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Abstract: The progressing globalization process and the accompanying changes in the 7 

approach to the role of borders influence the perception of border areas. For decades, 8 

borderlands were treated as peripheral. In many cases it resulted in impeding the processes of 9 

socio-economic development, which further deepened the isolation and peripherality of those 10 

areas. The article presents selected results of research conducted by the author in the area of the 11 

Polish-Ukrainian borderland, related to shopping tourism. Shopping tourism is a significant 12 

factor in the development of peripheral areas. According to official statistics, as many as 94% 13 

of foreigners visiting Poland in 2017 declared shopping as the purpose of their visit. It was the 14 

Ukrainian citizens who spent the most on shopping in Poland in 2017. They spent over  15 

PLN 750 on the purchase of products and services per one person crossing the border.  16 

In the same period, Belarusians spent PLN 624 on purchases in Poland, Lithuanians PLN 532, 17 

Russians PLN 455, Germans PLN 461, Slovaks PLN 315, and Czechs PLN 285 per person.  18 

In the Polish-Ukrainian border area, 91% of expenses of Ukrainian citizens in Poland are 19 

incurred at a distance of less than 50 km from the border (89% in an area up to 30 km).  20 

This means that in an area within 50 km from the border with Ukraine, revenues related only 21 

to the shopping of Ukrainian citizens travelling to Poland amount to over PLN 6 billion. 22 

Expenses related to shopping tourism affect the development of entrepreneurship on the Polish-23 

Ukrainian border. 24 

Keywords: shopping tourism, border trade, peripheral area, Polish-Ukrainian borderland. 25 

Introduction 26 

In the contemporary world, borders are changing their functions. More and more often, they 27 

become a place of lively contact and cooperation between the communities divided by borders. 28 

A peculiar example of transition from isolation to integration are the borderlands in Europe. 29 
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The increasing permeability of borders is a result of geopolitical transformations taking 1 

place in the integrating Europe (Miszczuk, 2013, Kosiedowski, 2008). This is conducive to the 2 

development of various types of activities, including those of a cross-border nature. 3 

The Polish-Ukrainian borderland is a very interesting area for socio-economic research. 4 

Ukraine is Poland’s strategic economic and political partner. Its location on the external border 5 

of the EU, as well as striving for strong integration with the EU Member States makes it the 6 

area of intense political, social, and economic contacts. A particular expression of that 7 

cooperation is commercial exchange. Its development is especially valuable for supporting the 8 

processes of socio-economic transformations in peripheral areas (Malkowska, 2014). 9 

 10 

Figure 1. Commercial exchange between Poland and Ukraine in the years 2008-2017 (in millions of 11 
USD). Source: own study on the basis of data from the Main Statistical Office (GUS). 12 

Among the European Union countries, Poland is the largest outlet for the Ukrainian 13 

economy. The conflict and crisis in Ukraine meant that in 2014 the value of sales of goods from 14 

Poland in Ukraine decreased by over 27% (Fig. 1). The increase in the volume of exports to 15 

Ukraine took place only in 2016, after a stronger opening of economies to Polish-Ukrainian 16 

contacts. This was the result of the entry into force of the Association Agreement signed 17 

between the EU and Ukraine. In 2107, an increase in exports of Polish goods sold in Ukraine 18 

was also noted. 19 

Since 2015, Ukrainian exports to Poland have been steadily increasing. In 2017, exports of 20 

Ukrainian products to Poland increased by 89% compared to 2015. It proves the opening of the 21 

markets of both countries to mutual contacts. 22 

The structure of trade between Poland and Ukraine changes every year, but the most 23 

important products exported by Ukraine to Poland include: 24 

• metallurgical products, 25 

• agri-food products, 26 

• mineral products. 27 

The commodity structure of Polish exports to Ukraine in terms of the most important items 28 

is as follows: 29 

• machinery industry products, 30 

• chemical industry products, 31 

• agri-food products. 32 
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Cooperation between Poland and Ukraine is multifaceted. It concerns actions at the level of 1 

government as well as regional and local initiatives. 2 

The development of cross-border cooperation on the Polish-Ukrainian border is an example 3 

of a difficult process of breaking administrative and mental barriers. 4 

The complicated history of both nations, the isolating nature of the EU's external border, 5 

and the armed conflict in eastern Ukraine caused the Polish-Ukrainian border to become the 6 

