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Abstract: The optimal location of a company is an asset in the market game; it is particularly important in activities
where direct contact with the customer is essential. A well-used location of an entity increases the chance of
achieving future profits; it is an important source of competitive advantage in service activities such as tourism,
gastronomy or cosmetics. This study aimed to assess the most important factors that affect the location of small service
enterprises operating in the Warminsko-Mazurskie Voivodship. The survey was conducted in accordance with the
standardised interview method, with a survey questionnaire and an in-depth interview. The research findings have
shown that the ranking of location factors changes due to their importance for the development of business activity.
The optimal location of small service companies offering services in a traditional and/or mixed manner was determined
by the following factors: Internet access, the potential for the company’s spatial expansion, the costs of maintaining
the premises, the number of future customers and customer demographic characteristics, the closeness of
competitors, the cost of building purchase/rental, local taxes and fees, and the availability of parking space.
Keywords: location factors, services, small enterprises, service activities

Abstrakt: Optymalna lokalizacja przedsiebiorstwa jest atutem w grze rynkowej, ma to szczegdlne znaczenie
w przypadku dziatalnosci, w ktorych istotg jest bezposredni kontakt z klientem. Stanowi wazne zrodto przewagi
konkurencyjnej w dziatalnosciach ustugowych m.in. turystycznej, gastronomicznej czy kosmetycznej. Dobrze
wykorzystane umiejscowienie podmiotu przyczynia si¢ do zwigkszenia si¢ szansy na osiggnigcie przysztych zyskow.
Celem przeprowadzonego badania byta ocena najwazniejszych czynnikéw warunkujgcych lokalizacje matych firm
ustugowych funkcjonujgcych na terenie wojewddztwa warminsko-mazurskiego. W przeprowadzonym badaniu
wykorzystano metode wywiadu standaryzowanego z kwestionariuszem ankiety oraz wywiadu pogtebionego.
W Swietle przeprowadzonych badah mozna stwierdzi¢, ze zmienia sie ranking czynnikéw lokalizacyjnych z uwagi na
ich znaczenie dla rozwoju dziatalnosci gospodarczej. W badanej populacji optymalng lokalizacje matych
przedsiebiorstw ustugowych oferujgcych ustugi w sposéb tradycyjny lub/i mieszany okreslaly nastepujace
determinanty: dostep do Internetu, mozliwos¢ rozwoju przestrzennego firmy, koszty utrzymania lokalu, liczba
przyszlych oraz cechy demograficzne charakteryzujace klientow, bliskos¢ konkurencji, koszty wynajmu/zakupu
budynkoéw, wysoko$¢ podatkéw i optat lokalnych oraz dostepnosé miejsc parkingowych.

Stowa kluczowe: czynniki lokalizacyjne, ustugi, mate przedsiebiorstwa, dziatalno$¢ ustugowa

Introduction

Entrepreneurs starting up a business, and those
already operating in the industry, are faced with the
choice of finding a location that will provide the
highest economic efficiency possible under the
circumstances. With the changing environment, this
process can be repeated several times, following
which they can then redefine their location
requirements and compare them with the
advantages of a potential business location. The
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choice of the optimal place of operation is affected
by a number of location factors, which can be
understood as the "specific features of particular
places with a direct impact on the investment
outlays during the facility construction and the net
profitability of business activity carried out in those
places" (Godlewska 2005, p. 63). When verifying
the business location, entities analyse and select a
location that offers the optimal combination of
factors creating the most suitable conditions for the
entity to operate in a given industry. The right choice
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implies low capital expenditure incurred at the start-
up of the business and relatively low maintenance
costs, which contribute to increased economic
benefits and the development of the company.

The optimal location of a company is an asset in
terms of the market advantage it bestows. This is
particularly important in activities where direct
contact with the customer is essential. It is an
important source of competitive advantage in
service activities such as tourism, gastronomy or
cosmetics. The optimal location of an entity can only
increase the chances of achieving future profits,
which is the main objective of business activities.
The optimal location facilitates access to adequate
resources and large markets, and not only impacts
on financial benefits (i.e. reduction of transport and
production costs); but it also provides access to
public funds or fiscal solutions made available
locally. Such a location contributes to the saving of
time and the amelioration of customer satisfaction,
which affects the success of the business
(Szymanska, Ptaziak 2014, p. 72).

