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1. Initial position and convenience 
 
The retail industry has experienced a precisely and especial rapid structural 
change in the last two decades – not only in Austria but also in the whole 
European area. Besides a weak sales volume due to economical difficult times 
the following trends mainly have a sustained impact on the retail industry: 
 

� Change of consumer behavior 
� New legislative provisions or laws as well as numerous deregulation 

“waves” (e.g. opening times, trade law, value added tax (VAT) etc.) 
� Increasing concentration process in many branches 
� huge sales area agglomerations at peripheral locations with 

simultaneously strong decline of the city centres 
� Increase of economic necessary minimum sized enterprises 
� Strong increase of new price�aggressive types of businesses as retail 

discount centres, factory outlet centres and so on 
� Recognizable relevance decrease of residential retail traders in favour of 

e�commerce 
� Transformation of classical shopping centres to multifunctional urban 

entertainment centres  
� Emergence of new innovative providers, franchise systems and chain 

store companies 
� and many more 

 
With regard to the above mentioned trends, a specific knowledge of consumer 
buying habits, flow of purchasing power and retail trade structure is an 
indispensable planning criteria for a reasonable future company settlement and 
regional planning policy as well as for the development of specific tasks to 
strengthening the economy of the city centres.  

 
For these purposes an area�wide investigation of the purchasing power flows 
proves to be very helpful and recommendable. Such an investigation isn’t 
available in Burgenland yet, except a small number of comparable results in 
several locations. Taking the cross�border flow of purchasing power into 
consideration helps to add up to the distinguished additional benefit. 
 
In total the investigation doesn’t display a „statistical survey“ for a single 
interest group, but provides good prepared information and data sets, which 

serve as a (perennial usable) basis to set measures for different institutions. 
The most important application possibilities are: 
 

� statement of essential consumption trends between Burgenland and 
(West�) Hungary 

� accurate description of purchasing power linkage within Burgenland and 
nearby (West�) Hungary 

� important basic information about regional and supra�regional planning 
and transport policy 

� accurate information about origin and preferences of the clients 
� evaluation of quality factors from transnational trade by comparison of 

Burgenland and (West�) Hungary 
 
 
 

2. Investigation area 
 
The flow of purchasing power investigation generally occurs in the entire state 
of Burgenland as well as in (West�) Hungary. Partial aspects from the poll in the 
bordering states of Lower Austria, Styria and the federal capital Vienna as well 
as the other bordering states (notably Slovakia and Slovenia) have been 
included. 
 
The structure investigation mainly focuses on districts and some selected 
central places, which mostly have the status of county towns. In Hungary the 
investigation was accomplished mainly in the administrative districts of Györ�
Moson�Sopron (GYMS), Vas and Zala as well as in the bordering regions.  
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3. Procedure and method 
 

3.1. Household survey 
 
The field research for the data collection of consumer behaviour in Burgenland 
and bordering states of Lower Austria, Styria and Vienna as well as the 
neighbour state Hungary took place through telephone household surveys. 
 
Between May and December 2009 a total number of 6.000 households from 
Burgenland, Vienna, Lower Austria and Styria as well as 3.000 households from 
Hungary and 500 from the bordering states have been interviewed in terms of 
their consumer behaviour. 
 
The survey was realised as a dual random selection, allocated by age structure 
and size of household. The selection of households happened by coincidence 
out of an official telephone book. Therefore a valid image of the real population 
structure or rather the real mixture of household sizes could be achieved.  
 
As far as possible the interviews took place in the own CIMA Call Centre. The 
used method is named “Computer Assisted Telephone Interviewing” (CATI). 
This system allows on one hand a maximized control of the interview and on 
the other hand an exclusion of almost any interview�mistakes, due to the 
programming of samples and questionnaires. Target subject for the interview 
was the householder or head of the household, the person who can make 
statements about the shopping behavior of the entire household.  
 
The following CIMA�standards got used for the differentiation of the flow of 
purchasing power: 

 
� Food, drinks and tobacco 
� Personal hygiene, detergents and cleansing agents 
� Flowers, plants and zoological goods 
� Books, magazines, stationeries 
� Toys, hobby stuff and gifts 
� Sport goods and sportswear 
� Footwear, leather goods 
� Textiles for men, women and kids 
� Household goods, tableware, glassware, china and contents 

� Tool kits and do�it�yourself goods 
� Photo articles, sound recording, eyeglasses 
� Furnishing, furniture, carpeting, home textiles 
� Brown and white goods (consumer electronics) 
� Jewellery and clocks 

 

Besides the calculation and the display of the flow of purchasing power linkages 
between the purchasing areas many other reasons for buying get included. The 
following aspects will be considered: 
 

