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The analysis of shopping behaviour in the context
of spending leisure time activities of consumers in the chosen
shopping centres in Vienna (Austria)

Abstract. The main aim of the article is a questionnaire based analysis of shopping behaviour in the context of spending leisure
time activities of consumers in shopping centres Donauzentrum and Millennium City in Vienna, the capital city of Austria, as well
as, the identification of potential differences caused by their location within the city and by varied offer and the diversity of their
individual operations. The research was conducted from November 2015 to February 2016 with 320 respondents (160 respondents
in Donauzentrum and 160 respondents in Millennium City). Millenium City was often visited by occasional consumers (proximity
of railway station and airport, near the city centre, centre with a hotel part, as well). Considering varied offer and the diversity
of operations (cinemas, night clubs, fithess centres, bars, restaurants, etc.), the consumers seldom stayed longer during a visit
(interval of 91-120 min was stated by 33.75% of the respondents). Donauzentrum was visited more often (i.e. purchase of daily
consumer goods). The consumers stayed shorter and spent less money.
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MitpikoBa fA.

KaHauaat reorpadiyHmx HayK, CTapwmii BUKnagad, pakynbTeT MEHEAKMEHTY,

MpewoBcbkun yHiBepeuTeT, MNpewos, Cnosaubka Pecnybnika

LlleHkoBa A.

KaHAnaaT eKOHOMIYHUX HayK, CTaplunin BUKNaaaY, akybTeT MEHEOXKMEHTY,

MpewoBcbkuin yHiBepcuTeT, lNpewos, Cnosaubka Pecnybnika

AHTonikoBa C.

acnipaHTka, Buknagad, hakynbteT MeHeoXMeHTY, lNpeloBcbkuii yHiBepcuterT, MNpewos, CnoBaubka Pecnybnika

Maposa B.

acnipaHTKa, BUKnagad, akynbTeT MmeHeaKMeHTy, MpeluoBcbkuii yHiBepeuTeT, Mpelwos, Crnosaubka Pecny6bnika

AHani3 cnoXkuB4oi NoBeAiHKM B KOHTEKCTi A03BiNA cnoXkusadis B 06paHux Toprosux LeHTpax BigHa (ABcTpifa)
AHoTauiA. OCHOBHOIO METOK CTaTTi € aHani3 CMoXMBYOi MOBEAiHKW Ni4 Yac AO03BiNA CNOXMBaYiB Y TOProBUX LEHTpax
«[JoHayueHTpyM» i «MineHiym ciTi» y BigHi, cTonuui ABCTpIi, 8 TaKOXX BUABMIEHHA NOTEHUIVHUX BiAMIHHOCTEN, BUKUKAHUX iX
po3TallyBaHHA, BiAMIHHICTIO TOProBesibHUX i po3BaXkanbHWX npono3uuin. [JocnigkeHHA B hOpMi aHKeTyBaHHA MPOBOAMIIOCA
3 nuctonaga 2015 poky no ntotuin 2016 poky. byno onutaHo 320 pecnoHAaeHTiB (160 pecnoHAeHTIB y «[oHayueHTpyM» i
160 pecnoHaeHTiB y «MineHiym ciTi»). «MineHiym ciTi» 4acTo BiABigyBanu BMNAAKOBI CMOXMUBaYi B 3B>A3KY 3 MOro BAANNM
posTawyBaHHAM (BNU3bKICTIO 3amni3HUYHOrO BOK3asly Ta aeponopTy, LEHTPY MiCTa M roTenbHUX KOMMJEKCiB). 3 ornAagy Ha
pisHOMaHITHY npono3wuuilo po3sar (KiHoTeaTpu, HiYHi Knybw, diTHec-ueHTpu, 6apu, pectopaHu i T.N.), cnoxusadi piako
3anuwanncAa B «MineHiym ciTi» poBwe 91-120 xBunvH, npo wo nosigomunu 33,75% pecrnoHAEHTIB. «[JoHayLeHTpym>»
pecrnoHAeHTV BiABigyBanu 4actiwe, HixX «Mineniym ciTi» (y 3B>A3KY 3 KyniBnelo TOBapiB LIOAEHHOTO CMOXWBAHHA), OAHAK
NPOBOAMN B HbOMY MEHLLE Yacy W BUTpadvanu MeHwe rpowen. Ha ocHoBi aHanisy aBTopuy AiMLAN BUCHOBKY, LLO Ha CMOXWUBYY
noBefiHKY B TOProBOMY LIEHTPI NepLU 32 BCe BM/IMBAE BiAMIHHICTb pO3BaXkasilbHUX NPOMNO3WLiiA.

