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Abstract 
 
By the effects of globalization, countries become more and more integrated into each other, 

which in turn offer big opportunities to international corporations to make business across the 

borders. Game Outlet Europe AB, based in Karlstad, is one of them, which also operate 

internationally. It is the leading distributor in Europe for PC and console games in the low and 

mid price segments. This thesis is based on the issue of investigating whether or not Game 

Outlet’s current business concept called the “pallet concept”, would be feasible to apply in 

Poland. In order to answer that main question, we designed a problem statement with its 

underlying sub questions. In order to make good conclusions, we started to theoretically 

investigate the cultural differences and the consumer behaviour within Poland compared to 

Sweden. 

Poland is a country in change and has just recently joined the EU and has been targeted as an 

emerging market by western corporations. But before launching one’s business operations in a 

developing country, which has for example no tradition of learning the English language until 

recently and possessing a different history, one must consider the cultural differences and the 

difference of consumer behaviour.  

 

Our theoretical research shows that the Polish society in general has lower purchase power 

and weaker financial situation than Swedish society. Poland as an emerging market is 

considered by international companies to be a potential market, but those who seek potential 

will need to compare and contrast the prices so that they match the Polish people’s purchase 

power. However, an interesting observation that is in the interest of Game Outlet, are the 

Polish consumers’ willingness to pay for a classical and new released games. When compared 

to Swedish respondents, they are almost equally willing to pay for classical games. As we see 

it, Game Outlet has all the potential to achieve successful expansion. We also suggest a 

business model which should act as a recommendation for Game Outlet to consider. Most of 

the conclusions verify the strength and pros about Game Outlets business model, but some 

suggestions are new and created by ourselves.  
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1 Introduction and Background 
  

This thesis will be conducted by three students of Karlstad University, as a graduation work 

within the program Master of Science in industrial Management. The case which we will be 

working on in this thesis was first made available as being another 30 credits “User 

Innovation” course; however, it was left out as there were not enough students taking the 

course. We consider this case to be an excellent opportunity since it provides a great chance to 

exercise a mixture of what we have been studying within The Master of Science in Industrial 

Management program. Game Outlet AB is a relatively young and fast growing company 

which intends to expand its business concept into the Polish market; which is, according to 

many scholars, one of the most promising markets within the European Union. Since this is 

the first time Game Outlet AB has counted on students to handle such a research, we believe 

it is a mutual opportunity for the company as well as for us. The objective of the study is to 

find out if; Game Outlet’s business model is suitable for the Polish market, i.e., if the pallet 

concept as it is, is appropriate for Polish customers and whether or not the use of the English 

language is acceptable among polish consumers.   

 

This study will put forward efforts to satisfy both the academic requirements of University 

and the commercial expectations of the company in subject. We will focus on the theoretical 

background behind the consumer behavior and cultural characteristics of Polish society, 

namely the factors underlying their purchasing behavior as well as their tendency when 

choosing between domestic and international products. Then, by collecting empirical data by 

means of market research in Poland, we will investigate any possible foreign language 

acceptance (acceptance of English), the price sensitivity of the customers and their level of 

commitment to domestic as opposed to international products. At the end, we will question 

whether or not the current business strategy of Game Outlet AB fits to the Polish multimedia 

market and, if not, try to come up with other business ideas to propose as alternative solutions. 

1.1 Outline of the thesis 
 

 The first part of this research will give brief information about Game Outlet and Polish 

Market. That information is presented in order to provide better understanding of 

problem statement, to indicate the main purpose of this research in a clear way as well 

as the possible limitations which could be faced during the research.  
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 Then the theories which establish the ground basses for this research will be presented.  

 Considering those theories and project requirements specified by Game Outlet, 

research methodology and the tools employed in the empirical investigation are 

presented in the next section.  

 In the final chapters, we will present results retrieved via designed research 

methodology, analyze them using necessary software tools and draw conclusions 

based on findings.  

 Our research is finalized by the discussion of research findings in order to come up 

with answers to the questions that are raised in the following chapters.  

1.2 Company presentation 
 

Game outlet (GOE) was founded by Lars Wingefors in 2004. Today they supply to the market 

approximately 6 million copies of games annually. The turnover in 2010 was about €30 

million. Game Outlet works as a trading partner between publishers, retailers, and customers 

in the global multimedia market. In the business model of Game Outlet, the games are 

shipped in readymade pallets at mainly three different types of retailers; Specialist stores (EB 

Games, Game stop, etc), Multimedia stores (Siba, On-off, and etc), and 

Supermarkets/Hypermarkets (Rusta, Coop, etc). The games are sold at an attractive price for 

major consoles; PC games, Xbox, Xbox 360, PlayStation 2, PlayStation, Nintendo Wii, and 

Nintendo DS. The pallets are tailor made for the type of retailers, and refilled on demand. 

Game Outlet’s business areas are Scandinavia as well as quite recently Holland and Australia.   

1.3 Polish Market 
 

This chapter will act as a short, general introduction to the polish multimedia market so that 

the reader gets an insight into the current status of it, mainly regarding issues such as internet 

usage, computer habits as well as video, PC and console gaming habits of Polish consumers. 

Information given in this chapter will be used together with the empirical data collected 

within Poland. 

 

All signs that indicate or could be interpreted as underlying facts that Polish consumers 

increase their usage and spend more and more on multimedia products which are of interest 
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for this thesis. Since Game Outlet focuses on Business-To-Business marketing, the buying 

and selling of games, Poland is considered being a market that embraces available modern 

technological tools such as computers, video consoles like PlayStation and Xbox etc. These 

all are important factors to be investigated further. We believe that by using such facts, it will 

be possible to extract key information. Combined with the findings of the empirical data 

gathered, we can then draw some vital and necessary conclusions as to whether or not Game 

Outlet could possibly find any potential for their existing business concept in Poland. 

According to the article Computer hardware in Poland (2010), it is forecasted that the 

computer hardware industry is likely to blossom again after some years of declining market 

value. As a matter of fact, computers seem to have become more and more lucrative when 

compared to their market status in 2009, against peripherals and devices. Computer sales are 

estimated to cover about 63 % of the overall computer hardware market. This trend rests upon 

the fact that computers nowadays are regarded as necessity rather than leisure equipment. 

Computer hardware in Poland (2010) claims that the increased sales of PC’s could be 

threatened by the gaming sphere, especially by the next generation video game consoles, like 

PlayStation and Xbox. The article also highlights the fact that when retailers have the same 

variety of products, for example the same brands regarding computer hardware, Polish 

consumers tend to be very price sensitive. 

So how competitive will the console games be compared to PC games? According to (Teipen, 

2008) the video games industry is one of the fastest growing industries worldwide with a 

global turnover of US$31.1 billion. It is also stated by the same source that computer market 

shares are decreasing and losing their position in Europe as a dominating platform. Also in 

USA and Japan, the console game market is more dominant than in Europe. The global 

market share for computer games is only 19%, but for example in Germany, it has higher 

share with 50% of the market. So, we can conclude that the biggest console producers have a 

significant effect on dominance of domestic markets. When it comes to gaming publishers, 

the biggest market shares are divided among 15 gaming publishers from USA, Japan and 

France. Their total market share is equivalent to 92.3% of the global market, compared to 

Swedish, German and Polish publishers which stand for less than 1% of the global market 

shares (Teipen 2008).  

  

In most of the European countries, the domestic publishers are outplayed by the big 

international publishers from USA, Japan and France. Poland is an exception to that. Teipen 
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(2008) claims that because of the modest size of the video game market in Poland, “Almost all 

international market leaders distribute their products in Poland through Polish publishers 

and distributors.” (Teipen 2008, p. 9).  

 

Table 1: The Polish video game market share in comparison to other countries.  

Source: (Teipen, 2008, p. 10). 

According to Kaminska (2002), big international console producers, already in 2002, sensed 

the potential of looking deeper into the polish market. Microsoft, Sony and Nintendo have got 

their eye on the vast developing country in Eastern Europe. Kaminska (2002) states that the 

use pirated software in Poland has dropped in recent years from 70% to 54%. According to 

Microsoft, it is a good sign for console makers who want to enter the polish multimedia 

market.  