� Evaluation of preferences and frequency of visits 
� Exploring the purpose of visits and motives 
� Evaluation of customer satisfaction with diverse attractively 

features 
� Evaluation of motives and frequencies for purchases outside the 

state 
 

Based on the closeness and fast reachability of Hungary, parallel to the poll 
about flow of purchasing power, exclusive questions will be asked about the 
consumer behaviour concerning transnational services and performances. The 
following aspects will be considered: 
 

� Transnational automobile trade (new and second hand cars, 
supplies) and use of services (machine shop services) 

� Use of transnational offers of handicrafts (especially carpenter, 
painting, fitter’s shop etc.) as well as other craftsmanship 

� Intensified use of personal services like massages, cosmetics, 
manicure and pedicure 

 
As a result the reciprocal internal performance allocations beyond the 
borderland, which displays the status quo as well as the changes from the past, 
have been located. 
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4. Terminology 
 
Empirically market surveys from different experts partly use very different terms 
and definitions. Consecutively all in this report used terms get a brief 
description: 
 

� Purchasing power 
Purchasing power means the ability of a person or household to buy goods 
with an available amount of money in a certain period (= all financial 
resources, which are available for a person or household like salary, pension, 
allowance, credits …)  
 

� Purchasing power volume 

Purchasing power volume indicates the total retail trade relevant purchasing 
power (with reference to the 17 commodity groups which are part of the 
survey) of all households per year in a selected area as a monetary value in €.  
 

� Bounded purchasing power 

Indicates the part of the purchasing power volume that got spent in a selected 
area as monetary value in € or in percentages.   
 

� Loss of purchasing power  
Relates to the part of the purchasing power volume of a selected area, which 
isn’t spent locally. 
 

� Inflow of purchasing power 

Relates to the part of the purchasing power volume which doesn’t come from 
the households located in the selected area, but which is spent in this area 
(purchasing power from outside). 
 

 
� Market area – zone 1 

Includes all townships within the catchment area which have an average flow 
of purchasing power above 50%. 
 

� Market area – zone 2 

Includes all townships within the catchment area which have an average flow 
of purchasing power between 10 and 50%. 

 
� Classical catchment area – zones 1+2 

Combines the nearby and distant market area; includes therefore all townships 
within the catchment area which have a flow of purchasing power above 10%.  

 
� Market fringe area 

Includes townships which still have identifiable purchasing power linkages, but 
an average flow of purchasing power beyond 10%.  

 
� Goods of short)term demand 

Food, drinks and tobacco; pharmacy and health shop goods; perfumery, 
personal hygiene, detergents and cleansing agents; flowers, plants and 
zoological goods. 

 
� Goods of medium)term demand 

Books, magazines, stationeries, office supplies; toys, hobby stuff, giftware; 
footwear and leather goods; clothing, linen, sport goods.  

 
� Goods of long)term demand 

Consumer electronics; lighting goods; photo and optical goods; household 
goods, tableware, glassware and pottery; tool kits and do�it�yourself goods, 
gardening supplies; furnishing, furniture, home textiles, jewellery and 
clocks.
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Part B 
Balance of purchasing power 
Burgenland ) Westhungary 
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5. Purchasing Power linkages between 
Burgenland and West Hungary 

 

5.1. Loss of purchasing power in Burgenland 
 
Due to the closeness to the federal capital Vienna and to the powerful economic 
centres in the bordering Lower Austria, the Burgenland traditional looses 
purchasing power to these regions. 
 

� € 954,6 Mio. out of the current calculated purchasing power volume of 
€ 1.211 Mio. remains in Burgenland, which means that € 256,6 Mio. or 
21,2% of the purchasing power volume loss off to the neighbouring 
states or abroad, as well as to e�commerce and mail orders. 
 

� Almost half of the purchasing power loss belongs to the neighbouring 
Lower Austria. Especially from the northern and central Burgenland flow 
more than € 126 Mio. to the westward located state. The most 
important destinations are located in the districts Mödling (SCS 
Vösendorf, FMZ Vösendorf/Brunn am Gebirge, municipality Mödling), 
Wiener Neustadt, Baden, the surroundings of Vienna and Bruck on the 
Leitha.    
 

� The federal capital presents itself as the next important destination due 
to the commuter connections and other continuously or rather punctual 
shopping tours to Vienna (approx. € 35 Mio.).   
 

� Followed by Styria (€ 34 Mio.) with strong tradeoffs especially to south 
Burgenland. Along with the structural strong bordering district capitals, 
Fürstenfeld and slightly lower Feldbach and Hartberg as well as the 
state capital Graz, are frequently named destinations.  