KnioyoBi cnoBa: TOproBuii LEHTP; NOKYNKW; AO3BINMA; CNOXUBAHHA; «[oHayueHTpym»; «MineHiym ciTi»; BiaeHb; ABCTpiA.
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MuTpukosa fA.

KaHaupat reorpamyecknx Hayk, CTapLummn npenogasaresib, hakynbTeT MEHEAXKMEHTA,

Mpewosckunit yHueepcuTeT, MNpewos, Cnosaukaa Pecnybnuka

LlleHkoBa A.

KaHAnaaT 9KOHOMUYECKMX HayK, CTapLunii npenogasaTtenb, hakynbTeT MEHEAXXMEHTa,

Mpewosckuin yHuBepcuTeT, Mpewos, Cnoeaukana Pecnybnvka

AHTONuUkKoBa C.

acnupaHTKa, npenogasarenb, hakynbTeT MeHeaAXXMeHTa, NpelwoBcknii yHusepcuTeT, [Npewos, CnoBaukaa Pecnybnuka
Maposa B.

acnupaHTKa, npenogasaresb, akynbTeT MeHeoKMeHTa, lNpelwosckuii yHnsepcuTeT, MNpewos, CnosaukaA Pecnybnuka
AHanus noTpebuTeNbCKOro NoBeAeHNA B KOHTEKCTe Aocyra noTpeburtenen B BbiIbpaHHbIX TOProBbIx LLeHTpax BeHbl (ABCTpUA)
AHHOTaumA. OCHOBHOW LiENbIO AaHHOW CTaTbU ABNAETCA aHann3 noTpebuTensCKoro noBeAeHna BO BpeMA fgocyra notpeburenen
B TOProBbIX LeHTpax «[oHayueHTpyM» 1 «MunneHnym cutu» B BeHe, cTonuue ABCTpUM, a TakxXe BblABMEHNE NOTEeHUMaNbHbIX
pasnuyni, BbI3BaHHbIX UX MECTOMOSIOXKEHUEM, pasfininMeM TOProBbIX U pasBrekaTesbHbIX npeanoxeHuin. ViccneposaHue
B (hopme aHkeTupoBaHUA NpoBOAMNOCL ¢ HoABpA 2015 roga no despanb 2016 roga. buino onpoweHo 320 pecnoHAEHTOB
(160 pecrnoHaeHTOB B «[JoHayueHTpyM» 1 160 pecnoHAeHToB B «MunneHunym cutun»). «MunneHumym cutu» 4acto nocewianu
cnyyaviHble noTpebuTenn B CBA3W C €ro yaavHbIM pacnonoXxeHmem (6nn3ocTbio Xene3Ho40POXHOro BoK3ana u asponopTa,
LeHTpa ropoja 1 roCTUHUYHBIX KOMMNEKCOB). YUnTbiBaa pasHoo6pa3Hoe NpeanoXeHvwe passrevyeHnin (KuHoTeaTpbl, HOYHbIE
KNy6bl, UTHECC-UEHTPLI, 6apbl, pecTopaHbl U T.4.), NoTpedbuTenn peagko octaBanuck B «MunneHmym cutu» gonbwe 91-120
MUWHYT, 0 4eM coobwmnn 33,75% pecnoHAeHTOB. «[JoHayLeHTpyM» pecrnoHAeHTbl nocewanu vawe, 4yem «MunneHuym cutu»
(B NepByto o4epeapb, B CBA3W C MOKYMNKOW TOBApOB eXeAHEeBHOro noTpebneHns), o4HaKo NPOBOAWNN B HEM MEHbLLE BPEMEHU
W TpaTunu MeHblue aeHer. Ha ocHOBe aHanusa aBTOpbl cAenany BbiBOA, YTO Ha MOTPEOGUTENbCKOE NOBEeAEHUE B TOProBOM
LeHTpe B NepByIo o4epeab BANAET pasnuyne passrneKarenbHblX NpeasoXeHnn.

KnioyeBble cnoBa: TOProBbIvi LLEHTP; NOKYMNKKW; AOCYT; NoTpebneHune; «doHayueHTpyM»; «MunneHnym cutun»; Bena; ABctpua.

