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Abstract
Seniors represent an important group of consumers for two reasons. The first 
reason is their specific consumer behaviour, differing from any other generation 
of consumers. The second reason is their growing number in many countries, 
including Slovakia. Consequently, increased attention has recently been paid to 
this group of consumers. The paper aims to evaluate the consumer behaviour of 
seniors visiting shopping malls in Bratislava (Slovakia) from the spatial context by 
using GIS tools. The consumer behaviour of seniors (60+) was analysed in terms 
of the changing distance between the address of residence and shopping mall, 
in the context of two variables: monthly income and time spent at a shopping 
mall. The study results show that distance continues to play a significant variable 
in understanding the consumer behaviour of seniors.

Key words
Seniors, consumer behaviour, shopping malls, Bratislava

INTRODUCTION

Studying the consumer behaviour of the post-productive population may be con-
sidered as being of current interest, as in the context of demographic changes we 
are likely to see an increase in marketing emphasis toward this age group in the 
near future, with this age group becoming crucial given its growing consumer po-
tential (OECD, 2017), not just in developed countries, but also developing coun-
tries. Despite the radically different quantitative dimension of disposable income 
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of Slovak pensioners compared to the countries of Western Europe (Michálek and 
Výbošťok, 2019), the gaping regional differences within the territory (Bratislava) 
and the rest of Slovakia must also be emphasised (Káčerová and Ondačková, 2015). 
At the same time it is important to note that in the coming years the share of sen-
iors will grow in proportion to the population due to demographic developments, 
both in Slovakia as well as in other countries of Central and Eastern Europe. Analy-
ses forecast that within 15 years it will be seniors who will form most consumption 
in the developed world (McKinsey, 2016). Given the above, the understanding and 
studying of this group of consumers forming the “silver economy” will attract grow-
ing interest of the public and the scientific community (Klimczuk, 2016).

In this context, a  specific situation is arising in the post-socialist countries 
of Central and Eastern Europe, where the absolute increase in seniors will be 
dramatic and, between regions, greatly differentiated (Káčerová and Ondačková, 
2015; Ondáčková et al., 2018). Concurrently, it can be assumed that the different 
qualities, preferences and perceptions of these seniors, compared to their Western 
European counterparts, will require special emphasis on their study (Kunc et al., 
2013). Will the focus, in the post-socialist countries, turn to senior consumers, as 
it has in some developed countries today (e.g. Japan)? Against this background, 
it will be in the interest of retail management, shopping malls and retail chains to 
modify their strategies in the retail landscape in order to appeal to this growing 
consumer and unique group of seniors, who to a certain degree remain an ignored 
market segment. Since research shows that seniors exhibited different qualities 
(e.g. more time and experience), possibilities and also requirements for goods 
(Ford et al., 2016), technical assistance or shop environment (Angell et al., 2012; 
Luck and Benkenstein, 2015), it will be important to adapt shopping malls, which 
are becoming increasingly popular in Slovakia (CBRE, 2019).

Spatial features, as part of the comprehensive and distinctive consumer behav-
iour of seniors, represent yet another area that has been the subject of relatively 
little research in this regard. Despite the relatively little interest in researching the 
spatial tendencies of this population group in Slovakia, it is necessary to point out 
the overall importance of such study (Križan et al., 2018; Križan and Lauko, 2014). 
The reason is precisely the uniqueness of the consumer behaviour of seniors in 
many aspects, which naturally determines their different spatial behaviour.

OBJECTIVES

The paper aims to provide a  spatial analysis of the consumer behaviour in 
post-productive consumers in selected shopping malls in Bratislava (Slovakia). The 
shopping malls analysed rank among the most attractive and most visited malls: 
Aupark, Avion Shopping Park (Avion SP), Bory Mall, Central, Eurovea. The paper fo-
cuses on spatial data analysis through geographic information systems (GIS), tak-
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ing account of four aspects. The first aspect is the quantitative change in the num-
ber of respondents due to the changing address-to-mall distance. Subsequently, it 
is analysis of the main shopping zones of the respondents for each of the shopping 
malls analysed. The third aspect examined is an analysis of the links between the 
address-to-mall distance and respondents’ spending at shopping malls. The last 
aspect is the impact the distance has on the time spent at a shopping mall.