 

 

 
 
Map 1: Loss of purchasing power Burgenland – monetary overview 
Source: own calculations CIMA, 2010 

 
 
The bordering Hungary benefits especially in the boundary zones from the 
austrian shopping tours from Burgenland (approx. € 30 Mio.). Predominantly 
the short�term demand generates the main focus. This mostly takes place in the 
bigger locations like Sopron and Szombathely.  
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5.2. Inflow of purchasing power in Burgenland 
 
Locally realised sales in retail trade that don’t belong to resident consumers are 
named inflow of purchasing power. There is a flow of € 436,4 Mio. from outside 
the frontier to the retail trade in Burgenland. Almost two�thirds of this inflow  
results from sales of regularly shopping tours from consumers from the 
neighbouring states Lower Austria, Styria and Vienna as well as Hungary and 
the bordering foreign countries.  
 
Another high percentage falls upon tourists (day trippers as well as overnight 
stayers) who account for 30 percent of all inflows (€ 133,6 Mio.). Thereby the 
day trippers play a significant role alongside the approx. 2,8 Mio. overnight 
stayers – especially from the bordering states.  
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Graphic 1:  Inflow of purchasing power Burgenland 2009 
Source: own calculation CIMA, 2010 

 

 
 
Map 2: Inflow of purchasing power Burgenland 2009 from Austria to Hungary – monetary overview  
Source: own calculation CIMA, 2010 

 
 

� Burgenland benefits strongly from its location close to the border. 
Approx. € 130 Mio. inflow of purchasing power are directly from 
Hungary. Especially the administrative districts Györ�Moson�Sopron (€ 
67 Mio.) and Vas (€ 56 Mio.) are important sources of the inflow.   

� Clearly behind follows the inflow of purchasing power from the 
neighbouring states with values between € 55 Mio. from Lower Austria, 
€ 37 Mio. from Styria and € 38 Mio. from the federal capital Vienna.  
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Map 3: Inflow of purchasing power Burgenland 2009 from Hungary – monetary overview  
Source: own calculation CIMA, 2010 
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Graphic 2:  Percentages of inflow of purchasing power from Hungary according to commodity groups 
Source: own calculation CIMA, 2010 

 
More than 20% of the entire inflow of purchasing power from Hungary is spend 
on the food, drink and tobacco industry, especially in border�zone areas or in 
context of a bulk purchase of many different commodity groups. Clothing and 
footwear are frequently bought with a percentage of 36%, followed by 
furnishment and hometextiles with even 10%.  
 
The following map display the inflows of purchasing power from the bordering 
west�hungarian regions:     
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Map 4: Inflow of purchasing power Burgenland 2009 from Hungary – monetary overview according to small regions  
Source: own calculation CIMA, 2010 
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6. Purchasing power linkages of the 
central places in Burgenland 

 

6.1. Loss of purchasing power to central places 
2009 according to main destinations 
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Graphic 3: Loss of purchasing power to central places 2009 according to main destinations   
Source: own calculation CIMA, 2010 

 
� Regarding the purchasing power linkages between the central places, it 

is noticeable that the regional shopping centre Oberwart can catch most 
of the central places within its linkage area. Observable loss rates to 
Oberwart can be observed from Güssing (9% of the purchasing power 
volume), Oberpullendorf (5%) and Jennersdorf (3%). The state capital 
Eisenstadt is also a strong purchasing power magnet with the highest 
central localised losses from Mattersburg (5% of the purchasing power 
volume) and Neusiedl (3%).  
 

� The strongest direct purchasing power linkages can be found between 
Parndorf and Neusiedl for the benefit of the district capital (31% loss of 
purchasing power from Pandorf).  

 

� Strong purchasing power linkages with Lower Austria are noticable in 
Parndorf, Mattersburg, Neusiedl and Oberpullendorf. The losses are 
mostly limited to the biggest trade agglomerations and shopping 
centres in close range.  

 

� Compared to the losses to Lower Austria especially from North and 
Central Burgenland, there is a high affinity to the targets in Styria in 
South Burgenland (and with slight restrictions in Central Burgenland) 
visible. 
 

� Loss of purchasing power from the central places to Hungary can be 
established only sporadically.  The highest loss is noticable in Pandorf 
with 3% of purchasing power loss to Hungary, especially for goods with 
medium� and long�term demand.  
 

� There are also low purchasing power losses from single shopping tours 
of clients from Mattersburg, Güssing, Oberpullendorf and Eisenstadt to 
the neighbouring Hungary. 
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6.2. Inflow of purchasing power to central 
places in Burgenland 
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Graphic 4: Inflow of purchasing power from Hungary according to destinations 
Source: own calculation CIMA, 2010 

 
Due to the long stretched border�zone and several border crossing possibilities 
in Hungary, the inflows of purchasing power distributes over many shopping 
places.  A large part of the sales is generated in Oberwart (€ 45,6 Mio.), 
Eisenstadt (€ 34,4 Mio.) and Parndorf (€ 22,4 Mio.). 