1. Introduction

In the last decade, a new trend of leisure time activities in
shopping centres has been observed. Shopping centres satis-
fy different needs of their customers, such as education, relax,
entertainment and leisure time activities. People go shopping
for long hours and spend their leisure time in shopping centres,
rather than in coffee shops or restaurants. We can speak about
a new trend of leisure time activities spending - a new form of
urban tourism.

2. Brief Literature Review

Nowadays, shopping centres present a new form of sales by
replacing traditional forms of shopping (in terms of centre-scale
stores) and transforming the buying habits of the new generation of
consumers (Marjanen, 1995; Szczyrba, 2005, Krizan, 2009; Trem-
bosova, 2010; Mitrikova, Tomcikova, & Lukacova, 2012; Krizan &
Lauko, 2014; Stefko, Bacik & Gburova, 2015) [1-7]. The shopping
centres are becoming not only the place of purchase, but also the
one where a wide range of services and cultural events are of-
fered in order to attract as many customers — potential consumers,
as possible (Krizan & Lauko, 2014; [6] Kunc, Krizan, Bilkova et al.
2016) [8]. Visitingisiting the shopping centre becomes an opportu-
nity for various social occasions and leisure time activities, which
is called leisure-time shopping (Guy, 1998 cit. by Spilkova, 2012)
[9]. Mitrikova, Tomcikova, & Lukacova (2012) [5], Mitrikova and
Cizmarova (2015) [10] deal with the issue within the city of Kosice
(Slovakia). According to the authors, there is a trend of spending
leisure time in the shopping centres, where whole families often
spend most of their leisure time by visiting shops, cinema, restau-
rants, children’s playground, or catching up with friends over a cof-
fee. The trend is increasing, because shopping centres are trying
to create positive experience for their visitors to make them come
back to the shopping galleries. In addition to shopping opportuni-
ties, according to the research of Szczyrba (2005) [2] in Olomouc,
Mitrikova, Tomcikova, & Lukacova (2012) [5] in Kosice, Krizan and
Tolmaci (2011) [11], Krizan, Bilkova, Kita et al. (2016) [12] in Bra-
tislava, Kunc et al. (2012, 2013) [13-14], Maryas, Kunc, Tonev et
al. (2014) [15] in Brno, Trembosova (2010) [4] in Nitra, Civan, Svo-
rad a Krogmann (2014) [16] in Voderady, the shopping centres are
becoming the places of the entertainment and leisure time activi-
ties for weekend. Therefore, Krizan and Lauko (2014); [6], as well
as Spilkova (2012) [9] and Timothy (2005) [17], report that in this
case shopping centres can also be considered as destinations for
tourism due to their range of services, events and attractions pro-
viding the appropriate recreational potential for the development
of urban tourism. In the past, the impulsive style of shopping was
dominated; two decades ago the consumers were limited by cen-
tre selection of shops and goods. In the 20th century, the shop-
ping became a form of leisure time activities. Shopping tourism is
defined by individual authors as follows. Timothy (2005) [17] con-

siders stone shops, mainly shopping centres, to be the places of
tourism implementation, as according to the author, large-scale
stores are not only about shopping, but also about leisure time
activities and entertainment. Kompasova (2010) [18] states that
the shopping tourism exists at home and abroad, mainly in the
areas with large concentration of permanent offer (i.e. Shopping
centres), but also in the places of occasional offer (e.g. markets,
exhibitions). Shopping tourism was defined as «shopping expe-
rience tourism». It can be characterized as a form of tourism which
participants are motivated to experience a good feeling of buying
specific items in a given destination. According to Civan, & Krog-
mann (2012) [19] shopping tourism is a modern form of tourism
by which the need for spending of leisure time, in this case shop-
ping, is met. It acts as primary as well as secondary motivation for
the realization. Vystoupil & Sauer (2006) [20] state that it is a form
of the tourism experience realized on the basis of experience mo-
tivation and benefit from shopping (specific) items at the destina-
tion. Paskova, & Zelenka (2002) [21] define it as a form of pseudo
tourism (non-standard form of tourism that is not targeting tradi-
tional functions, such as physical and mental recovery, recreation
or learning) that participants are motivated by the purchase pos-
sibility of cheaper or not easily available goods. Kurek (2007) [22]
presents that shopping tourism refers to tours that the main aim is
to obtain certain products and services that are not considered to
be tourist services. Based on the relationship between shopping
and tourism, Butler (1991, in Timothy, 2005) [17] defines the dif-
ference between them. Hence, when the primary motive of a tour
is shopping, it is called «shopping tourism». On the other hand,
if shopping is the secondary activity of a tourist, it is called «tou-
rist shopping». Nowadays, shopping has become one of the op-
tions of leisure time activities and recreation of the population (Ci-
van, & Krogmann 2012) [19]. These facts have changed not only
the image of the country, but also shopping habits and life of the
population.