"golden curtain" separating the rich countries of western Europe from the continent’s eastern 7 

part. 8 

In Polish consciousness, the Ukrainian border area is still perceived as "Polish borderland 9 

separated from the motherland”. For many Ukrainians, this term has a pejorative character and 10 

is perceived as a manifestation of Polish political, settlement and cultural expansion carried out 11 

at the expense of the native Ukrainian population. This does not facilitate agreement and 12 

cooperation. It is often used to form extreme nationalist attitudes on both sides of the border. 13 

Experiences in shaping cooperation between nations divided by borders invite to search for 14 

various forms of easing border regimes and creating opportunities for the development of 15 

friendly coexistence. One of such opportunities is the development of shopping tourism. 16 

The increased flow of goods, services and people, facilitated by the increase in border 17 

permeability, positively impacts cooperation across borders. Border areas recognised for 18 

decades as peripheral, are becoming, owing to the development of economic contacts, bridges 19 

between countries and their communities. Growing trade in border areas is not only a dimension 20 

of globalization, but also of glocalization. The growing importance of regions and their 21 

independent economic development policy, favours activities supporting the development of 22 

cross-border trade, in which shopping tourism plays a large role. 23 

1. Purpose and research methods 24 

The purpose of the article is to present the changes in the role of Poland’s eastern border 25 

and their impact on the development of shopping tourism. The presented research is part of  26 

a broader scientific project aimed at verifying the following hypothesis: “Shopping tourism is 27 

a significant factor in the development of peripheral areas”. The research was conducted on the 28 

basis of data made available in public statistics, including those by Statistics Poland (GUS) and 29 

the Border Guards, and the analysis of the available literature on the subject. From the point of 30 

view of verifying the research hypothesis, it was a key issue to conduct research based on CATI 31 

methodology, which included 135 interviews with entrepreneurs from the Polish-Ukrainian 32 

border area. A survey was also conducted among local governments within a 50 km distance 33 
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from the eastern border. The research was conducted from June to October 2017 and in 1 

September 20181. 2 

2. Shopping tourism in border areas 3 

Border areas, due to their lower level of socio-economic development and remoteness from 4 

decision-making centres, are often described as peripheral territories (Ciok, 2000). The research 5 

conducted by the author indicates that border areas are usually characterised by highly 6 

unfavourable socio-economic features, and the change in the functions of borders is becoming 7 

a factor fuelling social and economic processes occurring in peripheral areas (Malkowski, 8 

2015). 9 

Shopping tourism is one of the factors that is directly related to changes in border functions 10 

and socio-economic development of the border area. 11 

Globalization processes, universal access to information, and, above all, lifting customs and 12 

visa restrictions should be treated as factors conducive to the development of this form of leisure 13 

tourism. Numerous examples of cities and regions indicate that this type of tourism is more and 14 

more often perceived as an opportunity for additional income and socio-economic development 15 

(Barcelona, 2017; Hołderna-Mielcarek, and Majchrzak, 2007). 16 

Observations of global trends indicate that shopping is becoming an important link in the 17 

tourist value chain as part of the global value chain (GVC) (UNWTO, 2014). This chain is 18 

created as the sum of activities undertaken by entrepreneurs aimed at delivering a product or 19 

service to the final recipient. 20 

The United Nations World Tourism Organisation (UNWTO) defines shopping tourism as  21 

a modern form of tourism supported by people for whom the purchase of goods outside their 22 

usual environment is a determining factor for travel (UNWTO, 2014). 23 

Border shopping tourism is defined as a shopping visit for residents of a neighbouring 24 

country, usually living in areas adjacent to borders (Studzińska, 2014). 25 

In the literature on tourism, a number of different classifications relating to travel motives 26 

can be found (Rojek et al., 2002). The key to using shopping tourism as a development factor 27 

is to define the elements that influence the decision about making a purchase. The conducted 28 

research indicates that the decision to purchase is influenced by a variety of direct and indirect 29 

factors resulting from the conscious or unconscious needs of tourists (Tosun et al., 2007) 30 