1.4 Problem statement 
 

The main question in this thesis is whether or not it is feasible for Game Outlet to expand 

their business to Poland. This results in an underlying question; is the business model (pallet 

concept) that Game Outlet uses today adoptable for the polish customers? To answer these 

questions, two important fields need to be considered which are cultural differences and 

consumer behavior. Problems in cultural differences; do the Polish people have the same level 

of acceptance for English speaking/texted games as Scandinavians? Since Game Outlet 

mainly trades with UK releases of games, this factor is of great importance. In the field of 

consumer behavior, there are some main problems such as purchasing power of people, in 

which channels they purchase games (Online, specialist stores, multimedia stores etc), their 

tendency to make impulse purchases, types of consoles they have for playing games, 

important factors when they purchase games, and their price sensitivity. Which of those are 

important to determine if the pallet concept is to be of success? Should the business model be 

adopted, revised or it can be used in its current state to penetrate into the Polish market? 
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To investigate all those points and to answer all those above questions, we will collect 

empirical data by carrying out a market research and benchmarking of retailers in Poland.  

 

To sum up, the main question creates subordinated questions. They are in short as follows; 

o The acceptance for English language games and the Polish English language 

skills 

o How price sensitive are the Polish customers towards new and classical game 

releases? 

o How is the purchasing power among different age demographics distributed? 

o The most important factors when purchasing a game 

o Where they purchase games (Online, specialist stores, multimedia stores, etc) 

o The Polish customer’s tendency to make impulse purchases of games 

1.5 Purpose 
 

The practical purpose of this thesis is to investigate and analyze whether or not Game Outlet 

can find any potential to expand its operations into Poland. In this expansion, factors, 

variables and limitations will be thoroughly examined combined with the theories in order to 

estimate the chance of success when launching their operations into Poland. The academic 

purpose is to investigate and gain deeper knowledge of how consumer behavior and cultural 

differences influence the way consumers buys and experience multimedia products. 

1.6 Contributions by the Authors 
 

The theoretical part of this thesis is divided into three separate parts. Aytaç has written about 

consumer behavior, Daniel about business models and Pierre has written about cultural 

differences. All three worked on the questionnaires for the collection of empirical data and 

participated to the surveying of participants in Poland. Aytaç stayed a couple of days longer, 

to visit the retailers (Benchmarking, the practical part). The Method part has been written by 

Daniel and Pierre, and checked by Aytaç. The introduction as well as results and analysis as 

well as the conclusions and discussions chapters has been equally written and discussed by 

the authors. Proof reading and editing of the thesis has also been equally distributed among 

the authors. 

 



6 

 

2 Theoretical Framework  
 

To be able to investigate the differences between Poland and Scandinavia, it is important to 

get an understanding of the underlying factors of consumer purchasing habits and the 

differences of general habits between the two regions. The authors decided to investigate 

three different fields. Consumer behavior is the first field which is the theory that explains the 

consumer’s way of purchasing products, taking into account purchase channels, purchase 

power, purchase habits, etc. The second field of theory is cultural differences and in this field 

we investigate factors that differ between the two regions affecting to the purchasing behavior 

of consumers. These factors we believe are interlinked also with consumer behavior. National 

factors affect the consumers as well. Examples are political factors, language skills, education 

levels or nationalistic tendencies. The third theoretical field is business models which describe 

how a company operates to offer the best set of values for its customers. By combining these 

three theories with market research and benchmarking, it is the authors’ goal to draw 

conclusions about consumer behavior and cultural differences between two regions. What 

effect would these things have on the suitable business model when considering expansion to 

Poland? 

2.1 Consumer Behavior 
 

Since the world businesses become more and more competitive, marketers and academicians 

are putting more and more efforts into understanding the consumer’s needs and expectations 

in order to satisfy them to the greater extent possible (Huddleston et al. 2001). In fact, this is 

probably the main reason why the research area known as Consumer Behavior emerged. 

Consumer behavior in general terms can be defined as a set of physiological processes that a 

buyer goes through before obtaining a product or service to fulfill any need or to solve any 

problem (Foxall 1993). 

With the industrial revolution and globalization, rapid changes within consumer behavior 

have been observed. Malobi (2010) argues that today’s consumers are more aware than ever 

regarding the availability of different alternatives and are keener to exploit the various choices 

offered. Rapidly developing communication technologies transformed the world into a global 

village, therefore operating not only locally but also internationally has undoubtedly become 

one of the main goals for many organizations (Mingxia et al. 2006).  
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Consumer behavior has changed rapidly throughout recent decades; however, the effects of 

these technological advancements on consumer behavior didn’t emerge overnight. It was an 

evolutionary process which developed with time. Early marketing scholars from the 1950’s 

took advantage of Pavlovian teaching and Freudian physiological analysis in order to 

understand consumer behavior (Malobi 2010). According to Pavlovian teaching certain cue 

words cause certain reactions in buying behavior. So, the marketers tried to effectuate these 

points, which they believed, would lead the consumers to react buying their products and 

services. This approach became the basis for specifically designed advertisements and 

marketing campaigns. Freudian analysis on the other hand was based on images and symbols 

associated with the purchase of specific products or services.  

In later decades, laws defining the rights of consumers at national and international level 

started to appear (Malobi 2010). The introduction of such legal regulations led consumers to 

become more aware of their rights to choose among. Industrialization, the emergence of lean 

principles and service optimization brought mass production and the distribution of products 

to greater efficiency so that global competition among companies increased (Huddleston et al. 

2001). It resulted in much varied product alternatives being offered to the customers. 

Empowered customers gradually got used to the idea that the available alternatives to choose 

among were wider, so they faced a new problem of processing all the information about what 

is available in order to make the best overall purchase. Malobi (2010) argues that with this 

transformation of wider availability of products, the consumers face another problem; being 

overwhelmed by the heavy load of information. The excessive information load and lack of 

support for handling it eventually lead the consumers to being centered on some significant 

points such as brand awareness, price aligned thinking and suggestion from friends (Malobi 

2010). So far the evolution of consumer behavior over decades is mentioned and in the next 

chapter the Polish consumer behavior is explained in more detail. 

 

2.1.1 Polish Consumer Behavior 
 

The removal of international trade barriers as well as the effects of globalization prompted 

many international retailers to seek opportunities for developing their businesses in newly 

emerging markets across the borders (Huddleston et al. 2001). With the collapse of the Soviet 

Union, many eastern European economies embraced the free – market economy and opened 

their consumer markets for highly competitive western retailers (Flippov 2010).  
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Poland, though located centrally within Europe, had long been part of the former Soviet 

Union (1945-1989). It is a country located in the eastern block which is surrounded by the 

Czech Republic, East Germany, Hungary and the Soviet Union, all of which were not free- 

market economies. In all those countries, the economical planning and decision making were 

carried out by the state itself. This kind of economical structure obviously resulted in lack of 

choices for the consumers through decades. When started to switch to the free market 

economy in 1989, approximately 40 million people at that time gained access to a wider 

choice of both domestic and international product alternatives for the first time after the 

closed economy period. However, the change has been slower especially in rural areas 

compared to the bigger cities as well as other western free - market economies (Sjolander 

1992). 

Sweden, on the other hand, is a highly industrialized western country with a long history of 

free – market economy. It is a country with a population of approximately 9 million people 

and the main difference when compared to Poland lies within its high income per capita as 

well as excellent access to welfare for the individuals, regardless of where they live within the 

country. The market offers a bigger variety of products and services to the inhabitants. These 

social and economical variations can lead individuals to take into account cost/price related 

perceptions on their purchasing behavior (Sjolander 1992). 

Poland has been evaluated as a market of serious potential along with its eastern European 

neighbor countries. Polish economy shows continuous trend of growing through the years 

which can also inflate the salaries of people going up as seen in below table; 
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Year 
Average monthly gross wage 

( PLN ) 
Real GDP growth ( Annual growth given in 

percentage) 

1995 702,6 7,0 

1996 873,0 6,2 

1997 1.061,9 7,1 

1998 1.239,5 5,0 

1999 1.706,7 4,5 

2000 1.923,8 4,3 

2001 2.061,9 1,2 

2002 2.133,2 1,4 

2003 2.201,5 3,9 

2004 2.289,6 5,3 

2005 2.380,3 3,6 

2006 2.477,2 6,2 

2007 2.691,0 6,8 

2008 2.943,9 5,0 

2009 3.103,0 1,7 

2010 3.225,0 3,8 

Table 2: The change in the average wage and real gdp from 1995 to 2010. 