 
 

6.3. Transnational market area of central places 
in Burgenland 

 
 
The following graphics display compared to the central places for each demand 
group the so called „classical catchment area“, which consists of  the 
market areas from zone 1 and 2. The market fringe area isn´t a classical 
catchment area anymore, because of its minor absorption of purchasing power.   
 
This survey only compares the market areas on austrian side with market areas 
on hungarian side. The accurate maps of market areas from selected central 
places show the extent and the dimension of the purchasing power linkages 
with the hungarian neighbour regions in percentage of the particular inflow of 
purchasing power (in selected demand areas) as well as monetary in € per 
year.   
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Graphic 5: Inflow of purchasing power to central places 2009 – medium�term demand incl. 
hungarian households  
Source: own calculation CIMA, 2010 
 

 
� Looking at short�term demand groups there is no difference between 

the classical market area noticeable. All tradeoffs with the hungarian 
and slovakian households take only place in the fringe area (with inflow 
of puchasing power below 10%).   

 
� This differs regarding to medium� and long�term demand groups. 

Especially in Oberwart and Eisenstadt a great number of persons from 
Hungary are in the „classical catchment area“. These are basically the 
bordering small regions in the administration districts Györ�Moson�
Sporon and Vas. 
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Graphic 6: Inflow of purchasing power central places 2009 – long�term demand incl. hungarian 
households  
Source: own calculation CIMA, 2010 

 
� In all the other place partly large inflows of purchasing power are 

especially noticeable from the neighbouring Hungary, but the values 
ranges below the 10% limit, which means that they are outside the 
classical catchment area. 
 

� As an exception Parndorf comes with a Faculty Outlet Centre and has 
very high inflows of purchasing power from Hungary, but they all stay 
below 10% of the purchasing power volume. If these values would be 
considered as well, Parndorf could register an additional market area in 
the medium�term demand area with over 400.000 households.     

 



Qualitative aspects of transnational exchange of purchasing power and services between Burgenland and bordering Hungarian regions  

CIMA Beratung + Management GmbH � Johannesgasse 8, A�4910 Ried im Innkreis � cima@cima.co.at 16 

 

 

 
Map 5: Hungarian inflows of purchasing power „long�term demand goods“ from Eisenstadt 2009 – percentage overview of purchasing power 
Source: own calculation CIMA, 2010 
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Map 6: Hungarian inflow of purchasing power „clothing (total)” from Eisenstadt 2009 – monetary overview 
Source: own calculation CIMA, 2010 

 

 
 
Map 7: Hungarian inflow of purchasing power „medium�term demand goods“ from Oberwart 2009 – percentage overview of purchasing power 
Source: own calculation CIMA, 2010 
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Map 8: Hungarian inflow of purchasing power „clothing (total)” from Oberwart 2009 – monetary overview  
Source: own calculation CIMA, 2010 
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Map 9: Hungarian inflow of purchasing power „long�term demand goods“ from Neusiedl 2009 – percentage overview of purchasing power 
Source: own calculation CIMA, 2010 
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Map 10: Hungarian inflow of purchasing power „clothing (total)” from Neusiedl 2009 – monetary overview 
Source: own calculation CIMA, 2010 
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Map 11: Hungarian inflow of purchasing power „short�term demand goods“ from Oberpullendorf 2009 – percentage overview of purchasing power 
Source: own calculation CIMA, 2010 
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Map 12: Hungarian inflow of purchasing power “foodstuffs, drinks and tobacco” from Oberpullendorf 2009 – monetary overview 
Source: own calculation CIMA, 2010 
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Map 13: Hungarian inflow of purchasing power „medium�term demand goods“ from Mattersburg 2009 – percentage overview of purchasing power  
Source: own calculation CIMA, 2010 
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Map 14: Hungarian inflow of purchasing power „clothing (total)” from Mattersburg 2009 – monetary overview 
Source: own calculation CIMA, 2010 
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Map 15: Hungarian inflow of purchasing power „short�term demand goods“ from Güssing 2009 – percentage overview of purchasing power 
Source: own calculation CIMA, 2010 
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Map 16: Hungarian inflow of purchasing power “food, drinks and tobacco” from Güssing 2009 – monetary overview 
Source: own calculation CIMA, 2010 
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Map 17: Hungarian inflow of purchasing power „short�term demand goods“ from Jennersdorf 2009 – percentage overview of purchasing power 
Source: own calculation CIMA, 2010 
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Map 18: Hungarian inflow of purchasing power „food, drinks and tobacco” from Jennersdorf 2009 – monetary overview 
Source: own calculation CIMA, 2010 



Qualitative aspects of transnational exchange of purchasing power and services between Burgenland and bordering Hungarian regions  

CIMA Beratung + Management GmbH � Johannesgasse 8, A�4910 Ried im Innkreis � cima@cima.co.at 30 

 

7. Point balance purchasing power 
linkages 

 
 

 
 
Graphic 6:  Point balance of retail trade in Burgenland – inflow and loss from Austria to Hungary 
Source: own calculation CIMA, 2010 

 
 

� The point balance by states and regions shows a different image. The 
significant positive balance especially from Hungary is accompanied by 
great losses of purchasing power from Lower Austria.   
 