Timothy (2005) was the author of one of the classifications of motives for participation in 31 

shopping tourism that influenced the author's research in this field. He proposed the division of 32 

motives characteristic of shopping tourism into: products, reception areas, and prices. 33 

                                                
1 The research was conducted in the following poviats: Włodawa, Chełm, Hrubieszów, Tomaszów Lubelski, 

Lubaczów, Jarosław, Przemyśl, and Bieszczady. 
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In the case of products that affect the decision to make a shopping trip, they may be unique 1 

products specific to the area, goods subject to more favourable tax and customs regulations  2 

(e.g. duty-free), as well as the width and depth of product ranges. The division proposed by 3 

Timothy should also be supplemented with services that, as in the case of products, are 4 

increasingly being exchanged as part of shopping tourism. 5 

As far as the reception area is concerned, attention is paid to the special nature of the places 6 

where shopping tourism transactions are carried out. They can be seen as a whole, as it is in the 7 

case of Paris or Milan, which are identified with fashion capitals. This issue can also be 8 

perceived from a more local perspective, in which the motive for a trip to another country will 9 

be the desire to make a purchase in a border shopping centre or at a local market. 10 

The motive that undoubtedly drives the decisions made by tourists visiting border areas are 11 

prices (Turner et.al., 2001). Thanks to the access to information enabling the comparison of 12 

prices for basic goods and services, the motive for the trip is not a traditional tourist destination, 13 

but above all the opportunity to buy a cheaper product or use a cheap service. 14 

The awareness of various motives that tourists have and the growing understanding of the 15 

role of shopping for tourists in the development of the region's economy means that shopping 16 

tourism is becoming an important element of information policy, and even regional or local 17 

marketing (Hernik, 2014; Suhartanto, and Triyuni, 2016; Spierings, and Van der Velde, 2013). 18 

Examples of Ceuta, the Canary Islands, or special duty free zones at airports or ferries 19 

indicate the desirability of developing a shopping offer targeted at tourists. Shopping tourism 20 

should be a vital element of the tourism policy implemented by regional and local authorities 21 

(Getz, 1993). It enables the development of and complements the existing tourist product of the 22 

region, increasing its attractiveness and creating its brand. 23 

The development of services and product offer for retail clients is an element of shaping the 24 

quality of life of the residents in the borderland areas (Westwood, 2006). It enables meeting the 25 

key needs of the region's inhabitants. It can be an important factor in attracting customers from 26 

outside the region – shopping tourists (Yu, and Littrell, 2003). 27 

Revenue related to additional expenses incurred by shopping tourists is an important source 28 

of income for part of the local community. Through tax revenues, they form an important part 29 

of regional budgets. 30 

Therefore, according to the United Nations World Tourism Organisation, shopping tourism 31 

is part of a symbiotic partnership between the benefits obtained by the tourists and by the region 32 

(UNWTO, 2014). 33 

The essence of this symbiosis is to create an attractive tourist product. A tourist product in 34 

the field of shopping tourism is a specific pool of goods and services available on the market 35 

that are purchased by consumers from outside the region. It can also be considered as a set of 36 

specific tangible and intangible benefits obtained by tourists. Increasingly, a tourist product is 37 

identified with innovative solutions designed to influence tourists' decisions (Mazur, 2012). 38 
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It is therefore worth developing it, looking for new attractive elements forming the structure 1 

of the shopping tourism product. This concerns all its three levels, proposed by Altkorn (1996). 2 