THEORETICAL FRAMEWORK

Consumer behaviour can be characterised as a process that individuals or groups 
pass through in the selection, purchase, use and disposal of goods, services, ideas 
or experiences to satisfy their needs and desires (Solomon et al., 2018). Recently, 
in addition to “traditional” disciplines such as sociology and economics, there has 
been an increase in the number of scientific disciplines (not just social) looking into 
consumption and consumers. Such expansion of research is linked to the study of 
consumer behaviour as a response to changes that result from or are part of glo-
balisation, something that reflects also geography.

The semantic definition of the term ‘senior’ as well as the age determination is 
rather problematic. In the retail context, the term ‘senior’ has many synonyms such 
as old consumer, retiree, silver surfer, mature consumer and many others (Zniva 
and Weitzl, 2016). The bottom age limit of seniority can be 55 years (e.g. Kohinoki 
and Marjanen, 2013), 60 years (e.g. Myers and Lumbers, 2008; United Nations, 
2017). The most widely used age limits in this context are the milestones of 55 and 
65 years of age, and depending on the study (and its objectives) the bottom limit 
may range 45 to 69 years of age (Zniva and Weitzl, 2016).

The rapid increase in the population of seniors can be seen long-term through-
out the world, including in the Slovak population. These unprecedented demo-
graphic changes will have and already have had a  number of implications. The 
outcome is, in particular, the economic and commercial development focused on 
this growing market segment, also termed the “silver economy”, “silver consumers”, 
or “silver market” (Lesáková, 2013; Klimczuk, 2016). Understandably, the growing 
number of seniors is closely linked to their growing share in the consumer market. 
Projections indicate that seniors aged 60 or more are expected to annually spend 
$15 trillion in 2020, generating more than a third of global consumption growth 
(Dobbs et al., 2016).

Today we see a move toward equal interest among the scientific community’s in 
research into the consumer behaviour of teenagers (Arslan et al., 2010; Spilková and 
Radová, 2011; Muratore, 2016; Uddin and Khan, 2016; Valaei and Nikhashemi, 2017; 
Pooler, 2018) and seniors or post-productive consumers (Pettigrew et al., 2005; 
Myers and Lumbers, 2008; Lesáková, 2013; Tomazelli et al., 2017; Križan et al., 2018). 
In practice, though, the emphasis remains on toward young consumers (Moschis, 
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2003), who are often more readable than consumers of an advanced age (Myers 
and Lumbers, 2008). Against this background, we are analogously witnessing 
weaker adaptation of products and services in practice in connection to seniors, 
though the situation in the retail sector is somewhat better (McKinsey, 2016).

The consumer behaviour of seniors cannot be perceived homogeneously and 
generalisations are hard to reach. The reason for this lies not just in the number of 
variables characterising a given individual at present, but also in past events linked 
to such an individual’s life, determining his/her current perception (Moschis, 2012). 
For instance, seniors may be parents, grandparents, great-grandparents, and at the 
same time be economically active in different ways or not at all, where all these 
factors hold implications directly or indirectly for their consumer behaviour.

A particular topic of consumer behaviour research is, as indicated in Ahmad 
(2002), the age or the aging, which must be viewed in this context as multidimen-
sional (biological, psychological, social aging) and not only as a simplified chron-
ological sequence (age measured by years lived). The “cognitive age” is of specific 
significance (Szmigin and Carrigan, 2000; Myers and Lumbers, 2008). Paradoxically, 
as shown in the overview study of Zniva and Weitzl (2016), the chronological age 
dominates despite its explicit limitations. For this reason, the concept of an average 
consumer requires a  careful and critical approach, as it is a  greatly simplified 
concept that does not reflect actual consumer behaviour (Szmigin and Carrigan, 
2000; Incardona and Poncibò, 2007; Myers and Lumbers, 2008). Analogously, 
generalisations working exclusively with the chronological measurement of age 
require a sensitive approach.

Consumer behaviour in post-socialist countries, such as Slovakia, is charac-
terised by certain peculiarities (e.g. Zagata, 2012; Križan et al., 2015; Bilková et al., 
2016). This concerns not just the time lag in the diffusion of trends and gradual 
efforts to pursue convergence in today’s European Union (Ganesh, 1998), which 
may be seen for instance in the currently rising preference for organic food (Dabija 
et al., 2018). These are different value properties (Lebedeva et al., 2018), preferenc-
es and perceptions (Bilková et al., 2016; Kunc et al., 2013) in contrast to consumers 
of advanced age, for example in Western Europe, which stem from a  different 
historical development and other aspects of the retail environment (Križan et al., 
2018; Kunc and Križan, 2018; Spilková, 2018).