 Source: Polish Ministry of Foreign Affairs 2008-2011  

 

Huddleston et al. (2001) argues that the transition of the Polish consumer market from a state 

regulated economy to the free – market economy brought many international companies into 

competition with each other. It was not only the competition companies’ face against each 

other but also the struggle to understand the specific consumer behavior of the polish 

population. Consumers in Poland purchase products depending on their quality and price 

rather than just because they are of western origin, or imported (Huddleston et al. 2001). 

Moreover, they mostly have been found to feel strongly that local products are of equal or 

superior quality to western products. Undoubtedly, this tendency is triggered by a sense of 

national pride as well as patriotic campaigns sustained by local companies. 

Since Poland is a country of great potential for international corporations, in order to 

understand polish consumer behavior in detail, there are a lot of research done about the 

subject. Some of those studies mainly refer to consumer ethnocentrism and cross – cultural 

marketing universals.  

2.1.2 Consumer Ethnocentrism  
 

In order to understand the nature of a buyer’s purchasing behavior when choosing between 

domestic and international products, a concept of consumer ethnocentrism is often referred. It 

is a method of separating out the consumers who prefer domestic products to imported ones. 

The more importance a consumer gives to whether or not a product is domestically produced 

the more consumer ethnocentric tendency the consumer shows in his purchasing behavior 
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(Huddleston et al. 2001). In addition, Fairhurst et al. (2003) argues that studies showed that 

consumer ethnocentrism is directly influenced by the necessity of a product, the more 

necessary the products are, the less of consumer ethnocentrism. For these reasons, consumer 

ethnocentrism studies could be of great importance for companies to position themselves in an 

appropriate way to figure out suitable advertisement campaigns as well as to determine proper 

marketing mixes (Currie et al. 2010). 

2.1.3 Cross Cultural Marketing Universals  
 

One of the major challenges that international retailers face while seeking business 

opportunities in new frontiers is whether to standardize their operations to make them 

applicable for all markets or to adapt them in order to make them suitable for culturally 

diverse markets (Moore et al. 2003). Standardization of operations is probably less costly, 

more easily applicable and less risky in terms of economical success. However, an 

international retailer, looking for successful establishment of operations abroad, needs to find 

a certain level of adjusting to the foreign market. Adaptation of operations, on the other hand, 

is subject to higher costs, bigger risks and more difficulties of application when compared to 

standardization. (Moore et al. 2003). 

2.2 Cultural Differences 
 

Since the beginning of the European Union (EU) in 1993, people have been able to move 

freely across European borders to a much larger extent than before. The main purpose of EU 

was to create a borderless internal market with free movement of goods, services, capital and 

people. The establishment of EU led to a bigger scale of trading between countries in Europe. 

But people also had access to other job possibilities around Europe (Agarwal et al. 2010).  

In order for companies to successfully expand their business operations internationally, it is of 

essence to take into account the aspect of cross cultural differences and to develop a deep 

understanding of cultural issues. According to Agarwal et al. (2010) the perceived quality of 

products and services might differ across regions, cultures and countries.  

According to Agarwal et al. (2010) the globalization of companies, rapid changes both in 

economical and political aspects along with the increase in the number of transnational 

companies, the homogeneity within countries regarding attitude and behavior is increasing. At 

the same time, the commonalities across countries have increased too. Yet the strength of 
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national culture should not be underestimated (Agarawal et al. 2010). However, the trend 

shows that attitudes of cultural specific beliefs, consumption behavior and work practices 

across countries are becoming more similar. For example, over the last 30 years of continuous 

economical changes, Indonesia has been transformed socioculturally. Agarwal et al. (2010) 

states that the gap of power distance and individualism between US managers has declined 

compared to managers in Indonesia.  

As an example of a country that has been affected globally, Poland will act as reference. In 

(Sliwa 2010), we get to learn about how the spread of the English language was implemented 

into the Polish education system after the post-social transition in 1989. In (Sliwa 2010) it 

also stated that Poland accepted the adoption of the English language by willingness unlikely 

when compared the Russian and German languages were forced upon the population in the 

past. Between 1997 and 2006, the average knowledge of English increased from 8 to 20 % 

across the whole population. In 2008, around 80% of all students in Poland chose English as a 

Second language. Also to learn English has become a status issue nowadays in Poland. The 

government has implemented English lessons from the first grade, at a compulsory level. 

Learning English is sometimes regarded even to be more important than getting a diploma 

from a university degree program. To a great extent in Poland, managing the English 

language is now synonymous with educational achievement and employability (Sliwa 2010). 

Since Agarwal et al. (2010) claims that the cultural identity could be changed both at a 

national and an individual level by increased globalization (People, organizations or groups 

are willing to think globally but still they act nationally) the findings of Sliwa (2010) supports 

this theory. This is supported on the basis that the English language has acted as a channel for 

global culture to emerge in Poland. It also helped in shaping new identities and feelings of 

belongingness to the global culture over the last 20 years. This belongingness according to 

Agarwal et al. (2010) is portrayed in terms of adopting global values, beliefs and lifestyles, 

but also consumption habits. This behavior is called “elective identity”. 

Agarwal et al. (2010) points out that along with enhanced skills in the English language in 

Poland, the spread of transnational corporations also acts as a factor to increased globalization 

in Europe and especially in Poland.  

Poland is a country which is growing rapidly which is showed in statistics. From 1990 to 

1998, the number of privately owned companies doubled from 1 118 000 to 2 190 000 since 
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the government implemented the free market economy (Waters 1999). At same time, Poland’s 

market structure was changed. The doors opened for European companies to establish 

themselves in Poland. Western European companies were quick to open up production and to 

take advantage of the low operating costs (Waters 1999). The government was at this time 

encouraging international trade in order to have a positive effect on the economy. 

The cross cultural differences between Poland and the rest of Europe are declining and 

changing into more of a global culture due to systematic changes imposed by the government 

over the last 20 years. The Education system is embracing the English language as a second 

language (Sliwa 2010). Franchise retailers, factories and other types of international 

production rapidly increasing over the last 20 years (Nowak & Karasiewicz 2010) are signs 

that Poland is approaching the rest of Europe to a greater extent than before. The influence of 

international companies, with the international trading and the feeling of global belongingness 

empowered by enhanced skills in English, act as significant factors for global cultural change 

(Waters 1999). 

Smith & Lett (2009) states that Poland for many years ago was seen as a country left with a 

“social vacuum” during the communist regime, which prohibited them from develop a 

cultural framework. This cultural void is now being slowly filled with the culture that Western 

Europe is exerting into the country via the transition and the fall of communism. From being a 

collectivistic people, disciplined and with a communistic hieratical centralized power, the 

nature of Poland has changed into being more individualistic and less hieratical in the 

organizations.  

According to Smith & Let (2009), their study shows that Polish society was turning away 

from the communist way of command and control to being a more collegial group decision 

making people. Younger people are now becoming more individualistic than collectivistic. 

This new generation that is growing up could be described as a generation with higher 

education, possessing higher skills in English and impressed by a sense of the global culture. 

It is also important to lift out the fact that Polish culture is very similar to the Mediterranean 

characteristics of personal relationships. In this sense the Polish people have become more 

feminine than before. During the communist regime masculinity was equal to money, career 

and materialism but today it isn’t as important as it was. Today the Polish people are coined 

more by a feminine sense manifested in strong family bonds and informal networks (both in 

business and personal relations) which are greatly emphasized. For example it is crucial to 
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build trust and to establish a good relationship when conducting business in order to make the 

process run smoothly (Smith & let 2009). 

The research of Kolman et al. (2002), before the accession of the nominated countries by the 

European Union shows that Poland was the one that is most similar to the other countries in 

Western Europe. Kolman et al. (2002) used four different parameters to compare the 

nominated countries against each other and to emphasize their differences between them. 

