted include also: 
Warmińsko-Mazurskie, Silesian, Zachodniopomorskie and Opolskie Voivodeships (in-
crease of >50% of surface).

Analysis of the data makes it possible to think that the retail sales sector will 
undergo a dynamic development. An important role will probably be played by new 
generation shopping malls which keep appearing in Polish cities and often constitute 
large-scale investments. However, the presented prognosis will have to be confront-
ed with the economic reality, as well as with the policy of local authorities. In the 
most countries of the European Union local governments will probably have to deal 
with the problem related to the disequilibrium in terms of the development of trade 
[Kłosiewicz-Górecka, Słomińska 2001, p. 49].

The saturation with modern commercial facilities, in particular shopping malls, 
approaches a critical point in many Polish cities. It will without a doubt be the fact of 
having sales area comparable with Western European cities (2 m2 per inhabitant). The 

Table 7

The purchasing power of some European countries

Purchasing power per 
resident in comparison with 

the European average

Number of 
countries

Number of 
residents

Value of the 
purchasing power in % 
for 42 countries in total

Examples of 
countries

220%-260%  3  2.0%  4.8%
Switzerland
Luxembourg
Norway

125%-175% 12 49.0% 70.8%
Austria
Denmark
Italy

100%-124%  3  8.8%  9.2%
Cyprus
Greece
Spain

50%-99%  5  4.3%  3.0%
Czech Republic
Portugal
Slovenia

25%-49%  9 23.2% 10.1%
Croatia
Poland
Turkey

<25%  9 12.6%  2.1%
Belarus
Bulgaria
Ukraine

Source: Own work based on RRF 2012.
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development of shopping centres takes place in an irrepressible way. New objects are 
established in large, medium-sized and small cities, and even in rural areas within 
the outer metropolitan zone. Investors are still looking for new locations, new form 
of centre (further generations), additional functions, which will become a source of 
a competitive advantage. In large cities, the model of consumption changes at the 
fastest pace. It is indicated mainly by the increase in wages, increase in expenditure 
on consumption of goods and services, increase in expectations referring to the com-
mercial offer, atmosphere and architectural form of commercial facilities, which are 
considered to be not only shopping places, but also places to spend one’s leisure time. 
Therefore, it is possible to predict higher expectations towards shopping mall inves-
tors who will make them attractive and competitive in commercial terms, also at the 
European level. At the same time, in the face of deepening social stratifi cation, pro-
gressive aging of the population and various preferences of buyers, traditional forms 
of trade, district and downtown, should be preserved, as well as fairs, bazaars and 
marketplaces which meet diverse needs of consumers. The biggest challenge for the 
development of retail chain of Polish cities in the upcoming years will be to maintain 
a balance between modern and traditional trade. The problem of coexistence of tradi-
tional and modern trade relates also to the Silesian Voivodeship.

Figure 9. Shopping malls in preparation in Europe in the years 2012-2013 (in thousand m2)
Source: Own work based on www.industrial.pl.

Studia Regionalia 37 - Heffner, Twardzik.indd   62Studia Regionalia 37 - Heffner, Twardzik.indd   62 2013-10-10   10:40:162013-10-10   10:40:16



63Chapter III. Development of Shopping Malls in Poland 

Table 8

 Regions of the EU in which the highest growth in retail sales is forecasted

Region Key town NUTS2 Country
Forecast retail sales 
growth 2010-2020

(%)
Mazowieckie
Yugoiztochen
Małopolskie
Malta
Lubuskie
Świętokrzyskie
Wielkopolskie
Stredni Cechy
Pomorskie
Yugozapaden
Sud-Muntena
Vest
Bucuresti-Ilfov
Podlaskie
Podkarpackie
Dolnośląskie
Kujawsko-Pomorskie
Łódzkie
Lubelskie
Praha
Warmińsko-Mazurskie
Nord-Est
Śląskie
Kozep-Dunantul
Zachodniopomorskie
Nord-Vest
Stredne Slovensko
Opolskie
Kozep-Magyarorszag
Nyugat-Dunantul
Zahodna Slvenja
Centru
Sud-Est
Jihozapad
Jihovychod
Bratislavsky kraj

Warsaw
Burgas
Krakow
Valetta
Gorzów Wielkopolski
Kielce
Poznan
Kladno
Gdansk
Sofi a
Pitesti
Timisoara
Bucharest
Bialystok
Rzeszow
Wrocław
Bydgoszcz
Lodz
Lublin
Prague
Olsztyn
Iasi
Katowice
Szekesfehervar
Szczecin
Cluj-Napoca
Zilina
Opole
Budapest
Gyor
Ljublijana
Brasov
Braila
Pilsen
Brno
Bratislava

PL12
BG34
PL21
MTO00
PL43
PL33
PL41
CZ02
PL63
BG41
RO31
RO42
RO32
PL34
PL32
PL51
PL61
PL11
PL31
CZ01
PL62
RO21
PL22
HU21
PL42
RO11
SK03
PL52
HU10
HU22
Sl02
RO12
RO22
CZ03
CZ06
SK01

Poland
Bulgaria
Poland
Malta
Poland
Poland
Poland
Czech Republic
Poland
Bulgaria
Romania
Romania
Romania
Poland
Poland
Poland
Poland
Poland
Poland
Czech Republic
Poland
Romania
Poland
Hungary
Poland
Romania
Slovakia
Poland
Hungary
Hungary
Slovenia
Romania
Romania
Czech Republic
Czech Republic
Slovakia

>80
>80
>70
>70
>70
>70
>70
>70
>70
>60
>60
>60
>60
>60
>60
>60
>60
>60
>60
>60
>50
>50
>50
>50
>50
>50
>50
>50
>50
>50
>50
>50
>50
>50
>50
>50

Source: [European Retail Property 2011, p. 15].
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