 
� Hungary and other eastern neighbours (Slovakia, Slovenia) have a 

predominant positive balance in favour of Burgenland with more than € 
129,7 Mio. inflows of purchasing power from different commodity 
groups compared to € 29,6 Mio. purchasing power loss especially in the 
short�term range of goods. The most eastern state in Austria is the 
clear winner of the opening to the East with a high positive balance of € 
+100,1 Mio.  
 

� In contrast, Burgenland suffers a high negative purchasing power 
balance through the lower�austrian shopping destinations (approx. € 71 
Mio.). Vienna and Styria show slight positive balances of approx € +3 
Mio.  
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Part C 
General survey of transnational 

purchase and use of services  
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8. Preliminary note 
 
Who buys more often? People from Burgenland in the bordering foreign 
countries (especially in Hungary) or vice�versa? This problem has to be solved 
through the reciprocal purchase tendency, as well as frequency of purchase and 
preferred services.  
Besides the survey of the flow of purchasing power, questions about the 
consumer behaviour of transnational tradelike services have been asked due to 
the closeness and quick reachability to Hungary.  
As a result, this reciprocal internal performance allocations will be displayed 
beyond the border line and out of different perspectives (at home and abroad). 
 
 

9. Transnational purchase balance 
 
 

9.1. Tendency of people from Burgenland to buy 
in Hungary 

 
The border between Austria and Hungary has historically been eased due to the 
opening of the East at the End of the 80’s and disappeared completely after the 
entry to the European Union. This gave rise to a stronger exchange of goods 
and services, which finds further consideration in the following chapter.   
 
At first we have to clarify the general shopping tendency of people from 
Burgenland in Hungary. The following responses got identified during the 
telephonic household survey:  
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Graphic 7: General tendency to buy in Hungary 
Source: own calculation CIMA, 2010 

 
 

� In total 14% of the households of Burgenland affirm the question about 
a purchase in Hungary. There are differences noticeable by districts and 
location. Places close to the border and especially ones at a high 
capacity of traffic connections have a significantly higher affinity to buy 
in Hungary.    

� This is the reason why the percentage values of the districts Eisenstadt�
Stadt, Neusiedl, Mattersburg or Oberpullendorf are a lot higher than in 
other districts. 
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Map 19: Burgenland tendency to buy in Hungary – by districts  
Source: own calculation CIMA, 2010 
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Graphic 8: Tendency to buy in Hungary – by location criteria  
Source: own calculation CIMA, 2010 

 
 

� It is not surprising that customers who live directly in the border�zone 
have a tendency to buy in Hungary above average.  
 

� We also find more differences by considering other socio�demographic 
characteristics. Young people rather tend to visit or purchase in 
Hungary and reverse drops the willingness for a trip to the 
neighbouring country with increasing age. 
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Graphic 9: frequency of purchase from people of Burgenland to Hungary 
Source: own calculation CIMA, 2010 

 
 

� At least 1/3 of all purchasers from Burgenland visit once a month 
Hungary. The majority comes on occasion or rather several times a 
year. 
 

� If you make up the balance from the index of the yearly frequency of 
visits you can indicate 2 days per year for purchasers from Burgenland 
in Hungary.  
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9.2. Tendency of Hungarians to buy in 
Burgenland 

 

region assortment of places purchase in Austria 

Csorna 31%
Sopron 95%
Györ 32%
Mosonmagyaróvár 40%
Fertőszentmiklós 40%
other places in the region 35%
total 42%

Zalalövő 18%
Zalaegerszeg 51%
Zalaszentgrót 17%
whole region 19%

Szombathely 53%
Köszeg 58%
Sarvar 35%
other places in the region 43%
whole region 46%

altogether all regions 40%

GYMS

ZALA

VAS

 
 
Table 1:  General tendency to buy in Austria or Burgenland (by the Hungarians) 
Source: own calculation CIMA, 2010 

 
� Comparing the values from Burgenland (14% tendency to buy) to the 

hungarian neighbours shows that Hungarians have obvious a stronger 
relation to austrian shopping destinations. A total number of 40% of all 
Hungarians from the administrative district states Györ�Moson�Sopron, 
Vas and Zala do their regular shopping trips to Burgenland.   
 

� The rate depending on region and location differs with the highest 
values in the nearest Sopron as well as the close to the border located 
Köszeg and smaller values with increasing distance.  
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Graphic 10:  Frequency of purchase of Hungarians in Austria (Burgenland) 
Source: own calculation CIMA, 2010 

 
� Hungarian customers come to Austria (Burgenland) to buy there at least 

once a month, 20% even once a week, especially in the border region.  
 