Poland was the country that was regarded as being more similar to Western European 

countries than the others. Polish employees like to have professional but close relationships to 

their superiors for consultancy and advice which is a sign of declined power-distance between 

a superior and his subordinates.  

As stated earlier in this text, this supports the theory that polish people need to establish good 

relations before conducting business with others (Smith & Let 2008). The decrease of national 

masculinity together with a decrease in power-distance is information useful for international 

companies to take into account before launching operations into Poland.   

2.3 Business models 
 

To start the chapter on business models, it’s important to discuss the terms and definitions of 

what a business model actually is. There are three different key words which are interrelated 

as well as commonly used; strategy, business models and tactics. Today’s managers often use 

these key terms in the same sense. However the difference is important to clarify. For general 

understanding of those terms, Casdesus-Masanell & Ricart (2011) describes them as the 

following; the strategy determines which business model is best suited for the success of the 

enterprise. Business models are the way the company operates and creates value for the 

stakeholders in the market. Tactics is the design of the business model. Factors are elements 

such as price, quality, customer segmentation, premiumization etc.  Magretta (2002) also 

differentiates the terms of business models and strategy by concluding that, a good business 

model is the base for how the business operates or functions whereas the strategy is defined as 

where to “apply the model. Considering geographic markets, which segments, which 

customers, which products- are what change” (Magretta 2002, p. 91). 

There is no generally agreed definition of the term Business Model etc (Casdesus-Masanell & 

Ricart 2011), but some of the most referred ones are as follows. Joan Magretta (2002, p. 89) 

defines a Business Model as “the story that explains how an enterprise works”. A business 
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model in most cases is reworked or redesigned from an existing model, but in some cases it 

totally replaces the old one and becomes the standard to compete against future competitors. 

Joan Magretta (2002) says that the story has two parts to cover about how the enterprise 

works to define a new business model. Part one includes all that is involved in innovating a 

product: designing the product/service, purchasing/procurement, processes for production etc. 

The second part involves the distribution elements namely market research to find the right 

customers, distribution channels for delivering the products to the customers. 

“Who describes it as the answer to the questions: Who are your customers, what does the 

customer value, and how do you deliver value at an appropriate cost?”(Magretta 2002, p. 92) 

According to Johnson et al. (2008) business models consists of four elements “a customer 

value proposition (CVP), a profit formula, key resources and key processes”. To further 

describe the meanings of the four elements they are: CVP defines the value that the product 

offers to serve to customers’ needs. The greater the value the product has combined with an 

attractive price generates a greater opportunity for the business model (Higher CVP); Profit 

formula in contrast focuses on the internal value to maximize the prospect of meeting the high 

expected CVP. This involves factors as; Revenue models, cost structures, margin models, and 

resource velocity; Key resources are considered as the assets that create value in the company, 

tangible and intangible resources as knowledge, employees, production equipment, and 

brand/image; Key processes are in place for the key resources to be able to function well and 

deliver the value expected, to be able to change and adopt to new circumstances (increased 

volume, new products etc). Examples of key processes are education/training, planning, 

development, company’s norms and values. 

Casdesus et al. (2011) defines business models as “the set of managerial choices and the 

consequences of those choices”. Where choices consist of three types: policies, assets, and 

governance; Policies are norms that set the way action are performed in the organization, 

example of policies is safety regulations for the factories, environmental impacts of the 

enterprise or controversial marketing guidelines.  Choice of assets reflects the decisions 

affecting the tangible resources for example, manufacturing facilities. And governance choice 

is those choices which affect both policy choices and tangible resources, example to rent or 

buy more storage space. The Consequences can also be divided into two different 

subcategories flexible and rigid. Choices that quickly will have consequences are flexible; an 

example is that to increase the price of a product would lower the sales volumes. The rigid 
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consequences are those affecting long term built in qualities like reputation, brand image, 

culture or organization.   

All the theory indicates that Business models are a useful concept to ensure a successful 

business. Managers/entrepreneurs need to have a good understanding of the definition to 

ensure that they create a model that covers the key factors. This thesis will investigate the 

Polish culture differences and consumer behavior compared to the Scandinavian market.  

What effects will this have on their business model? To go deeper, this theory part will 

investigate the existing business model of Game Outlet and business models in emerging 

markets. 

2.3.1 Business Models in Emerging Markets 
 

To increase their volume or share of the market, many companies are expanding into the 

emerging markets. It’s estimated that 70% growth for the western multinationals will come 

from these markets (Eyring et al. 2011). The potentials are huge, According to Eyring et al. 

(2011), as long as the business models are adapted for those markets. The Majority of the 

companies fail due to the fact that they only transfer their existing business models into the 

new region.  

The international actors are expecting equally high margins, but the average purchasing power 

is usually lower in these fast growing markets. The possibilities of buying technically 

advanced and expensive products or services are limited. Transferring an existing business 

model into a new market can be devastating. Eyring et al. (2011) recommends companies to 

start in middle emerging markets which can be lucrative, but the business model should be 

revised according to the needs of the market by focusing on increasing the CVP to offer 

“Unique benefit for less” (Eyring et al. 2011).  

An example of this is the ChotuKool portable cooling unit offered by Godrej in the Indian 

market. The issues in this market were those two. The majority of the population couldn’t 

afford a western society fridge; people tend to move more often. The groceries that need to be 

cooled are less when compared to western countries and power outages are very common. 

The solution to those issues was a cooling unit that was portable, with a capacity of 43 liters, 

with a battery that could cover the need of cooling during power outages, and usage of a 

cooling fan instead of compressor making the power consumption far less than a normal 

refrigerator. This covered the basic need for the customers in that market and the simplified 
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solution made it possible to offer this solution for as low as $69 which cost as the half of a 

basic fridge (Eyring et al. 2011). By researching consumer behavior and cultural differences, 

involving the people in the design of the new product with a high CVP value, this example 

demonstrates how important it is to redefine the business model for emerging markets to meet 

customer needs. 

Are these radical new solutions anything relevant for Poland? First we have to define if 

Poland is still an emerging market, and if so, whether or not they are positioned as a starting 

emerging market or middle emerging markets discussed above. The following lists Poland in 

FTSE Global Equity Index Series Country Classification lists as an advanced emerging 

market. They have four graded scale which consists of developed, advanced emerging, 

secondary emerging and frontier markets (FTSE 2010). On MSCI market classification list, 

Poland is defined as an emerging market on their three scale list of developed-emerging- 

frontier markets (MSCI 2011). Dow Jones Indexes also list Poland as an emerging market but 

only uses two different scales as developed and emerging markets in terms of stock markets. 

According to Warsaw Business Journal (2010), Barclays Capital will move Poland from an 

emerging market to Barclays Second tier list, with countries like Singapore, Taiwan, Israel, 

Chile etc. With that data as a background, Poland is considered as an emerging market. But 

they seem to agree that it is definitely in the middle-top regions in that category.  
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2.3.2 Game Outlet business model  
 

Game Outlet business model consist of a solution where they offer the customers a pallet 

concept to display games at retailers. The pallet consists of a variety of games that are 

displayed in racks. The racks are placed on a pallet for easy logistics, both in shipping and 

handling at the retailers. Due to the size of the pallet and the number of games in the display 

racks. They offer the retailers a profitable solution that takes up a small amount of floor space. 

Retailers can then maximize the sales volume/square meter resulting in good margin level 

(GOE 2011). The games are purchased from the publishers which solve a number of issues 

and create competitive advantages.1.) Since Game Outlet is a trading partner they can solve 

problems with over-stock issues for publishers. 2.) Distributors and retailers have the 

opportunity to recycle and extend the life span of back catalogue titles 3.) Game Outlet 

becomes a highly competitive supplier for mail order, outlets, supermarkets, gas stations, 

distributors and online e-businesses because of their power in trading and buying over-stock 

inventory to low cost. 4.) Game Outlet also works as a trading partner between all parties, 

dealing mostly with English PAL-version (GOE 2011). 