These include: 3 

1. the core of the product – the specific need that a tourist meets, in connection with  4 

a tourist trip, 5 

2. real product – the actual subject of the transaction in which a tourist participates, 6 

becoming a consumer of a tourist product; a real product is a collection of services, 7 

material goods, and places that determine the nature of a product, 8 

3. extended product – includes a set of additional, often hardly measurable benefits that  9 

a tourist obtains by purchasing a tourist product. 10 

Thanks to the diversified structure of the shopping tourism product, individual regions can 11 

build their specific offer addressed to tourists. The universal nature of some of the elements that 12 

fit into the tourist product of the border region is also extremely attractive to its inhabitants, 13 

affecting the increase in the quality of life in the peripheral area. 14 

The development of shopping tourism is possible when the regional policy includes in its 15 

premises activities supporting the creation of an attractive tourist product. Increasingly, the 16 

literature on the subject indicates the importance of other than typical tourist attractions of the 17 

region. Factors attracting tourists include, among others, shopping centers, which are often the 18 

main destination of tourist and shopping trips (Hołderna-Mielcarek, and Majchrzak, 2007).  19 

An example are border marketplaces along the Polish-German border, which during the 20 

economic transformation were one of the important factors in the development of border areas. 21 

However, it should be remembered that the development of shopping tourism in border 22 

areas is closely correlated with the changing functions of the borders. Opening borders to the 23 

free movement of people, goods and capital is a prerequisite for thinking about developing  24 

a tourism product based on shopping tourism in the border area. In the case of restrictions on 25 

the freedom of border traffic, revenues from shopping tourism are decreasing. Therefore, 26 

liberalisation of border regulations and preparation of an attractive tourist product is the key to 27 

achieving success in the development of shopping tourism in border areas. 28 

3. Shopping tourism and the development of the Polish-Ukrainian 29 

borderland area 30 

The border between the Republic of Poland and Ukraine has existed formally since  31 

24 August 1991, that is, since Ukraine gained independence. Until 1991, the current border with 32 

Ukraine was part of the border with the USSR and was of an extremely isolating nature.  33 

The length of the Polish-Ukrainian border is 535 km. There are fourteen border crossings along 34 

it (eight via road and six via railway). Due to the busy border traffic, it is planned to create 35 
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another seven border crossings. The Polish-Ukrainian border area covers Lublin and 1 

Podkarpackie voivodeships. 2 

The dynamic integration processes taking place on the Polish-Ukrainian border 3 

significantly impact the activity of the borderland’s residents and the character of the border 4 

region. The change in the role of the eastern border and increase in its permeability created the 5 

conditions for its regular crossing by border residents. In particular, this applies to the period 6 

of operation of the local border traffic agreement between Poland and Ukraine. The local border 7 

traffic agreement entered into force on July 1, 2009. Local border traffic is beneficial for 8 

residents of the area covered by the derogation from the Schengen visa regime. Entry into force 9 

has established a completely new border traffic system to which only residents of the border 10 

area are entitled. Facilitations related to the introduction of local border traffic result in the fact 11 

that borderland residents are increasingly willing to cross the border for shopping and tourist 12 

purposes (Malkowska, 2013; Więckowski, 2010). 13 

Border traffic is an important factor influencing the socio-economic situation of the 14 

outermost, peripheral regions. According to the data of the Border Guard, in 2017 the estimated 15 

number of crossings at the Polish border was 287.1 million. Over 171.6 million foreigners and 16 

115.5 million Poles crossed the borders. More than 74% of those crossing the border used the 17 

land border crossing points between Poland and the EU, and 12.5% crossed the EU's external 18 

border (the border with Russia, Belarus and Ukraine). Among foreigners crossing individual 19 

sections of the land border of Poland dominated the citizens of the neighbouring country. In the 20 

case of the section of the Polish-Ukrainian border, almost 97% of foreigners who crossed it 21 

were Ukrainian citizens. 22 

The Polish border with Ukraine is the most frequently crossed external border of the 23 