� Similar to the case in Burgenland, it is easier to compare the shopping 
destinations by help of the location index. On average this value 
amounts 14 days, differentiated by regions, and indicates how often on 
average customers from Hungary visit Burgenland to purchase there.   
 

� With 16 annual visit�days, consuments from GYMS come most 
frequently to the neighbouring regions in Burgenland. VAS lies with 14 
days on average, ZALA is with 12 days under average, due to the 
geographical distance to strong economic shopping centres.  
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9.3. Summing up overview 
 
 

 
 
 
Graphic 11:  Frequency of purchase by comparing Austria and Hungary 
Source: own calculation CIMA, 2010 

Hungary 40 %

Burgenland: 14%

Frequency of purchase by comparing Austria and Hungary 

  

GYMS: 42%

VAS: 46%

ZALA: 19% 

Regions in Burgenland Frequency to purchase

Eisenstadt 19%

Eisenstadt neighbourhood 11%

total 14%

Güssing 12%

Jennersdorf 10%

Mattersburg 17%

Neusiedl am See 18%

Oberpullendorf 15%

Oberwart 9%
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10. Transnational service balance 
 

10.1. Use of services by people from Burgenland 
in Hungary 

 
Burgenland benefits a lot from the purchase balance of the guests from 
Hungary. 40 of the polled Hungarian regions state that they purchase regularly 
in Burgenland. An amount of € 120 Mio. inflow of purchasing power from 
Hungary confirms this statement imposingly and emphasises the thesis that 
Burgenland benefits massively (monetary spoken) from the Hungarian 
neighbours! 
 
The knowledge from the transnational exchange in purchase can be extended 
to the exchange of services, with similar questions but clearly different 
outcome.   
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Graphic 12:  General use of services in Hungary 
Source: own calculation CIMA, 2010 
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Graphic 13:  General use of services in Hungary – by location criteria 
Source: own calculation CIMA, 2010 

 
 

� In Burgenland, an average of 27% of all households uses the possibility 
to consume several services in Hungary. Naturally the percentage is 
subjected to a regional fluctuation; an easier and cheaper reachability 
also lead to an intensity of use. 
 

� The gastronomy is the most used service in Hungary.  
 

� Looking at the ranking list of the most used services from people of 
Burgenland in Hungary, very far behind the gastronomy sector you 
might find hairdresser, spa and wellness, as well as personal (health�) 
services like cosmetics, manicures, massages and others. Contrary in 
Hungary, where services from Burgenland are on demand in the sector 
of tourist offices, spa and wellness, banking institutions as well as 
pharmacies.   
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Graphic 14:  Detailed illustration of the use of services in Hungary (in percentages) 
Source: own calculation CIMA, 2010 

 
 

� The general use of services was commented. At first the service sector 
is dominated by gastronomy visits, followed by visits of hairdressers, 
using spa and wellness or nail care salons with more than 20% each.    
 

� The results were complemented with the intensity use per year. 
According to these, visiting the gastronomy, spa and wellness, 
hairdresser or massage studios are most common used like once a 
week.   
 

� Visiting a pharmacy, cosmetical provider or manicure/pedicure and nail 
studio can also be counted as above�average with at least once a 
months.  
 

 
 
 

 
Services at least weekly at most monthly 1)2 times per year all few years

travel agency

initial purchase of a car

purchase of a car

locksmithery x x
service of banking house x xx x
carpenter´s workshop x xx
service of building industry x xx
service of car xx xx
tailoring, customisation x xx xx
painting xx

market garden xx xx
dry�cleaner´s x xx

cobbler/shoe repairman xx x
medical consultation xx xx
massage studio x xx xx x
pharmacy xx xx xx
cosmetical provider xx xx x
nail care salon xx xx x
spa/wellness xx x xx xx

hairdresser x xx xx x
gastronomy visit xx xx xx x  
 
X existent use of services  
XX  average use of services 
XX  above)average use of services  

 
Table 2: Detailed illustration of the use of services in Hungary from Burgenland – by intensity   
Source: own calculation CIMA, 2010 
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10.2. Use of services by Hungarians in 
Burgenland 
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Graphic 15:  Detailed illustration of the use of services in Burgenland (in percentages)  
Source: own calculation CIMA, 2010 

 
 

� In Burgenland, an average of 27% uses the services in Hungary. In 
contrast to Hungarian households, where only approx. 17% tend to 
consume some of the services in Burgenland. 

 
� Visiting the gastronomy is the service, which is used most from both 

countries reciprocally. Even the Hungarians use this kind of service the 
most of all selected service components.   
 

� Tourist offices, visits of spa and wellness, banking institutions as well as 
pharmacies follow this ranking list. All these services have a frequency 
between 30% and 70%. 