The local business environment is formed by
location determinants, which, depending on the
circumstances and due to the specificity of the
activity and the particularity of place, may either
stimulate or hinder growth. Creating preferential
conditions should contribute to the economic
development of a given region and increase its
investment attractiveness (Kalinowski 2008, p. 27).
The interest of future investors may be stimulated,
e.g. by the improvement of technical infrastructure,
low labour costs or tax relief. Such attractive
elements are included in the offer of the Warmia
and Mazury Special Economic Zone (Warminsko-
Mazurska Specjalna Strefa Ekonomiczna — W-M
SSE), which has recorded an increase in the number
of business initiatives as compared to previous years
(Mielnicki 2020). The W-M SSE covers part of the
Mazowieckie Voivodeship and the whole of the
Warminsko-Mazurskie Voivodeship. The latter has
particular predispositions to carry out activities based
on environmental values. Its advantages include
mainly favourable natural conditions which enable
the development of tourist services, agritourism and
those branches of industry which can use
renewable energy. The economic importance of
service activities in the Warminsko-Mazurskie
voivodship is also reflected in the employment
structure. In 2016, over half of the population had a
job in the service sector (55.6%) (CSO, BDL 2017).
The report by Borowicz et al. (2016, p. 72) states that
Warminsko-Mazurskie Voivodship had the lowest
investment attractiveness. However, the investment
attractiveness is much higher in the service sector in
subregions, e.g. in the Olsztyn subregion (which was
classified as an area of high attractiveness). Future
investors may be encouraged by the availability and
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quality of the labour force, accessible transport
facilities, the well-developed business environment
sector, and the high quality of the natural
environment.

Service location — theoretical aspects

Service provision is a type of business activity which
generates added value and gives benefits to
customers (individuals or organisations) (Gilmore
2006, p. 11). Currently, services can be provided in
a traditional and/or virtual way (e-services). The
specificity of traditionally and virtually provided
services manifests itself by the fact that: they are
intangible (this applies to most services and
e-services), the service cannot usually be separated
from the person of the contractor (which is possible
in e-services), the services cannot be possessed,
services are complementary and substitutable and
traditional services are less easily standardised
compared to e-services. Moreover, the consumption
of traditional services is simultaneous with their
provision, whereas for e-services there is no such
dependence (Mikotajczyk 2016, p.140). Currently,
service providers may provide their services
through many channels:

- in a traditional manner (each element of the
service provision process takes place in real life
— presentation, order and payment for the
service),

- only virtually (all the elements of a service
provision process take place on the Internet),

- in a mixed manner, i.e. virtually and traditionally
(which means that the service may be presented
on the Internet and its use — in real life) (Wolny,
2013, p. 17-18).

Thus, the activities of a service provider which
provides services in a traditional manner, are
stationary, which means that the service provision
place is located in a geographically specified area.
In such cases, the choice of the general and
detailed location is important and is governed by the
criteria of economic efficiency and compliance with
the frequency of demand for particular types of
services (Pluta-Olearnik 1993, p.74).

The choice of the optimal location for a service
activity is a strategic decision, the consequences of
which will be felt by the individual over the
subsequent years. Therefore, a general and a
specific location is determined. The general location
of service activities usually consists in identifying
the region, and then the place and districts whose
location advantages will act for the benefit of
specific service activities. Therefore, it should be
preceded by the recognition and analysis of factors
related to the company (e.g. material and personnel
resources, market position, competition strategy)
and its environment (e.g. economic, organisational,
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financial, urban) (Kucharska (ed.) 2010, p. 51).
A selected location denotes selecting the best out of
the pool of available solutions, involving the
identification of a specific place in a material space,
with an accepted combination of location factors.
The optimal location of business activity has
been widely discussed in the literature. The
precursor of considerations devoted to industrial
plant location and who introduced the location factor
into scientific considerations was A. Weber, who
described it as "one of the clearly visible benefits
that manifests itself in business activity when this
activity is carried out at a specific point or area”. By
benefit, Weber meant savings in production costs'.
Weber's considerations were about the optimal