The specifics of the consumer behaviour of seniors are, viewed through the 
heterogeneity of this demographic group (Myers and Lumbers, 2008), a mystery 
naturally transpiring also in post-socialist countries with some specific features 
(Lebedeva et al., 2018). The transformation of the retail sector, which implied 
changes in consumer behaviour in these countries, also played a role (Spilková, 
2012). Angell et al. (2012) emphasises the importance of the shopping environ-
ment, shop design, and for a certain fraction of seniors also social interaction with 
employees or shop customers. On the other hand, Luck and Benkenstein (2015) 
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found that the overcrowding of shops has a negative impact on the satisfaction 
of the elderly in connected to the infringed personal space. In reference to the 
interaction between seniors and shop staff, the competence and approach of em-
ployees must be taken into consideration as a relevant variable (Pettigrew et al., 
2005). At the same time, older customers usually prefer employees of equal age 
(Wägar and Lindqvist, 2010). Research to date indicates that seniors are, due to 
their life experience and relative abundance of time, less prone to the impulsive 
shopping common among teenagers (Muratore, 2016). The relative abundance of 
time among older consumers also means different methods of decision-making in 
shops (McKinsey, 2016). Ford et al. (2016) notes that seniors represent a sensitive 
consumer segment inadequately considered by producers, which is evident from, 
for instance, older consumers’ interaction or manipulation with packaged goods.

The spatial characteristics of consumer behaviour of the elderly reflect their 
specific needs manifested in space. The outcome is the involvement of geogra-
phers in the interdisciplinary issue of consumer behaviour (Bilková et al., 2016). 
Consumer behaviour research (of seniors) is usually presented in this context by 
local case studies (e.g. Marjanen, 1994; Spilková and Hochel, 2008; Bilková and 
Križan, 2014; Trembošová et al., 2016).

DATA AND METHODS

Primary data for the research was obtained through a questionnaire survey con-
ducted in months of April and May 2017. The analysis concerned post-productive 
consumers aged 60 years or more at the date of conducting the survey. Respond-
ents (n = 334) were questioned in five shopping malls (Tab.1) of Bratislava (Fig. 1). 
In addition to the condition linked to the permanent residence in Bratislava, we 
deducted those respondents whose permanent address location failed to corre-
spond to the concentric zones of the particular shopping malls determined by us.

Table 1 	 Number of respondents by address–to-mall distance (n = 334)

2 km 5 km 10 km 15 km Total

Avion SP 16 (27.12%) 18 (30.51%) 18 (30.51%) 7 (11.86%) 59 (100%)

Aupark 27 (32.93%) 26 (31.71%) 21 (25.61%) 8 (9.76%) 82 (100%)

Bory Mall 6 (9.23%) 12 (18.46%) 33 (50.77%) 14 (21.54%) 65 (100%)

Central 20 (27.78%) 31 (43.06%) 18 (25.00%) 3 (4.17%) 72 (100%)

Eurovea 18 (32.14%) 26 (46.43%) 12 (21.43%) - 56 (100%)

Total 87 (26.05%) 113 (33.83%) 102 (30.54%) 32 (9.58%) 334 (100%)

Source: Own calculation



Roman NAJDENÝ, František KRIŽAN, Kristína BILKOVÁ, 
Michala SLÁDEKOVÁ MADAJOVÁ, Daniel GURŇÁK

Folia Geographica, Volume 61, No. 2, 126–143, (2019)   •   131

Of the total number of 334 respondents, 40.5% were men and 59.5% were 
women. The average age of respondents was 68.9 years, with a  median age of 
69 years. In terms of the educational structure, the least numerous group was 
represented by seniors with basic education (3.3%). The most numerous level of 
education among seniors was secondary education (56.2%), followed by university 
education (40.5%).

Figure 1 
Territorial definition and spatial distribution of respondents

Source: Author’s survey, 2017

The questionnaire survey consisted of a broad range of questions, while the 
paper works with only a few selected attributes such as, primarily, the permanent 
address location (street and number), the average time spent by respondents at 
shopping mall, the average monthly income, the share of monthly income spent at 
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shopping mall, and denomination of the most important factor in choosing a pre-
ferred shopping mall.

The data obtained from the questionnaire was geocoded and concentric zones 
were created for each of the five shopping malls (Fig. 2). Replies were subsequently 
grouped by the respondent’s  address location in relation to the shopping mall 
where the respondent was questioned (Tab.1).