European Union, located in Poland. According to data from border services in 2017, there were 24 

almost 6 times more checks on the Polish-Ukrainian border than on the Polish-Russian border 25 

and 2.5 times more than on the Polish-Belarusian border. 26 

 27 

Figure 2. The volume of border traffic on the Polish-Ukrainian border in thousands of persons. Source: 28 
own study on the basis of data from Border Guards. 29 
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The increase in border traffic with Ukraine is the effect of the implementation of the local 1 

border traffic agreement, the opening of the Polish labour market to Ukrainian employees, and 2 

the possibility for the residents of border areas to buy affordable products in Poland. According 3 

to estimates of the NBP Department of Statistics, in 2017, about 900,000 Ukrainian citizens 4 

stayed in Poland. In the first three quarters of 2017, these immigrants transferred over  5 

PLN 8.6 billion to Ukraine. 6 

The research conducted by the author indicates a close relationship between the volume of 7 

border traffic of foreigners and the socio-economic situation of border areas. Surveys carried 8 

out showed that entrepreneurs based in the poviats located directly by the border revealed that 9 

the increase in border traffic had a positive effect on the economic situation in the region.  10 

The greatest impact of border traffic on the economic situation of the Polish-Ukrainian border 11 

region was indicated by entrepreneurs from poviats of the Podkarpackie voivodeship (96% of 12 

responses). In the case of entrepreneurs from the poviats of Lubelskie voivodeship, the value 13 

of this indicator amounted to 94%. According to respondents, the development of shopping 14 

tourism is an important factor influencing the growth of entrepreneurship of the inhabitants of 15 

the border area. 89% of the surveyed entrepreneurs had this view. 16 

In 2017, the vast majority of foreigners crossed the border for a very short period of time. 17 

Over 84% of foreigners and 87% of Poles left and returned to their country in one day. 18 

According to official statistics, as many as 94% of foreigners visiting Poland in 2017 19 

declared shopping as the purpose of the visit. This clearly indicates the need for research on the 20 

impact of shopping tourism on the socio-economic development of regions. It should be noted 21 

that the percentage of visitors indicating shopping as the purpose of their visit to Poland 22 

increased, compared to 2014, by one percentage point. 23 

Expenses of foreigners in Poland are treated as an additional capital injection, extremely 24 

important for the local economy. The area of the Polish-Ukrainian borderland is primarily an 25 

agricultural region with poorly developed industry and processing. The underdevelopment of 26 

the local economy mainly concerns areas located far away from regional growth centers such 27 

as Przemyśl and Lublin. The state of the economy of the Polish-Ukrainian border region is 28 

reflected in macroeconomic data on GDP per capita or unemployment rate – see Tab. 1. 29 

Table 1. 30 
Basic macroeconomic data for the eastern borderland of Poland in 2017 31 

Region 
GDP per citizen 

in % (current prices) 

Share in GDP generating in % 

(current prices) 

Unemployment 

rate in % 

Poland 100 - 6.6 

Warmian-Masurian 70.4 2.6 11.7 

Podlaskie 71.8 2.2 8.5 

Lublin 68.9 3.8 8.8 

Podkarpackie 69.8 3.9 9.7 

Source: own study on the basis of data from GUS (Statistics Poland). 32 
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The high unemployment rate and the low share in generating GDP characterising this area 1 

indicate the weakness of the potential of the local economy. 2 

The shopping nature of border traffic on the border with Ukraine is determined primarily 3 

by the attractiveness of prices and the availability of a diversified product and service offer. 4 

According to GUS data, 87.3% of Ukrainians declared shopping as the purpose of their visit to 5 

Poland. It was the highest percentage among all foreigners crossing the Polish section of the 6 

EU external border. 7 

Table 2. 8 
The declared purpose of visit of the foreigners crossing Poland’s eastern border in 2017 9 

Section of 

border with: 