location of the industry, which could be determined
by means of minimum transport costs for raw
materials and finished products, which meant a
reduction in production costs at a specific location
(Budner 2004, p. 63, Chadzynski et al. 2007, p. 47,
Wierzbicka 2015, p. 240). Researchers writing on
location based their theories on the assumption that
factors such as transport, costs of raw materials or
labour will determine the choice of the optimal place
of business activity in a geographical space. Other
scholars have focused their attention on other
aspects. However, location theories contain many
ideas concerning the location of service activities.
This issue is presented synthetically in Table 1.

Table 1. Circumstances favouring the location of service activities in selected location theories

Location theory
author

Determinants of the service activity location choice

J.H. Thinen

The concept put forward by Thiinen explains that the specialisation of agricultural production is
determined by its distance from the markets, which results in conducting various types of agricultural
production concentrically around the market — a big city. The heaviest and least durable agricultural
products will be produced closest to the market, which, for example, may explain the location of the
crop-purchase service facilities close to the place of production in the case of fragile fruit, which are
also perishable in transport.

A. Weber

Weber's model makes the choice of the optimal location of industrial enterprises dependent on the
basic location factors, i.e. transport and labour costs, benefits of the agglomeration, with the optimal
location being determined by the point of minimum transport costs. The agglomeration benefits are
reflected in an over-proportional increase in efficiency with social and economic growth, but only up
to a point. The presence of these benefits results from the concentration of functions and population
in a small area, which in turn makes some cities develop faster and others more slowly. As a
consequence, the location pattern of production and services is changing.

A. Lésch

According to Losch's concept, the optimal location of an entity should be a point where sales of
production output is maximised, i.e. a place close to a ready market. The location of various
economic activities may be affected by the economic benefits of the production scale and low costs
of transport services, which will contribute to the concentration of entities in a specific region.
Otherwise, production is dispersed.

W. Christaller

The central place theory assumes that the location of an entity depends on the hierarchy of the
service centre, the central place is the source of services and goods provided to the surrounding
area, but it also determines the deployment of lower-level centres. Location arrangement is the
consequence of two opposing forces - striving to minimize expenses and maximise turnover and
profits. This concept defines free and forced services, which are provided by entities within the city.

W. Sombart,
K. Dziewonski

The economic base theory deals with the role and functions of exo- and endogenous factors in the
city's development, the latter being performed in order to satisfy the needs of their own population
and are oriented towards the development of social and welfare services. Exogenous functions
contribute to region’s development, while endogenous functions are a manifestation of the city's
self-sufficiency, e.g. retail trade aims at serving the residents, and wholesale may perform an
exogenous function.

F. Perooux,
G. Myrdal,
A. Hirschman

The theory of growth poles, i.e. polarised development, is a concept that maintains the uneven
development that may result from the emergence of dynamic fields of activity that constitute the
spirit of local growth and business development. It is represented here by the so-called "driving
industry”, which stimulates industry development which, in turn, initiates the emergence of the
service sector, e.g. financial services.

E.W. Burgess,
H. Hoyt

In the Burgess concentric model, service and retail activities are located in the city centre with the
management zone, while the rest are located in circles surrounding the centre. Hoyt's concept
explained the development of the city in terms of sectors, with traffic routes being the main urban-
creating factor. Industry is located in places with convenient rail or road transport, whereas service
activities, e.g. wholesale trade, developed in one of the sectors.