The paper used the questionnaire survey method by using a controlled inter-
view with respondents (Rochovská et al., 2014). The data was processed in the 
GIS environment, using the spatial analysis with the aid of Kernel density (Tierno 
et al., 2013) and Multiple Ring Buffer zones (Križan et al., 2018). The purchasing 
zone analysis is perceived within this paper as a spatial distribution of potential 
shopping mall consumers. In terms of methodology, this analysis can be performed 
through Kernel density, which is a function performing a parameter-free estimate 
of the density of a different variable (Rosenblatt, 1956). In other words, it expresses 
the relationship between the frequency of occurrence of an element in a particular 
territory, based on the distance between individual elements in space. Primarily, 
the elements analysed have the same weighting, but we can define for them any 
selected weightings. As an example we can state the definition of a greater weight-
ing for population in retirement age whose visit to the pharmacy in question is 
more likely. Depending on the weighting we define for the elements, this is reflect-
ed in the frequency of the given element occurring in the space. Despite several 
types of nuclear density estimation function (cf. Silverman, 1986), their choice is ir-
relevant for the survey quality and output analysis according to W. Härdle (1991), as 
they offer high reliability. The Kernel density calculation can be done in the ArcGIS, 
using the Kernel Density tool, which is part of the Spatial Analyst tool kit. Its result 
is a map output showing the different concentration of a given phenomenon in 
space, which in general may be interpreted in terms of colour intensity, the greater 
intensity of colour of the territory, the higher the concentration.

Impact of commute distance of seniors

Distance, along with other aspects, is one of the key elements when consumers 
are choosing a shopping mall (Marjanen, 1994), as confirmed by our survey, where 
31.74% of the respondents identified accessibility (or a synonym of the term) as 
the most important factor in choosing a shopping mall. When analysing the spatial 
characteristics, it is necessary to consider also the allocation of shopping malls (Fig. 
1), where in particular Bory Mall and partially Avion SP feature, in contrast to other 
malls, the character of a suburban shopping mall, reflected in the specific relation-
ship between the number of respondents and distance (Tab. 1). Above all, this con-
cerns the growing number of visitors in relation to the distance from the Bory Mall. 
The cause here is likely to be the allocation of the majority consumer base.
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On the other hand, in terms of its location, the Eurovea shopping mall is con-
sidered part of the historical centre of Bratislava (Križan et al., 2015). Our analysis 
showed a  non-linear relationship between increasing distance and descending 
number of respondents, with the anomaly of the Bory Mall caused by its very 
marginal location with regard to Bratislava as well as by other specifics.

Aupark shopping mall reaped the largest share of respondents – residents in its 
immediate vicinity (relative to the shopping mall) of 0 to 2 km, where the distance 
of 2 to 5 km included the shopping malls Eurovea, Central, Avion SP, and Bory Mall 
in the distance of 5 to 10 km (Tab.1). The spatial distribution of respondents per 
surveyed shopping mall and their location in the framework of the given distance 
zone is shown in Fig. 2, where the tendencies and distributions in space described 
above can be observed.

Figure 2 
Concentric zones of surveyed shopping malls in Bratislava

Source: Author’s survey, 2017
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Shopping areas of seniors in Bratislava

When analysing the shopping zones with regard to the shopping malls in question, 
we assumed representativeness of the survey sample on the basis of which the 
zones were delimitated, from where the visitors came, for each of the shopping 
malls in question using the Kernel density tool (Fig. 3).

Figure 3 
Shopping zones of selected shopping malls of Bratislava

Source: Author’s survey, 2017

Based on the Kernel density analysis of the respondents’ residence address-
es, a shopping zone was deemed to constitute a locality with a coefficient value 
exceeding 1.3535. Subsequently we arrived to the following conclusions. The 
shopping zones for the Eurovea shopping mall are primarily the city districts of 
Staré Mesto, Nové Mesto, the adjacent district of Ružinov and Petržalka. In the 
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case of the Central mall, these were the city districts of Staré Mesto, Nové Mesto 
and Ružinov. As for the Aupark shopping mall it was Petržalka, Staré Mesto and 
Ružinov. The source city districts of the Avion SP were Ružinov, Petržalka, Dúbravka 
and Nové Mesto. In the case of the Bory Mall it was Staré Mesto, Karlova Ves and 
Dúbravka (Fig. 3). The results obtained correlate with more detailed research by 
Bilková and Križan (2014) concerning urban districts, underlining the justification 
of the above statements.

These findings can be used to optimise the (absent) direct public transport 
routes between the sources of shopping zones and the shopping malls (Bory Mall, 
Avion SP). The results can likewise be applied to more targeted addressing of mar-
keting adverts to potential senior visitors to the shopping malls in question.