 

Figure 1: Game Outlet business model 

Source: http://www.gameoutlet.se 

 

The pallets are designed in two different ways, either by customer specifications or by using a 

predefined concepts focused for certain stores (Low cost games, Sport games, Action games 

and so on). Every game is equipped with a barcode which makes it possible for Game Outlet 

to track sales volumes for different games and consoles. This gives relevant data and the 

possibility to tailor the unique demand of the customers: Increasing the games or consoles that 

have the highest turnover and information about sending refill packages to the customers. Is 
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the solution some form of Vendor managed inventory solution? Vendor managed inventory 

(VMI) is defined as:  

“Is a continuous replenishment program that uses the exchange of information between 

retailer and the supplier to allow the supplier to manage and replenish products at the store 

or warehouse level” (Van Weele 2006, p. 308).  

This means that the responsibility is shifted to the supplier, to replenish and deliver at the 

right time so that the stock isn’t depleted. This means that forecasting and order handling is 

the vendor’s responsibility. The benefit with this type of tool is: Reduced inventory, increased 

inventory turns, reduction of receiving cost, and an increased customer-supplier relationship 

(Van Weele 2005). Parts of Game Outlet business model have characteristics of the VMI 

concept. To summarize the business model Game Outlet has in Scandinavia, Holland and 

Australia is that they work as trading partner between publishers, distributors, retailers, and 

traders. Acquiring game titles and offering them to retailers in a designed pallet rack with 

logistic solution similar to VMI. The end customer is then offered game titles that are 

competitive by priced (low price games). Due to the competitive price and the display of 

games in a variety of stores not just games specialists, a large part of the sales are impulse 

purchases by customers. The optimal customer is male and 32 years old.   

How can this business model be adopted to the polish market? Is it just possible to move the 

existing model to the Polish market? This will be investigated in the methodology and 

discussed in the result section. 

2.4 Discussion of theoretical framework 
 

The authors believe that these three different parts of theory are useful and adequate in order 

to create an interesting and good analysis for this thesis. Consumer behavior and cultural 

differences are not that far away as topics. They do, up to some extent, overlap each other as 

theories but there is still a difference. Consumer behavior rests upon research for many years 

of science; however, it is still relatively considered new as a discipline among scientists.  

Cultural differences between countries around the world are something that the authors 

believe is based on thousands of years of development of the human kind. So in order to tailor 

the business model before launching operations into another country, one must understand the 

behavior of the Polish consumers. But one must also take into account the cultural aspect as 
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well. The two topics combined together will give a good perspective of the general Polish 

consumer and along with theory for business models; they will form a good theoretical basis 

for analyzing how to modify the future business model in a suitable way to be able to launch 

operations in Poland. 

3 Method  
 

To study consumer behavior and cultural differences of Polish society, a field trip to Krakow 

is organized. Methods to be applied on the field trip are a survey and benchmarking of 

retailers. The questionnaire is designed to comply with the theory of Bryman’s 11 steps which 

is explained in detail in chapter 3.2. It is prepared also in a way so it would satisfy project 

specifications from Game Outlet (in the next chapter). The questionnaire is a paper hand-out 

translated into both Polish language and English language. People are planned to be 

approached outside in the city center, inside the shopping malls, and in the universities as well 

as high schools. This tool is intended mainly to study the consumer behavior and cultural 

differences. In order to see if Game Outlet Business model is suitable for Polish market, 

benchmarking of retailers would also be carried out. The Benchmark is a tool to study 

competitors’ best practices (see chapter 3.3). In the case of Game Outlet the retailers are not 

the competitors but rather prospective business partners, chosen in advance (see appendix c). 

Together with Game Outlet, a check list is prepared not to miss vital information during 

Benchmarking process. The Benchmarking method is applied to retrieve information about 

store characteristics, pricing structure, consumer demographics and display layouts. All those 

are essential to evaluate if the current business model of Game Outlet fits to Polish 

Multimedia market.   

3.1 Survey in Poland 
 

This chapter explains in detail how the survey is prepared for field research. The first part 

describes the theory of designing a questionnaire. The second part is about the content of the 

survey and finally the last part is about the way to approach the participants.   

The questionnaire is designed based on Bryman’s principles of quantitative research. Bryman 

defines quantitative research as; “a research strategy that emphasizes quantifications in the 

collection of data” (Bryman, 2007, p 143) and the research, analysis the relationship between 

theory and research, emphasizing a testing of theories. It takes a statistical approach to 

research the theory.  
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Bryman (2007) has created an outline where detailed steps are discussed they are;  

 1. Theory 

 2. Hypothesis 

 3. Research design 

 4. Devise measures of concepts 

 5. Select research site 

 6. Select research subjects/respondents 

 7. Administer research instruments/collect data 

 8. Process data 

 9. Analyze data  

 10. Findings conclusions 

 11. Write up findings/conclusions 

 Bryman (2007) states that the steps described above are an optimal outline of how a 

quantitative research is performed and is rarely used in its full context in real business 

research. The steps are used as a guide in the creation of the questionnaire. The relevant steps 

are used for our research to construct the questionnaire; 

1. Theory; Along with research requirements from Game Outlet, the following points are 

decided to be investigated. The main reason why those points are chosen under indicated 

categories is the major economical, political and social changes (transformation from State 

Economy to Free Market Economy as well as Joining to European Union) that Poland 

experienced. Those major changes are explained in more detail within the theory part; 

however, it is not so easy to classify some of those points explicitly because they overlap each 

other in many ways. 

 

 Consumer behavior 

o Price sensitivity for new and classical game releases 

o Purchasing power of different age demographics  

o There tendency of impulse purchases of games 

 Cultural differences  

o Acceptance for English language games and the Polish English language skills  

o The most important factors when purchasing a game 

o Where they purchase games (Online, specialist stores, multimedia stores, etc) 
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Further explanations of how these theory questions are linked to the survey are presented in 

the next chapter. 

2. Hypothesis; since we don’t have a clearly defined hypothesis we exclude this step, Bryman 

(2007) states that the theory can act as “a set of concerns in relation to which the business 

researchers collects data” (Bryman, 2007, p. 150) 

3. Research design; the chosen design is the comparative and in detail a cross culture and 

international research by comparing the Polish customers (experimental group) culture 

differences to the Swedish customers (Control group). According to Bryman (2007) this 

research design is a social survey where there is a direct comparison between two cases. 

4. Devise measures of concepts; the measures used for evaluation are both liquid scale and 

discrete parameters for attributes and answers.  

5. Select research site(s); the survey will be conducted in Poland and the city of Krakow. The 

collection of data will be done at public areas (Mall, town square, and train station) and 

schools/universities 

6. Select research subjects/respondents; we targeted four different age groups; 0-19, 20-25, 

26-35, and 36+, both male and female. 

7. Administer research instruments/collect data; by handing out a questionnaire 

8. Process data; Performed in computer program SPSS 

9. Analyze data; the data will be analyzed with descriptive frequencies and cross tabulations. 

The data is also going to be statistically tested by one sample T-test.   

10-11. Findings conclusions- write up findings/conclusions; See chapter 5 and 6. 

This is the second part explaining the content of the questionnaire. Below is a categorization 

of the questions in the survey as seen above in step 1. The authors will show connection 

between the key information and the questions in the survey (see appendix a). 

Questions 4,5 and 6 in the survey (price sensitivity for new and classical game releases) 

investigate how sensitive and aware the consumers in Poland are of two different product 
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groups newly released games (question five) and classical/old releases (question six). 

Question three is aimed to finding out how customers react to games they really want and 

how price concerned they are. This question is also linked to impulse purchase and 

downloading habits. Conclusions can be drawn by comparing the different age groups and 

gender. Also culture differences in price sensitivity can be made between Swedish and Polish 

customers. 

Questions 1,2,12, and 13 (Acceptance for English language games and the Polish English 

language skills) are designed to investigate the polish people’s acceptance of English 

speaking or English subtitle games. Question number one and two has clear purpose for that. 

Combining those two questions with twelve and thirteen gives the relations to the English 

education skills and the habits of buying English language games. The controlled group gives 

the relation between Swedish consumers and Polish consumers purchase power. 

Questions 3 and 4 (The tendency to impulse purchases of games) analyze the Polish 

consumer’s tendency to impulse purchases, which is one of the essential points of Game 

Outlet’s business model. By impulse purchase, authors mean how important prices for 

impulse buying are and consumers’ tendency to purchase games that they really want.  