Source: Gawlikowska-Hueckel (2003, p.23-24); Wielonski (2004, p. 15-16); Budner (2004, p. 26-61, 108); Nazarczuk (2013, p. 51);
Brdulak et al. (2014, p. 2256); Wierzbicka (2015, p. 241).
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The optimal location of service activities is an
important issue in some types of services, as the
choice of location is reflected in the economic
effects achieved (Budner 2007, p. 45). Therefore,
the selection process should take into account the
specific characteristics of the service activity in
determining the requirements to be met by the
location. The analysis of a specific location involves
the clarification of the advantages and
disadvantages of that location in the context of the
activity in question. Depending on the balance of
factors limiting and stimulating the development of
activity in a given area, the location is more or less
suited to the type of services provided by the entity
(Wielonski 2004, p. 9). An entrepreneur should
choose a place of business that will ensure the most
effective use of resources with a specific outlay level
or will allow achieving the assumed goal with a
minimum amount of expenditure (Plawgo, Chilicka
2008, p. 63). Mikotajczyk (2016, p.139) rightly
points out that “...today's decisions concerning the
place of service activity focus on the choice
between physical and/or virtual location, i.e. where
to provide and/or sell services: in stationary facilities
and/or on the Internet”. Depending on the type of
activity, the location value also changes, owing to
which the right fit affects the choice of a convenient
location. Therefore, for the business activity
providing services at its facility, such factors as:

Table 2. Classifications of location factors

easy customer access to the place of service
provision, availability of parking spaces, good public
transport, technical condition of the building and the
presence of competitors play an important role. On
the other hand, a company providing mass
customer service via telephone or the Internet will
not be dependent on these factors (Czubata et al.
2012, p. 28). The most popular classifications of
location factors are listed in Table 2.

It is not only the different types of location factors
that have been considered in scientific studies, e.g.
M.E. Porter (2001, p. 207) took an interest in the
quality of the location in his competitiveness
studies. The author specified the characteristics
that determine the quality of location, formulating
them as a so-called "diamond" (which consists of:
company strategy and structure and competition,
manufacturing factors, the nature of demand, and
related and supporting industries). This researcher
claimed that they can stimulate or hinder the
functioning of a company, thus influencing the
creation of competitive advantage at a specific
location. The quality of location at a specific place
may change, i.e. improve or deteriorate. Especially
if the latter is the case, the entrepreneur will have to
consider and decide whether it is not more rational
to reconvert, relocate or de-locate in the
circumstances compared to the current situation
(Moszczynski, pp. 38-39).

Types of location factors:

- transport costs,
- labour costs,

- agglomeration-related benefits (e.g. production scale benefits; location-related benefits that result from the
presence on a relatively small area of many enterprises of the same industry, which use qualified labour force,
industry innovations and specialisation of service units which offer services to the industry; urbanisation-related
benefits which arise from the use in the activities of the existing technical and social infrastructure, as well as the
labour market, already created by the local economy, as well from the availability of information and innovation).

- closeness of markets (e.g. closeness of co-operators and suppliers),
- technical infrastructure (e.g. accessibility of a landline telephone network),
- space for business activities (e.g. cost of lease or purchase of existing facilities),

- production costs (e.g. labour costs),
- personnel (e.g. availability of core personnel),
- institutional support (np. friendliness of local offices),

- business support (e.g. assistance from business support institutions),

- education and schools (e.g. closeness of vocational schools),

- social infrastructure (e.g. state of safety in the town/commune).

- environmental (e.g.. mineral raw materials, water),
- spatial (e.g. shape and availability of terrain),

- economic (e.g. price level, inflation rate),

- socio-cultural (e.g. level of entrepreneurship),

- legal and administrative (e.g. fiscal policy, procedures of setting up an enterprise),
- technical and technological (e.g. progress in science and technology).

- natural (e.g. raw material base, availability of water, climate),

- non-natural (e.g. power supply base, labour force resources, market, technical infrastructure, science base,

agglomerations).