Distance of residence as an indicator of seniors’ consumer behaviour

The issue of income receives much attention, as it is one of the most important 
factors affecting consumer behaviour (Vadim, 2009), along with other factors such 
as education, age, etc. (Li and Houston, 2001).

In this section we analysed the relationship between the average monthly 
income of seniors at the given distance zone from the visited shopping mall 
(Fig. 2). In this context, the values obtained, with the exception of the seniors in 
Aupark shopping mall, show no relevant statistical dependence or tendency. 
Senior respondents at Aupark shopping mall are an exception, showing a linear 
dependence between the increasing distance from their home and the respond-
ent’s average monthly income. It is also interesting to note that, given the average 
Slovak pension of €425 for February 2017, all the monitored groups receive 
a significantly above-average pension income. We see the cause in the context of 
consumer behaviour, as low-income groups of seniors, in our opinion, come up 
against higher prices in shopping malls. The second cause lies in regional differenc-
es, with a higher average pension income being a typical feature for the Bratislava 
region and its background in comparison with the rest of Slovakia.

The opposite situation arose in analysing the share of spending at a shopping 
mall from the respondents’ monthly income in distance zones from the shopping 
mall. Here, there is a  noticeable relationship between distance and consum-
er’s spending, when the average spending of respondents for all shopping malls, 
other than those for Aupark shopping mall, grew in line with the address-to-mall 
distance. Paradoxically, respondents at the Aupark shopping mall demonstrated 
exactly the opposite relation, where the share of spending in the seniors’ income 
declined with the increasing address-to-mall distance. These results indicate a sig-
nificant impact of distance on the senior consumer behaviour, while contrasting 
results for the Aupark shopping mall indicate intriguing features of this long-term 
successful shopping mall (Sikos, 2010; Kunc et al., 2016).
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The respondents’ role was to express an opinion on a hypothetical question: 
There are two shopping malls and are approximately equidistant. A. Will the size 
of the shopping mall decide on the purchase? B. Will the additional services of the 
shopping mall decide on the purchase? We used the Likert scale: strongly agree, 
agree, disagree, strongly disagree, no opinion. More than half of the seniors (57%) 
strongly agree and agree that the size of shopping mall (gross leasable area) is 
decisive for the selection of the purchase location in a hypothetical case (Fig. 4A). 
Even more important for the selection of purchases from two approximately 
equally distant shopping malls are additional services (restaurants, cinema, banks, 
doctor, etc.). Almost 2/3 of the respondents totally agree or agree with this state-
ment. Only 20% of respondents disagree or totally disagree (Fig. 4B).

Figure 4 
Perceptions of seniors for the selection of the purchase location in the case  

of two shopping malls that are approximately equidistant  
(A - The size of the shopping mall will decide on the purchase; B - The additional services of 

the shopping mall will decide on the purchase)
Source: Author’s survey, 2017

We used a paired sign test to assess the statistical significance of the findings. 
Based on its results we can say that visitors for purchase location prefer additional 
services rather than size of shopping mall at a significance level of 5%. Up to 47% 
of respondents gave higher ratings to additional services compared to shopping 
mall size, 42% of people rated services and size in the same way, and 11% of re-
spondents considered shopping mall size a decisive factor in choice. These findings 
(based on the assessment of significance level) lead to the conclusion that that 
additional services are a significantly more important factor for purchasing than 
the size of a shopping mall if the shopping mall are equidistant from each other.

Another task was to find out which factor of shopping mall choice is the most im-
portant for seniors. Of all the answers (which we grouped into six classes: distance, 
tenant mix, services, feelings, price and others), we found that up to 41% of them 
consider the accessibility (distance) of a shopping mall as the most important factor. 
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The second most important factor is the additional services (27%). The price is in the 
third place of importance, feelings have a greater impact than tenant mix (Fig. 5). 
The Chi-square test was used to determine that the frequencies were statistically sig-
nificant and and it was confirmed that the differences found were not due to chance.

Figure 5 
Factors influencing the shopping mall choice for purchasing

Source: Author’s survey, 2017

Impact of distance on the time respondents spend at a shopping mall

The amount of time spent at shopping malls depends on a number of objective 
(availability, price of goods, etc.) and subjective (personal preference, ancillary ser-
vices, etc.) factors (Križan et al., 2015). At present, consumers frequently place em-
phasis on subjective factors when they are in preference of more distant shopping 
malls for a certain subjective reason (Handy and Clifton, 2001).