Question 7 (The most important factors when purchasing a game) investigates, when 

purchasing a game, what factors customers do take into account, and how they do rank the 

three most important factors affecting their purchase decision.  

Question 8 (Where they purchase games) seeks to understand how consumers in Poland make 

their purchases what stores or media they use etc.  

Question 9 and 10 (Purchasing power of different age groups) are designed to obtain 

information of how many games certain age groups purchase per year. The same conclusion 

can be made of their habits to download games. 

Question 11 (What platforms they use and which of them they prefer most) is asked to get an 

understanding of the variety of consoles that the Polish customers own.  

In short, emphasizing the above explained factors, questions are placed in the questionnaire. 

All the data retrieved via these questions are to be analyzed in the result and analysis chapter. 
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Third and last part is about the key points of how to approach to the people in Poland. In order 

to get a better understanding of the phenomenon, we used the concepts of Cialdini (2001), to 

increase our chances to get responses. These theories from Cialdini (2001) helped us in the 

approach of non familiar people in Krakow when we asked them if they would like to answer 

the survey or not. The preparation is not only done by discussion between authors in the group 

internally but also by the supervisor Martin Löfgren and Game Outlet contact Mikael Brodén 

in order to cover as many tips and advices as possible. Since Mikael Brodén and Martin 

Löfgren have this type of experience before, they could give us some good piece of advice.  

The result of the discussion about how to approach people in Poland includes a short 

introduction speech to mention why we are there, where we come from, our purpose and 

finally to ask if they would like to help us out by filling out the survey. By this goal, positive 

attitude along with a positive body language is aimed. An example of a line that could be used 

to open up the conversations; 

 -“Hi, do you speak English?  

 -“Yes”  

-“Do you like computer games?” 

-“Yes” 

-“We come from Sweden and do a research for a computer games distributing company and 

wonder if we could ask you a couple of questions? This won’t take long” 

-“Ok, sure” 

This technique, in which people answer two easy questions at the start with yes, is a strategy 

(Cialdini 2001) that enhances chances of getting a positive answer for the most important 

question whether or not they mind to participate to the survey. People often tend to stay 

consequent and those who reply “yes” to the two first questions would probably answer “yes” 

to the next. It is also possible sometime to change the opening lines in order to adjust for 

different people in different age groups.  

For example, when students at the Universities approached, the lines could be adjusted from 

“//…do a research for a computer game distributing company” to “//…Doing a master’s thesis 

in collaboration with a company whether or not there is any potential for selling their 

computer games in Poland”. This could bear a great success since students at university level 

often could sympathize (ref) and understand the situation even to greater extent and therefore 
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help to contribute to the research more sincerely when compared to people met in the city 

centers, on the streets or at the mall. Sometimes a more professional attitude could also be 

referred by more of a “grown up” language when spoken to older people, but in that case 

there is always risk to fail most of the times due to their lack of English skills.  

3.2 Benchmark  
 

Benchmarking is the practice of observing, learning and adopting the best practices of one’s 

competitors in the market (HMU, 1999). Competitors are observed by an objective eye and 

information collected can then be evaluated by comparing to the equal processes or practices 

in one’s own organization (HBR 2005). The purpose with this tool is to investigate the Polish 

market and retailers’ business models in selling games. Questions such as whether or not there 

are similar concepts in use, if they do actually use pallets to sell games, if not there is room 

for the pallet concept at the retailers and if the customers accept such a display method for 

selling games, are raised. In short, the main goal to achieve by all those questions is to see if 

there is any possibility for Game Outlet to apply their existing concept within Polish 

multimedia market. 

To achieve a successful benchmarking, a checklist (appendix b) is created so different 

important factors about retailers in Poland could be investigated efficiently. Six shopping 

malls both in Krakow and Warsaw are targeted. The retailers are classified into four 

categories; Game specialist, Supermarkets, Electronic stores, and others. Those retailers in the 

case of Game Outlet are observed not being seen as competitors but rather being seen as 

potential future business partners. 

The checklist (see appendix b) has the following key points to be considered. 

The store part is constructed in order to find best possible business partners. The following 

criteria were assessed; dividing stores into four subcategories; Game specialist, Electronics 

stores, supermarkets and others. To understand which kind of consumer profile the stores try 

to reach, a classification is made as either high-end profile or budget clearance profile. They 

are also observed to see how the personnel handled customers, whether or not there are sales 

assistants on the floor helping customers etc. 

Consumer demographics part is intended mainly to understand average age of customers and 

gender distribution of them.  
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Price part is intended to understand pricing structure of retailers by paying attention to the 

current price scale of games in different consoles/platforms (PlayStation 2/3, Xbox 36, and 

PC). Attention is given to understand prices for games in different segments such as classical 

ones, new releases, and top selling games etc.  

Display part is intended to observe the retailers for several purposes such as the way they 

place games within stores especially if gaming is not the core business of the retailer in 

subject, if they use display aids to trigger impulse purchasing etc. The placement of games is 

also considered to see how they are sorted, for example by genre, by platform, by price, by 

release date etc, among each other. 

3.3 Discussion Methodology 
 

An alternative research method could be to use the qualitative research method. Bryman 

(2007) describe the qualitative research method as a way of describing the nature of answers 

in words instead of numbers. The participants have the possibility to freely give detailed 

answers without the limitations of fixed answers. The issue above is then eliminated. This 

means in detail that there are no closed questions and the research is carried out in 

interviewing manner. For the survey, there is one open question with the intention of 

retrieving out of the box answers from the point of view of participants (question 14, see 

appendix). By the design of the question, it is intended to retrieve information of; their 

personal views of games, how they purchase them, what channels/means of purchase they 

consider, important factors when considering buying a game, and English language 

acceptance for participants. This question is placed at the end of the survey so it wouldn’t 

scare the participants with complexity. It is always planned to be mentioned that this last 

question is not mandatory to answer but it would be appreciated if they fill it out. The main 

reason why this last question is designed as a voluntary one is the expectation of lack of 

English skills as well as cultural differences affecting the interpretation of what is needed. 

Therefore, the question is not even translated into polish, so that those who show potential to 

answer it during introduction conversation are actually planned to be asked about it.  

A Consequence of using the benchmark method is that one only target the markets best 

practice at the time and doesn’t consider designing a leading business model strategy (HBR 

2005). To increase the enterprise competitive advantage, it is important to seek the future best 

practices. Another consequence is that the organization must be able to cope with changes and 
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learn to an extreme change in the organization. Otherwise it wouldn’t be able to adapt to the 

new process or business model (HMU 1999). HMU gives the following example “It’s like 

somebody taking college physics before they’ve passed their high-school science 

requirements”. The purpose is to identify, to compare and to give suggestions to Game Outlet 

if their business model can be directly adapted to the Polish market or possibly if it needs to 

be revised.  

An Alternative method could be to perform a SWOT analysis. SWOT is the way to analyze an 

organization’s internal capabilities against external environment. The Internal factors focus on 

analyzing the Strengths and Weaknesses of the organization and processes in use. The 

external environment analysis focuses on Opportunities and Threats in the markets (HBR 

2005). Then, the internal analysis focuses on identifying the core competencies, 

understanding the financial situation, evaluating management, and organizational culture. 

This analysis goes deeper than just investigating the business model, which could be a good in 

terms of further investigating Game Outlet’s possibilities, improving their competitiveness by 

implementing new strategies or changing the organization. The External environment’s first 

part focuses on work style and lifestyle trends that can affect the business (HBR 2005). This is 

covered in the quantitative research looking into cultural differences and consumer behavior. 

The second part assesses the consumers which are both end consumers and the retailers. The 

benchmark which is meant in the paper investigates the retailers and their practices that are in 

use in Poland. The survey investigates the end customers and their consumer behavior which 

are well covered also in this part of the SWOT analyze. The third and fourth part in the 

SWOT analyzes the external environment by considering changes in the competitive arena 

and by using a tool, Porters five forces (HBR 2005). Changes in the competitive arena will 

not be covered in the thesis. Porter’s five forces is a framework which includes threat of new 

entrants, the bargaining power of suppliers, the bargaining power of customers, and the threat 

of substitute products or services.  