3. The purpose of the article is to analyze shopping beha-
viour and leisure time activities of the consumers in Donauzen-
trum and Millennium City in Vienna, the capital city of Austria,
as well as identify potential differences caused by their location
within the city and diversity of their operations.

4. Results

There are fewer shopping centres in Vienna, than in
Prague or Budapest. They were built mainly on the outskirts of
the city. For instance, Shopping City Sud. Overall, Vienna has
11 shopping centres (see Figure 1). The capital city of Austria has
32 business units, including a variety of department stores, with
the total area of 818,950 square meters. It is important to mention
that the impact on other centres, their supply, population struc-
ture and transport accessibility is taking into consideration before
the approval of building plan (Spilkova 2012) [9].
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Our research was conducted in two shopping cen-
tres, namely, Donauzentrum and Millennium City. Do-
nauzentrum is an architecturally arranged and sim-
ply structured shopping centre. During the last thirty
years it has become an important place for inhabitants
of Vienna, especially the Donaustadt district, not on-
ly for shopping but also spending their leisure time. It
was opened in 1975 and after total reconstruction and
modernization in 2010, it covers an area of 112,000
square meters. In 2012, the entertainment centre
DonauPlex underwent modernization by extending
its gastronomic offer; moreover, the cinema is already
equipped with the latest IMAX technology. The advan-
tage of the centre is that prices are lower than in stores
in the city centre. Thanks to a wide range of goods,
restaurant offers and the cinema, long-lasting compe-
titiveness has been maintained (Sikos, 2013) [23].

Millennium City is, thanks to its design, the most
modern shopping centre in Vienna. It was opened in
1999 near the bridge Brigittenauer in the 20" district.
The architects Gustav Peichl, Boris Podrecca and
Rudolf F. Weber created the first Austrian «city within a
city» concept by combining office and residential areas
with shopping and entertainment centres. The building
is 202 meters high (the third highest in Austria). There
are more than 100 shops, 30 bars, cafes, restaurants as
well as entertainment facilities, such as UCI KINOWELT
Millennium City - the largest and most popular cinema, on an
area of 130,000 square meters. One of the great advantages
of the shopping centre is its location just few minutes from the
city centre (about 11 minutes). Moreover, New Danube, Donau-
park and Danube Island are also easily accessible. Millennium
City is annually visited by more than 13 million visitors, mainly
thanks to its location. In addition, its central location makes the
shopping centre a part of an important traffic hub: Schwechat air-
port (15 minutes), the Westbahnhof (16 minutes) or Sudbahnhof
(19 minutes) (Sikos, 2013) [23]. Harry’s Home Hotel, located in
the five floors of the Millennium Tower, offers attractive accommo-
dation in 97 rooms.

The comparison of a consumers’ age structure in the
chosen shopping centres

There was 51.25% of the total number of respondents in
Donauzentrum in the age group under 35 years old. According to
Guy (1998) [25] this group of the customers plays a major role in
the shopping malls. The second biggest group was the age ca-
tegory from 36 to 50 y.o. (27.50% of the respondents). There were
12.50% respondents in the age category of 66 years and only
8.75% respondents were aged from 51 to 65 y.o. The age cate-
gory below 35 was even more numerous in Millennium City with
46.25%. This generation is defined as «generation Y», or «millen-
nium generation». It can be said that this age group has a higher
income and better economic security, which affects their lifestyle
and increased consumption. There were 25% of the respondents
in the age group from 35 to 50 y.o0., 20% of the respondents aged
from 51 to 60 and only 8.75% of the respondents over 66 y.o.

x2 - Test of Independence

Based on the x? test of independence, a relationship bet-
ween age of the respondents in shopping centres Donauzentrum
and Millennium City was examined. The null hypothesis is sta-
ted as «There is no relationship between age of the respondents
in Donauzentrum and Millennium City shopping centres». The
observed and theoretical values were compared using »*-test,
p-value was 0.225923, which means that at the significance level
of ex = 0.05 the null hypothesis was not rejected. Therefore, there
is no relationship between age of the respondents in Donauzen-
trum and Millennium City shopping centres.