30



K. Chrobociriska, SELECTED FACTORS IN THE LOCATION OF SERVICE ACTIVITIES CONDUCTED BY SMALL ENTERPRISES, Zeszyty
Naukowe Uniwersytetu Przyrodniczo-Humanistycznego w Siedlcach Nr 125, Seria: Administracja i Zarzadzanie (52) 2020

- hard (measurable — e.g. taxes, subsidies, market, qualified labour force supply),
- soft (immeasurable — e.g. social climate, attractiveness of the town, cultural offer, knowledge, institutions in the
region — related to the quality and efficiency of public administration).

- business-related (e.g. closeness of markets, availability of raw materials, closeness of consumers, closeness

of other enterprises of the same industry)

- national, regional and local factors (e.g. fiscal burdens — CIT, country image, financial relief and incentives -

investment relief),

- labour market (e.g. labour force resources and availability, labour quality, organisational culture),
- cost-related (e.g. investment cost, labour cost, operational costs)
- quality of life (e.g. cultural factors, availability of education, terrain attractiveness).

- natural,
- economic and technical,
- institutional.

- production-related
- distribution-related
- organisational.

- external,
- internal.

Source: Kalinowski et al. (1997, p. 21-40) Wielonski (2004, p. 38), Waldzinski (2005, p. 39), Budner (2007, p. 43-58,111), Plawgo,
Chylicka (2008, p. 68-69), Celinska-Janowicz (2009, p.108), Wierzbicka (2015, p. 246-247).

The dimension of location factors in service
activities has also changed, which is illustrated in the
results of the 1960s studies by Bergin and Eagan
and the 1990s study by Brenke (Table 3). With the
development of civilization and technology, which

often manifests itself in changes in the city's
infrastructure, numerous new threats appear,
hindering and even limiting the progress and further
development of the enterprise (Matejun, Szymanska
2013, p. 150).

Table 3. Ranking of location factors in terms of their importance to the business activity development in the 1960s and 1990s.

No. Findings of the Bergin and Eagan study (1964) No. Findings of the Brenke study (1996)

1 Easiness of labour force recruitment 1 Closeness of markets
2 Convenient links to the market 2 Supportive measures for business activity
3 Possibility of purchasing buildings or other real property 3 Cost of labour
4 Cost of labour 4 Labour force qualification
5 Auvailability of raw materials 5 Closeness to motorways
6 Weaker influence of trade unions 6 Closeness of suppliers
7 Local cooperation opportunities 7 Costs of energy
8 Enterprise headquarters 8 Services provided by local banks
9 Climate 9 Support from chambers of commerce

10 Transport costs 10 Positive image of the town and the region

-
—_

Sufficient amount of power

N
N

Centre for special industry

-
w

Transport facilities

-—
N

Decentralisation of activities

-
(&)

Beneficial structure of taxes

RN
(e}

Financial aid

—
-

Support for entrepreneurship

N
N

Land prices

-
w

Local fees

—_—
N

Cost of leasing industrial facilities

-
a

Municipal administration

N
(e}

Closeness of universities

—
~

Closeness of research institutes

-
oo

Municipal public transport
Flats
Healthcare facilities

N N =
- O ©

Air connections

N
N

Supraregional railway connections

N
w

Cultural offer

N
N

Leisure opportunities

Source: Wielonski (2004, p. 3).
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Study methodology

The study aimed to assess the major factors which
affect the location of service activities. 140 service-
providing enterprises in the Warmihsko-Mazurskie
Voivodship declared their willingness to participate
in the study in 2017. Data verification of the
selection criteria for the study population resulted in
the qualification of 95 respondents. The sample
selection was qualified by certain factors and the
following verification criteria were applied for the
study population:

- nature of the activities (production or service
activities), which  excluded non-service
enterprises,

- annual average employment level during the
past two years, which gave a group of small
enterprises employing 1 to 49 people,

- service provision and sale in a traditional or
mixed manner, which gave a group for which
the location in a geographic area might be
important before or during the service
provision process.

The majority of the respondents were women
aged 25-40 years, with secondary education,
running small enterprises for 2-5 years. Moreover,
enterprises in the study population provided
services mainly to the local market. The study
population was diverse with respect to the type of
services, the largest group (25%) provided
accommodation-related or gastronomic services.
Fewer respondents (20%) provided cosmetic
services, retail or wholesale trade outlets (20%),
carpentry services (19%), accounting (8%) or
transport services (8%) (Fig. 1).