The two methods discussed, Qualitative Research Method and SWOT analysis, could be good 

means to further investigate Game Outlet’s expansion to Poland. They have some power to go 

deeper into the internal strengths of the business and to retrieve some more social perspective 

from the end customers. However, to conclude the discussion of the methodology part, it is 

essential to consider the used tools (Benchmark and qualitative research method) as necessary  
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4 Results and analysis 
 

The trip to Poland was done in the second week of April. It lasted 5 days. Total of 303 

participants from different age groups as well as from both genders were surveyed. The 

average survey filling time was about 3 minutes. People were approached in city center, 

inside shopping malls, in front of high schools as well as in the universities. For 

benchmarking of retailers, 6 malls in Krakow and Warsaw were visited. About 18 different 

stores were observed. To analyze the results of questionnaires, IBM’s SPSS data collection 

tool was used. In order to draw conclusions on cultural differences, a Swedish control group 

was also established. Same questionnaire was applied to 108 participants and their data was 

also collected. To make more efficient evaluation of both groups, the Polish and Swedish 

surveys were presented in the same SPSS data file; where all analysis was performed. The 

charts were created in Microsoft Excel by data retrieved via SPSS.  

The findings by store visits will be discussed and analyzed more in the discussion section. In 

this chapter, we mainly focus on the analysis of surveys. 

4.1 Results from the field trip to Poland 

 

In this section, the results both from Swedish consumers and Polish consumers are presented 

using charts and tables.  Charts to the left always represent Polish participant’s data. 

 

Demographic spread of the survey 

 

In order to have a quality data from the survey, it is essential to have a good distribution of 

participants from different age groups as well as an equal balance of both genders. Otherwise, 

any segment not covered by a good proportion of participants is always subject to potential 

misinterpretation during the analysis. Not only age and gender but also occupation is also 

important as its indications are strongly correlated with upcoming factors such as purchasing 

power, factors affecting to actual purchases, preferences etc. Figure 2 displays the age spread 

for the collected surveys.  
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Figure 2. Age distribution for the collected surveys, Polish and Swedish, Age groups 0-19, 20-25, 26-35, and 36+ 

years marked with different colors. 

Out of the 303 Polish questionnaires, 29% was from the age group 0-19, about 53 % from the 

age group 20-25, 18% from the age group 26-35% and only less than 1% was over age of 36. 

It was particularly hard to approach people over 36 years of age, because of two reasons; the 

first reason is that their English skills in that age segment were lower than in the other groups. 

The English language was started to be implemented in1989 after the post transition period 

from state planned economy to free market economy. That could be the reason why people 

over 36 experience lack of English skills. The second reason is that during the time we 

collected the surveys (08 AM: 17 PM), this age group was not as well presented as the rest, 

probably because of employment. For this age group, it will not be possible to do any further 

analysis. Comparing the spread of the control group (Swedish) with the Polish in Figure 2, the 

following conclusions can be made; 0-19 age group (Swedish 6%) is lower than the Polish 

percentage, 20-25 age group (54%) is almost the same in both groups, 26-35 (27%) which is 

higher than Polish, and age group 36+ (13%) are more represented for the Swedish 

participants than for the Polish. There are both similarities and differences that should be 

considered for upcoming analysis.  

 
Figure 3. Gender distribution of the collected data for Polish and Swedish Participants.  

After the age distribution, here the gender distribution is presented. In Figure 3 the Polish 

males are dominant 2/3 of the surveyed participants. For the Swedish participants, there is 
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almost a fifty-fifty distribution. This difference should also be considered during analysis and 

conclusion. To further study the gender factor split, Figure 4 defines the distribution of gender 

over different age groups.  

 

Figure 4. Cross tabulation of the gender split in each age segment. 

Vital conclusions to be drawn from Figure 4 are as follows. There is a difference in the gender 

distribution of Polish and Swedish populations within the four age groups. For example, age 

group 20-25 in the Polish stats, consists of approximately 2/3 males and for Swedish 

participants, it is the opposite. This difference of gender split in general will be taken into 

consideration further in the analysis. 

 

 

Figure 5. Occupation distribution for the Polish and Swedish participants.  

The distributions of occupation in both populations are also important since they have 

significant effect on purchase power related analyses. In Figure 5, there are three different 

categories presented; students, unemployed and employed. There are clear similarities 

between the two groups (see Figure 5 5). The unemployed participants are low for both 

Poland and Sweden, 2% and 3 % respectively. The students are the largest groups which 

account for total of 78% for Polish and 66% for Swedish participants. The employed rate is 19 

% for Polish and 32% for Swedish participants. This difference between students and 

employed participants should be taken into account when purchase power related analyses are 
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made. The occupation spread can also be analyzed further over different age groups. Here, all 

participants (Polish and Swedish) are evaluated together as one population.  

 

Figure 6. Cross tabulation on age groups and their distribution of occupation in each age group. (The entire 

population for both Polish and Swedish). 

Conclusion from Figure 6 shows that the age group 0-19 (96%) and 20-25 (89%) are mainly 

students. Age group of 26-35 shifts from students to employed (71%), which is an expected 

result. 

The acceptance for English language games and the Polish English language skills 

The level of acceptance of English among polish consumers is particularly important both 

from theoretical point of view of this research and from practical point of view for Game 

Outlet’s business goals. Theoretically, there is certain evidence that English as a foreign 

language competency is expected to gain dominance against German and Russian over the 

years due to factors such as transformation of economy, political system and reforms made 

within educational structure. (Refer 2.2 Cultural Differences) As a practical requirement, on 

the other hand, the level of acceptance of English language products is crucial if Game Outlet 

ever decides to expand into Poland. (Refer 2.3.2 
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Game Outlet business model) 

This part is related to our theory of cultural differences, and aims to investigate if there is any 

difference in English language acceptance when purchasing a game, comparing Swedish and 

Polish consumers. 

 
Figure 7. The percentage spread for the answers on question number 1 (Would you buy English Language 

games?), for both Poland and Sweden. 

The question “Would you be interested to buy English language games?”(See Figure 7) is of 

high interest for Game Outlet since they mainly deal with UK version games. The answer is 

clear, only 9.9% of the polish participants would not consider buying an English language 

game. This is actually lower than the Swedish which is an interesting finding and needs to be 

analyzed further. Now, the acceptance of English is analyzed against both gender and age 

segment. 

  

Figure 8. Answers to question 1, (see appendix a) in the different age groups, to the left for Polish people and to 

the right for Swedish people (in percentage).  
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Figure 9. Answers to question 1, (see appendix a) in the different genders, to the left for Polish people and to the 

right for Swedish people (in percentage). 

Analyzing the charts reveals the difference in answers for different age groups and gender. 

The Polish figures in Figure 8 shows the acceptance of English products over the age groups; 

(0-19) 7%, (20-25) 13%, (26-35) 7%, and 36+ which has too few participants. The age group 

20-25 has a higher percentage of declining English language games for Poland. Among the 

genders, the non acceptance of English products is 19% for the Polish females and 32% for 

Swedish females (see Figure 9). It is then clear that in general, females have a higher 

percentage to say no than males for both nationalities. Since there are more girls in the age 

group 20-25 (Figure 4) than other age groups for Poland that explains having the highest 

percentage of declining English language games (13%). To explain why Swedish participants 

show higher percentage of declining English language games is also obvious because there 

are more females in Swedish population than Polish. 

It could also be interesting to see if there is any correlation between level of English skills of 

participants and their acceptance of English products. 

  

Figure 10. Cross tabulation for English skills and language acceptance in question 1 on questionnaire (see 

appendix a). 
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About 90% of participants (80% for Swedish) indicated that they do buy games in English 

language (Figure 7). From Figure 10 it is clear that out of the 10% that are declining they are 

in the segments with lower English language skills. The chart shows a clear tendency that the 

higher level of English skills the participants have, the higher acceptance they have to English 

language games.   

Question number 2 in the questionnaire asks the question “How important is it that the game 

is in English”, which analysis the acceptance of English language and its importance for the 

consumers. 