Purpose of visit  

Shopping Leisure, recreation Visiting family, friends Transit  Business trip  

Russia 65.9 13.2 3.0 10.4 4.9 

Belarus  83.6 1.8 7.1 4.1 2.3 

Ukraine  87.6 0.6 2.2 2.0 5.3 

Source: own study on the basis of data from GUS. 10 

The factor prompting to make a purchase in Poland is the quality of products. Over 56% of 11 

the surveyed foreigners who visit border shopping centres indicated that products purchased in 12 

Poland had attractive prices and were of good quality (Malkowski, 2019). 13 

As many as 46% of the surveyed entrepreneurs from Polish-Ukrainian border poviats 14 

indicated that foreigners constituted up to 40% of their clients. Over half of respondents 15 

indicated that the range of products and services they offered was tailored to the needs of buyers 16 

outside the EU. 17 

Expenses related to shopping tourism are an important factor supporting the local economy. 18 

As many as 92% of the surveyed self-governments from the Polish-Ukrainian border indicated 19 

that border trade and border tourism were important for local development. This is reflected in 20 

the strategies of the surveyed local governments that relate to the use of the border location in 21 

the development of entrepreneurship and creation of new jobs. 22 

The estimated value of goods and services purchased in Poland by foreigners in 2017 23 

amounted to PLN 41.5 billion, and expenses incurred abroad by Polish residents –  24 

PLN 20.1 billion. 25 

In 2017, the citizens of Ukraine allocated the most for shopping in Poland. They spent over 26 

PLN 750 on the purchase of products and services per one person crossing the border.  27 

During the same period, Belarusians spent PLN 624 on purchases in Poland, Lithuanians  28 

PLN 532, Russians PLN 455, Germans PLN 461, Slovaks PLN 315, and Czechs PLN 285 per 29 

person. During the analysed period, in the case of the border with Ukraine, there was an increase 30 

in expenses incurred by foreigners in Poland, from PLN 734 in 2014 to PLN 750 in 2017. 31 

The observations clearly show that expenses incurred by foreigners as part of border traffic 32 

are an important factor contributing to the development of the border area. In 2017, Ukrainian 33 

citizens spent over PLN 7 billion on purchases in Poland, of which PLN 852 million (11.6%) 34 

was spent on food and alcohol. 35 



310 A. Malkowski  

Non-food goods constituted the highest value in the expenses of foreigners crossing the 1 

eastern border of Poland. The Ukrainians spent PLN 6.6 billion (85.7%) on their purchase. 2 

The vast majority of expenses are incurred by foreigners within a 50 km range from the border. 3 

In the Polish-Ukrainian border area, 91% of expenses of Ukrainian citizens in Poland are 4 

incurred at a distance of less than 50 km from the border (89% within a 30 km range, 5 

respectively). This means that in an area 50 km away from the border with Ukraine, revenues 6 

related only to the shopping nature of cross-border travel of Ukrainian citizens to Poland are 7 

estimated to be at the level of over PLN 6 billion. This is an enormous sum that is generated 8 

only by shopping tourism. 9 

4. Conclusion 10 

The processes of integration and isolation that occur simultaneously pose a number of new 11 

socio-economic challenges for the Polish-Ukrainian border. Due to the peripheral nature of the 12 

region, it is among the most problematic areas in Poland, both in terms of its share in GDP 13 

generating and the volume of unemployment. 14 

Changes in the border functions and the accompanying development of border traffic 15 

provide an opportunity to intensify the development of this area. 16 

Developing shopping tourism is an opportunity to create favourable conditions for 17 

accelerating the socio-economic development of this region. 18 

The study revealed that shopping tourism and the accompanying border trade can have  19 

a positive impact on the development of the Polish-Ukrainian border area. In particular,  20 

this applies to the area located within a 50 km range from the border, in which purchases of 21 

Ukrainians visiting Poland are concentrated. The development of shopping tourism will be 22 

possible thanks to creating a new dimension of the tourist product of border areas. It should 23 

undoubtedly be based on the development of border trade. It is necessary to monitor the 24 

motivations of the shopping tourists visiting the border area. This should improve the quality 25 

of tourist service and thus contribute to an increase in the quality of life in the region. 26 

  27 
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