 
 

Services at least weekly at most monthly 1)2 times per year all few years

cobbler/shoe repaiman x
market garden x
carpenter´s workshop x
locksmithery x
tailoring, customisation x
service of building industry x
service of car x x xx
initial purchase of a car x x
nail care salon x x
painting x x
dry�cleaner´s x x
massage studio x xx
medical consultation x x x
cosmetical provider x x x
purchase of a car x x x
hairdresser x x x
pharmacy x x xx

service of banking house xx x x x
spa/wellness x xx x
travel agency xx x
gastronomy visit x x xx xx  
 
X existent use of services  
XX  average use of services 
XX  above)average use of services  

 
Table 3:  Detailed illustration of the use of services in Burgenland from Hungarians – by intensity 
Source: own calculation CIMA, 2010 

 
 

� The general use of services in Burgenland is stated less often from 
Hungarians than vice�versa, but instead the service offer is more 
varied.     
 

� The service of banking institutions reaches the highest value regarding 
to the intensity of usage per year with an almost weekly use, even if it 
is just used by a small number of users.    
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10.3. Summing up overview 
 

 
Graphic 16:  Use of services by comparing Austria and Hungary  
Source: own calculation CIMA, 2010 

 

Services
Ranking use of 

Burgenland in Hungary

Ranking use of 

Hungary in Upper 

Austria/Burgenland

Services

gastronomy visit 1 1 gastronomy visit

hairdresser 2 2 travel agency

spa/wellness 3 3 spa/wellness

nail care studio 4 4 service of banking house

cosmetical provider 5 5 pharmacy

pharmacy 6 6 hairdresser

massage studio 7 7 purchase of a car

medical consultation 8 8 cosmetical provider

cobbler/shoe repairman 9 9 medical consultation

dry-cleaner´s 10 10 dry-cleaner´s  
 
Table 4:  Use of services by comparison Burgenland and Ungarn 
Source: own calculation CIMA, 2010 

 
 

� Hungarians as well as people from Burgenland favour the use of 
gastronomical services, but Austrian customers still favour them more. 
 

� People from Burgenland focus primarily on health and cosmetic services 
like manicure/pedicure and nail studios, cosmetics, pharmacies or 
medical consultation, in contrast guests from Hungary use services from 
tourist offices or bank institutions.  
 

� Many times people from Burgenland come to Hungary to use the 
service of hairdressers. 

Burgenland to 
Hungary : 27 %

Hungary to  

Burgenland: 
17 %
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11. Local characteristics of retail stores 
 

11.1. Characteristics of retail stores in Hungary – 
from Burgenland perspective 

 

66%

21%

6%

7%

Characteristics/advantages of hungarian 
stores

cheap products and services

selection of products (especially for 
short�term demand)

opening hours

others

 
 
Graphic 17: Characteristics of retail stores in Hungary from Burgenland perspective  
Source: own calculation CIMA, 2010 

 
� Hungarian stores are appreciated by 2/3 of the polled households 

especially because of the budget�priced goods and services. Most of all 
special food are bought because of the price advantage.   
 

� Another specialty involves the offer of specific products, in particular for 
food, drinks and tobacco, which aren’t available in the same quality or 
style than in Burgenland. Another mentioned point affects the extensive 
opening hours.  

 
 

11.2. Characteristics of retail stores in 
Burgenland – from Hungarian perspective 
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Graphic 18: Characteristics of retail stores in Burgenland from Hungarian perspective 
Source: own calculation CIMA, 2010 

 
 

� In contrast companies from Burgenland especially benefit from a better 
quality and a larger range of goods. More than 80 % of the interviewed 
Hungarians mention that these attributes are a special strength of 
stores in Burgenland. Other mentioned point is the better 
communication as well as a bunch of other aspects without special 
weighting.  
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12. Local product preferences 
 

12.1. Favoured products in Hungary – from 
Burgenland perspective 

 

goose liver

bread

vegetable

capsicum

special foodstuffs

cheese

paprika

spicery

potato crisps (british business concern)

beer

dairy products

hungarian salami

typical nativefoodstuffs

special candies

personal hygiene personal hygiene and hygiene articles

flowers, plants, articles for the garden special flowers and plants

imaginative handcraft

fishing needs

sewing silk

special offerer of style

certain clothes

batteries

granite

services cobbler

Favored products and services in Hungary

foodstuff, drinks and tabacco

hobby stuff, gifts

textile

others

 
 
Table 5: Favoured products in Hungary – from Burgenland perspective 
Source: own calculation CIMA, 2010 

 
People from Burgenland especially buy short�term demand goods in Hungary, 
most of all individual particular segments of goods like spices, special 
vegetables or fruits and others.   
 