The analysis of the average time spent by seniors at a given shopping mall with 
regard to their place of residence showed that the shopping malls in question 
indicated two distinctive features in the behaviour of their consumers. Seniors 
living in the immediate distance (0 to 2 km), as well as those living at the maximum 
distance analysed (10 to 15 km) from the shopping mall visited, achieve in total 
below-average values of time spent at the shopping mall compared to other zones 
(Tab. 2). On the other hand, seniors living in distance zones of 2 to 5 km as well as 
5 to 10 km indicate significantly above-average values of average time spent at 
shopping malls (Tab.2). We view this specific feature in the consumer behaviour of 
seniors in the context of their residence as interesting, and in our opinion it reflects 
different reasons for visiting a shopping mall in relation to their overall accessibility.

In terms of the average time spent by seniors at shopping malls, Aupark and 
Bory Mall achieve the highest values, with respondents staying the shortest time 
at Central and Avion SP (Tab. 2). The Aupark leadership may be seen as yet another 
specific feature underlining the success of this shopping mall, while the higher 
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values behind the Bory Mall indicate rather the phasing out of some sort of a “dis-
covery” stage of this, at the time of our survey, relatively new shopping mall in 
Bratislava.

Table 2 	 Time (in min.) of seniors spent at shopping malls in relation to the address-to-mall 
distance (n = 334)

2 km 5 km 10 km 15 km average

Avion SP 79.38 82.50 91.11 71.33 81.57

Aupark 91.48 88.27 95.95 61.25 88.65

Bory Mall 75.00 86.67 94.15 80.00 87.60

Central 71.05 87.17 80.83 84.17 81.16

Eurovea 69.50 90.19 91.66 - 83.86

Source: Own calculation

CONCLUSIONS

In the paper we analysed selected spatial aspects of consumer behaviour of the 
post-productive population (seniors) visiting five selected shopping malls (Avion 
SP, Aupark, Bory Mall, Central, Eurovea) in Slovakia’s capital city, Bratislava. Despite 
the limitations of our research relating to the size of the research sample and the 
possibility to generalise the findings for other locations, we consider our results to 
be relevant and enriching information about consumer behaviour of this growing 
and unique market segment of consumers.

From the analysed aspects of consumer behaviour of seniors, it emerged that 
the distance or accessibility of a shopping mall is one of the fundamental factors 
determining seniors’ decision-making. Paradoxical, in this context, is our finding 
that the shopping zones of some shopping malls (Bory Mall, Avion SP) defined for 
the selected category of consumers (seniors) currently lack a direct public transport 
connection. With regard to the share of expenditure spent at a shopping mall out 
of the monthly income of respondents, we found that in the case of all shopping 
malls, with the exception of Aupark shopping mall, this spending increased in line 
with the distance of the seniors’ place of residence from the mall. The distinctive 
position of Aupark as a successful and specific shopping mall (Sikos, 2010; Kunc 
et al., 2016) is also underlined by the linear dependence between the increasing 
address-to-mall distance and the average monthly income of the respondent. 
The amount of time spent by seniors at a shopping mall proved to be significantly 
determined by distance, with the main reason for variability being seen in the dif-
ferent reasons for visiting the shopping mall. The paper confirmed the results of 
several studies (e.g. Marjanen 1997, Handy and Clifton, 2001) that distance remains 
a significant variable in understanding consumer behaviour. The research results 
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correlate with other local studies (Bilková and Križan, 2014; Križan et al., 2015), 
which can be evaluated positively in relation to the nature of our findings. On 
the other hand, it should be noted that some studies hold out different results. 
The time and money it takes to reach the consumer space and the price of the 
target product affect the consumption behavior at the same time. With the rapid 
development of urban transportation, the distance and time cost for consumers 
to buy products are greatly reduced. Therefore, the impact of traffic factors on the 
formation of consumer spatial clustering is decreasing (Fan et al., 2019). The reason 
may be different methodology as well as real different behavior of seniors consum-
ers in different economies. Motorization of seniors in Slovakia reaches a low level 
and therefore the distance for making purchases may have a greater impact on the 
choice of the shopping location than in other cities.

Given the research objectives, it must be openly noted that the characteristics, 
preferences and perceptions of the analysed seniors as well as the results we have 
reached reflect the particularities of the urban environment in the post-socialist 
countries of Central and Eastern Europe (Kunc et al., 2013). This aspect must there-
fore be taken into account when contrasting our results with others.
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