Test for equality of proportions

We wondered whether there were more than 50% of res-
pondents in the age group below 35 y.0. The null hypothesis
p1=0.5 was tested. The alternative hypothesis was chosen to
be H1: p1>0.5.

ECONOMICS AND MANAGEMENT OF ENTERPRISES

A — Lugner City, B — Ringstrassen Galerien, C — Gasometer City, D — Millennium City,
E — Galleria Landstrasse, F — Q19, G — Shopping City Sud, H — Shopping Centre Nord,

| - Donauzentrum, J - Auhof-Centre, K — Riverside

Fig. 1: The location of the biggest shopping centres within the city of Vienna

Source: Sipos, 2013

The test statistic for the shopping centre Donauzentrum
equalled 0.223676708 and for the shopping centre Millennium
City equalled -0.67272. Quantile: 1.64485

Asitis nottrue that 0.223>1.644854 and -0.6727>1.644854,
it means that the null hypothesis was not rejected, i.e. there
was 50% of the total respondents younger than 35 y.o.

The comparison of shopping frequency in the chosen
shopping centres

Our research was focused on the frequency of visits in the
shopping centres (Figure 2). The most frequent answer of the
respondents in Donauzentrum was several times a month, pre-
sented by 25% of the respondents.

The second most frequent answer was several times a
week with 22.5%. Donauzentrum was visited once a week by
21.25% of the respondents and once a month by 15% of the
respondents. Only 5% of the respondents visited Donauzen-
trum every day. On the other hand, in shopping centre Mille-
nium City the most frequent answer was once a week, sta-
ted by 26.25% of the respondents. Millenium City was visited
several times a month by 25% of the respondents. There were
23.75% of the respondents who came to the shopping centre
approximately once a month. The answer several times a week
was given by 11.25% of the respondents and the answer rarely
was chosen by 10% of the respondents. Only 3.75% of the re-
spondents visited Millennium City on a daily basis.

The comparison of time and money spent in the chosen
shopping centres

The biggest number of the respondents, 38.75%, sta-
ted that they spent from 61 to 90 min in Donauzentrum. In

Fig. 2: The frequency of visits in the shopping centres
Donauzentrum and Millennium City
Source: Own processing
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less frequent visits of Millennium City shopping centre is its lo-
cation (proximity to the city centre, airport, good access from
Westbahnhof and Sudbahnhof) and often visits of occasio-
nal consumers. Considering varied structure of operations in
Millennium City (Ocean Park with an area of 4,000 m? offering
bowling alleys, video games and other entertainment options;
A-danceclub over-21, one of the most popular dance clubs in
Vienna; Holmes Place Fitness Club with a premium fitness of-
fer; many bars, restaurants, etc.), it is obvious that consumers
stay longer during their visit. The interval from 91 to 120 minutes
was stated by more than a third of the respondents. Donauzen-
trum is visited more often, but its consumers spend shorter time
in the shopping centre and, on average, spend less amount of

Fig. 3: Time spent in the shopping centres Donauzentrum money, considering the fact that they do mostly the purchase of
and Millennium City daily consumer goods. Therefore, in conclusion, it can be stated
Source: Own processing that customer preferences in selecting a shopping centre and

the length of time spent in a shopping centre depend not only
Millennium City the most frequent time interval was 91-120 min on their accessibility, but also on diversity in the offer, variety of
presented by 33.75% of the respondents (Figure 3). individual operations of shopping centres and consumers’ moti-
The largest group of the respondents, 21.25% (17 respon- vation (shopping, relaxation, sports, cinema, etc.), as well.
dents), spent 51-70 euro and 71-100 euro
per purchase. None of the respondents
spent more than 200 euro per purchase.
The least frequent answer in both shop-
ping centres was the interval of 180 min
(2.5%). A number of 19 respondents,
23.75%, spent 71-100 euro in Millen-
nium City. In addition, none of the res-
pondents spent less than 10 euro and
more than 200 euro per purchase. The
results are presented in Figure 4.
5. Conclusion
Nowadays, shopping centres offer
a wide range of shops, services as well
as various cultural or sporting events.
Therefore, they have become a popu-

lar and vjsited place not only for regu- Fig. 4: Average amount of money spent in the shopping centres
lar shopping, but also for spending of lei- Donauzentrum and Millennium City
sure time activities. The main reason of Source: Own processing
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