12.2. Favoured products in Burgenland – from 
Hungarian perspective 
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Graphic 19: Favoured products in Burgenland – from Hungarian perspective 
Source: own calculation CIMA, 2010 

 
 
In contrary Hungarians use many segments of shopping possibilities. Most 
requested are food, drinks and tobacco, followed by furnishing goods and 
textiles. These three segments cover more than 50% of the demanded 
assortment of goods.   
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product preference by regions %)rate 
region 

GYMS VAS ZALA 

foodstuff 28%       
furnishing 16%       
clothes 11%       
tool, do�it�yourself store 9%       
personal hygiene  7%       
medicine, chemistry, care, 
pharmacy 5%       
entertainment electronics  5%       
sport, sportswear, bicycles 3%       
photo, equipment, optics 3%       
others 3%       
jewellery 3%       
electrical equipment  3%       
footware and leather goods 2%       
paper, books, stationeries 1%       
toys, hobby stuff" 1%       

 
Table 6: Favoured products in Burgenland – from Hungarian perspective by regions1 
Source: own calculation CIMA, 2010 

 
 

� Regarding in regions Hungarians from the administrative districts VAS 
and GYM mostly buy their products in Burgenland, but they don´t focus 
on any special product. GYM has a higher preference to medium�term 
product groups, whilst VAS especially demands short� and long�term 
goods. ZALA only shows a sporadic preference for particular goods.   
 

� The different focuses are explainable in GYMS by the close structure of 
suppliers in Eisenstadt, Parndorf, Neusiedl or partly in Mattersburg. In 
VAS by the easy reachability of Oberwart as well as Oberpullendorf or 
Güssing, but not as distinctive.  
 
 

                                                
1 „green“= above average preference; „red“= below average; „yellow“= average; „no colour“= not 
mentioned 

 
 

13. Transnational purchase experiences 
 

13.1. Transnational purchase experiences in 
Hungary – from Burgenland perspective  
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Graphic 20: Experiences with purchase/use of services in Hungary – from Burgenland perspective 
Source: own calculation CIMA, 2010 

 
 

� Consumer from Burgenland describe Hungarian stores as „friendly and 
forthcoming“. They also value the „price performance ratio“ as well as 
the „service“.   
 

� Comparatively the quality of products got worst rated.   
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13.2. Transnational purchase experiences in 
Burgenland – from Hungarian perspective 
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Graphic 21: Experiences with purchase/use of services by comparison Austria�Hungary  
Source: own calculation CIMA, 2010 

 
 

� Hungarians certificate stores in Burgenland worse, because neither 
„responding to customer needs“ nor „making an effort for foreign 
guests“ come off well rated. These two attributes are more critical 
viewed than the „price performance ratio“.   
 

� The direct comparison of both reports shows, that the perceived quality 
differences between the two countries don’t turn out as mayor as 
assumed.   
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14. Summarised purchasing power results  
 
 

� Purchasing in Burgenland is getting more and more attractive for 
consumers from the neighbouring countries: Hungarians, with a 
purchasing power of approx. € 130 Mio., turn out to be important 
customers for the retail trade in Burgenland. A loss of this important 
target group would generate a massive loss in sales for the local retail 
trade in the shopping destinations.  

 
� Burgenland has a slightly positive purchasing power balance due to the 

inflow especially from Hungary: a purchasing power absorption of 
approx. 79% as well as inflows of purchasing power from the 
neighbouring states and especially the neighbouring country Hungary 
(from regular and irregular shopping tours as well as tourism) exceeds 
the losses of purchasing power.  

 
� The most important shopping destinations in Burgenland have huge 

inflows of purchasing power from the bordering hungarian regions. 
Especially the strongest shopping destinations Eisenstadt and 
Oberwart/Unterwart have an inflow of more than 10% from these 
customers, other district central places have values between 5 and 10 
%.  

 

15. Summarised qualitative survey results  
 
 

� The balance of transnational trade between Hungary and Austria 
(especially Burgenland) turns out in favour of Burgenland. People from 
Burgenland however use more services in Hungary, especially in the 
direct border cities. 
 

� Hungarian stores are appreciated by 2/3 of the polled households 
especially because of the budget�priced goods and services. In contrast 
companies from Burgenland especially benefit from better quality and a 
larger range of goods.  
 

� People from Burgenland especially buy short�term demand goods in 
Hungary. In contrary, Hungarians use the shopping possibilities in many 
segments. Most enquired are food, drinks and tobacco, followed by 
furnishing goods and textiles. 
 

� The „quality of goods“ in hungarian retailing operations is only rated as 
average, whilst „friendlyness“ and „staff service“ are rated positive. The 
“price performance ratio” also enquires strong advantages.  
 

� Hungarians comparatively certificate stores in Burgenland worse. 
Neither „responding to customer needs“ nor „making an effort for 
foreign guests“ comes off well rated.  
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