The study applied the method of a standardised
interview with a survey questionnaire including
grouped location factors. The survey questionnaire
contained closed, scaled questions (4-point scale
with no neutral point — a forced-choice scale). An in-
depth interview was also conducted to clarify
doubts. The respondents’ task was to assess the
impact of the presented location factors on the
choice of a specific place in the economic space as
a target service provision location. The selection of
location factors was based on the literature on the
subject; and the questionnaire included those most
frequently mentioned in the literature (Kalinowski et
al. 1997, p. 21-40, Wielonski 2004, p. 38, Budner
2007, pp. 43-58,111, Wierzbicka 2015, p. 246-247,
Szymanska, Plaziak 2014, p. 77). The findings of
the research were presented with the percentage of
indications with the highest scores for particular
location factors, which allowed the most important
location factors in the studied population to be
ranked.
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B gccounting
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Figure 1. Structure of service activities in the studied
population
Source: prepared by the author based on the study.

Assessment of the location factors
by the respondents

The research was conducted with the participation
of service entities that declared service provision in
a traditional and mixed manner. Most of the
respondents represented the hotel, cosmetic,
commercial and furniture industries. This industry
specificity was reflected in the frequency of demand
for services. Services were purchased periodically
in the study population; they were selectable,
sometimes complex services with relatively high
unit prices. Service purchasers were oriented
towards direct contact with the service provider, the
material conditions of service provision as well as
the quality of attendance/service itself were
important to them. In the provision of services,
especially hotel, cosmetic and furniture services,
the concept of mass customisation was often used
(Doligalski 2013, p. 85-86, Wiechoczek 2018,
p. 118 after: Pine 1993). In the provision of services
in a traditional and mixed way, interactions were
typically developed with each client during the
service provision. The individual nature of the
service provider-customer relation showed the
strong involvement of both parties, so it can be
assumed that it was a case of collaborative
customisation. Direct contact with the customer was
shown to be a platform for obtaining and verifying
specific information that was used to create
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personalised value, which is expressed in the
satisfaction of the buyer.

Many different factors influence customer
satisfaction in service activities. Increased efforts to
create a pleasant atmosphere, understanding and
trust, which help to build customer loyalty, were
observed in small service companies under study.
Apart from competence or empathy factors,
purchaser satisfaction is also influenced by material
factors. This was confirmed, among others, by this
study, in which the largest percentage of
respondents (92-81% of indications) who analysed
the future location of their service activities included
the following factors as the location determinants:
Internet access, the possibility of spatial
development of the company and the costs of
maintaining the premises. Apart from these factors,
the respondents included the number of future
customers and customer demographic characte-
ristics (specificity) among the most important factors
determining the optimal location for economic
efficiency. The entrepreneurs participating in the
study reported that they used the Internet to present
their activities (e.g. company website, facebook.com)
to communicate with customers (e.g. moment.pl,
booksy.com, booking.com, trivago.pl, delicious.pl,

Internet access ]

number of customers 1

potential for the company spatial expansion 1
cost of maintaining the facility 1
specificity of customers 1

closeness of competitors 1

cost of building purchase/rental 1
local taxes and charges 1

availability of parking space 1

labour force availability 1

closeness of markets 1

quality of regional and local roads 1
spatial development of surroundings 1
cost of land purchase/lease 1
distance from residential buildings 1
cost of apartment purchase/rental 1
employee training 1

distance from the city centre 1

cost of building adaptation 1

quality of trunk roads

e-mail), to carry out online banking transactions, to
collect information about innovations in the industry,
or about competition strategies or for private
purposes. Moreover, as positive customers
themselves, they have often used m-commerce in
supply (Kune-Yao, Sheng-Yuan 2019, p. 4, Jang,
Lee 2018, p. 16). However, the process of service
provision itself was carried out in a traditional way.

The majority of respondents (77-61% of
indications) stated that the important factors they
took into account when considering the location of
their activity were: closeness of competitors, costs
of renting/purchasing buildings, taxes and local fees
and the availability of parking spaces. Slightly fewer
respondents (68-50% of indications) took into
account the following when looking for the optimal
location: the availability of the Ilabour force,
closeness of markets, quality of regional and local
roads, spatial development of the surroundings,
costs of lease/purchase of land, distance from
residential buildings, costs of lease/purchase of
flats, employee training opportunities, distance from
the town centre, costs related to the adaptation of
buildings to the activity, the quality of trunk roads,
and the availability of information (Fig. 2).

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Figure 2. Determinants of service enterprise location in the study population

Source: prepared by the author as based on the study.
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The results of the research indicate that the
respondents took the following factors into account
much less frequently (45-25% of indications) when
deciding on the optimal location: accessibility of
public transport, city development strategy,
accessibility of regional programmes, closeness of
suppliers and partners, time needed for obtaining
administrative decisions, accessibility of financial
institutions, closeness of universities, cultural offer,
leisure opportunities, availability of office buildings,
positive attitude of local authorities, cooperation
with R&D units, comprehensibility and coherence of
administrative procedures, availability of means of
production, quality of R&D services, prices of R&D
services, closeness of consulting companies,
attractive image of the region, specialists’ salaries
and the closeness of specialist schools. The
opinions of the study participants indicate that other
location factors in the analysis of the location of a
service facility were of marginal importance
(indications below 25%) and they included: the
costs of setting up a business, retraining or
replacing employees, closeness of shops, hotels,
healthcare facilities, vocational schools, scientific
foundations, industry leaders and other companies;
availability of managerial staff and innovations, as
well as airports, rail transport, prices of municipal
services, flexible policy of banks and the safety level
in the region.

Summary

Choosing the optimal location for a small business
providing services on the local market is a strategic
decision, the consequences of which will be felt in
the future. The determination and commitment of
small business owners is understandable because
the financial results obtained are the basis for their
family's livelihood, and therefore wrong decisions
are reflected both in the economic efficiency of the
business and are perceived as a personal failure.
The very determination of the optimal location is a
difficult issue, because, in the variable environment,
the service activity is subject to changes and it is
adapted to the needs and expectations of the
purchaser. In consequence, the hierarchy of
location factors also changes. The increase in
popularity and availability of ICT (Information and
Communication Technologies) among consumers
stimulates innovative solutions in some areas, even
in those services that have been provided and sold
exclusively in the traditional way. To keep up with
the competition and the requirements of the buyers,
service providers use the Internet (to present their
company or offer, to communicate - social media
communicators, or platforms for making
appointments). A particular intensification of
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activities has been observed during the pandemic
period and in remote working conditions, where the
Internet has become an increasingly popular
sphere for economic activity. Virtual business then
becomes an alternative solution that is impervious
to possible restrictions.

In light of the study findings, it can be concluded
that the ranking of location factors has changed due
to their importance for the development of business
activity. In the opinion of the study participants, the
optimal location of small service companies offering
services in a traditional and/or mixed manner was
determined by the following factors: Internet access,
potential for the company’s spatial expansion, the
costs of maintaining the premises, the number of
future customers and customer demographic
characteristics, closeness of competitors, the cost of
building purchase/rental, local taxes and fees and the
availability of parking space. Due to their importance
for the development of service activities in the
community under study, the ranking of location
factors presented in this paper shows that the
choice of the optimal place of activity is still
dependent on many economic aspects; however,
the factors associated with technological progress,
increasingly present in everyday life, are gaining in
importance. The growing popularity of ICT among
consumers, as well as their high availability, means
that traditional location factors are losing their
importance in some types of services, e.g. in the
trade in selectable products. The virtualisation of
consumer behaviour in the population covered by
the survey was relatively low, mainly related to
satisfying information needs, and was determined
by the types of services represented in the
research.
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