  N Minimum Maximum Mean 

Poland   303 1 7 2,96 

Sweden   108 1 7 2,59 

Table 3. Shows the mean value on a scale from, one not important to seven very important of question 2 (see 

appendix a).  

The mean value for question 2 (see questionnaire, appendix a) identifies the importance that 

the game is in English on a scale from one (not important) to seven (very important). The 

Polish participants group gives a mean value of 2.96 and the Swedish gives a mean value of 

2.59 (see Table 3). Analyzing these figures indicates small difference among the two 

countries consumers. So, consumers in both countries think the same way which means in this 

case, there are no cultural differences between Poland and Sweden. Since the mean value is 

lower than the average value of the scale (3, 5), more people tend to say “not important” than 

very important to having games in English language. Still, 90% of participants do not mind an 

English language game. This means that there are other factors that they consider as being 

important such as price, game reviews, recommendations from friends etc. When purchasing a 

game.  

How price sensitive are the Polish customers towards new and classical game releases? 

The consumers’ willingness to pay is also an important point to investigate in order to make 

comparison among Polish and Swedish consumers. According to mentioned theories, the 

average income per capita within Poland shows an increasing trend over the years(see 2.1.1 

Polish Consumer Behavior); however, how much of this income per capita is allocated for 

multimedia products consumption was not known for our investigation. Since our research 

has a limitation of multimedia market only being constrained to gaming products, we intended 
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to gather information on how much polish consumers are willing to pay for both classical 

games and new releases. 

  

N Minimum Maximum Mean 

Poland 
New 

Release 
301 1 5 2,16 

 Classic 302 1 5 2,48 

Sweden 
New 

Release 
106 1 5 3,18 

 Classic 106 1 5 3,32 

Table 4. Willingness to pay for a newly released game or classical game. 

 

Table 4 shows the mean value for question 5 and 6 (see appendix a). For the mean values are 

2, 15 (3, 18 for Sweden) for new releases and 2, 48 for classical games (3, 32 for Sweden) 

(see Table 4). Converting those values to actual currencies gives the following; the mean 

value of participants corresponds to slightly more than 75-100 Zlt (170-225 SEK, exchange 

rate 1Zlt=2,26SEK) for new releases and between 20-40 Zlt (45-90 SEK) and 40-60 Zlt (90-

135 SEK) for classical games. The Swedish control group indicates that they are willing to 

pay more for all games. The mean values correspond to something slightly more than 225-340 

SEK (100-150 Zlt) for new releases and something between 90-135 SEK (40-60 Zlt) and 135-

180 SEK (60-80Zlt) for a classical game. It is clear that the Swedish consumers can and will 

actually pay more for a game. The conclusion from the data is that the purchase power is 

higher in Sweden than Poland. 

To see how price sensitive the consumers are, it is also possible to take a look at the amount 

of people choosing each price segment in order to indicate how much they are willing to pay 

for newly released games.   

 

Figure 11. Willingness to pay for newly released game in Poland and Sweden, expressed in percentage of the 

population. 
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About 32% of participants are not willing to pay more than 75 Zlt. Almost the same amount 

of people (35%) could afford buying a game with a price between 75-100 Zlt (Figure 11). 

This accumulates 67% of the total amount of the polish participants. So this corresponds with 

the means calculation of the price intervals (2.16 [approximately 75-100], see Figure 11). The 

more the price intervals are increased, the less willing the people are to pay. The answers of 

Swedish consumers, in contrast, are more or less equally distributed in all price segments. As 

clearly seen on Figure 11, they can afford games priced more than 100 Zlt in a higher 

percentage when compared to their Polish counterparts. Since Swedish consumers as already 

mentioned have higher level of purchasing power, this trend corresponds to analyze above. 

To investigate the purchase power in different age groups, the price sensitivity of Polish and 

Swedish consumers in different age groups for newly released games can be seen in Figure 12 

and Figure 13. 

 

Figure 12. Cross tabulation of age groups and willingness to pay for newly released games, described in 

percentage of the surveyed population for Poland. (Age group 36+ is excluded). 

 

Figure 13. Cross tabulation of age groups and willingness to pay for newly released games, described in 

percentage of the surveyed population for Sweden. (Age group 36+ is excluded). 
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Majority of polish consumers in the age groups 0-19 and 20-25 are clearly not willing to pay 

more than 100 Zlt for a newly released game (see Figure 12). In these two categories, half of 

the participants are not even willing to pay more than 75 Zlt. The age segment 26-35 years, 

are willing to pay between 75-200 Zlt. With the following distribution in this interval; 75-100 

Zlt 33%, 100-150 Zlt 29%, and 150-200 Zlt 21% (see Figure 12). The result is then that the 

age group of 26-35 has a higher purchase power then the age groups 25 and below. This can 

be linked that the age group 26-36 has higher purchase power due to higher employment rate 

compared to the other groups (see Figure 5). Analyzing the age groups for Swedish 

consumers shows a more even distribution for the different price intervals. But there are some 

trends that the age group 26-35 is shifted to the higher price intervals. Only 4% considers <75 

Zlt to be a reasonable price for a game.  

 

Figure 14. Willingness to pay for classical game in Poland and Sweden, expressed in percentage of the 

population. 

The same type of chart for a classical game is displayed in Figure 14. 55% of participants are 

willing to pay up to 40 Zlt (< 20 is 17% and 20-40 is 37%) for a classical release. Combining 

with the ones that are willing to pay up to 60 Zlt (28%), the amount of consumers reaches to a 

total of 83% percent. Only 17% of participants are willing to pay 80 Zlt. or more for a 

classical game (See Figure 14). This result clearly indicates in accordance with the mean 

value in Table 4. 
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Figure 15. Cross tabulation of age groups and willingness to pay for classical game, described in percentage of 

the surveyed population for Poland. (Age group 36+ is excluded). 

 

Figure 16. Cross tabulation of age groups and willingness to pay for classical game, described in percentage of 

the surveyed population for Sweden. (Age group 36+ is excluded). 

Figure 15 indicates willingness to pay for a classical game versus different age groups 

surveyed. Of Polish participants aged 0-19 years old, a majority are willing to pay between 

20-40 Zlt (42%) and a high percentage is willing to pay 40-60 Zlt (24%), 60-80 Zlt (17%) or 

below 20Zlt (15%). There are the same tendencies in the age groups 20-25 and 26-35.There is 

no significantly trends for classical games, that the older age groups with higher purchase 

power have the willingness to pay more than the younger age groups. One factor could be that 

classical games are relatively inexpensive.  

Most important factors when considering buying a game. 

 

Due to cultural differences, Polish and Swedish customers favor some ways over the others 

when they purchase gaming products. Theoretically, factors such as advertisement, 

recommendation from friends, packaging, price, origin etc are expected to have different 
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effect on different customers. This investigation is particularly important to notice especially 

when we go back to the problem statement. In order to understand whether or not current 

business of model of Game Outlet can fit to polish multimedia market, these differences need 

to be carefully analyzed. 

 

 
Figure 17. The three most important factors when purchasing a game, first choose and most important.   

For the most important (first choice) factor, there is a clear answer from both the Polish and 

Swedish consumers (See Figure 17). Price (Poland 31.4% and Sweden 21.3%), Game reviews 

(Poland 31.7% and Sweden 25.9%), and Recommendations from friends (Poland 26.1% and 

Sweden 27.8%) are what consumers consider when purchasing a game. 

 

 

Figure 18. The three most important factors when purchasing a game, second choose and second most 

important.   

The same analyze for the second most important choice (see Figure 18). The Polish 

consumers are consistent in the factors (Price, game reviews, and recommendations from 

friends. The Swedish consumer’s still includes price and game reviews but now also considers 

packaging (25%) and advertising (17.6%) as important factors. 
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Figure 19. The three most important factors when purchasing a game, third choose and third most important. 

For the third most important factor the Polish consumers still favors the three factors price 

(25%), game reviews (16%), and recommendations from a friend (22%) (See Figure 19). It is 

clear that the total sum of the three factors combined has decreased to 63% compared to the 

most important factor 89% (see Figure 17) and the second most important 79% (see Figure 

18). Other factors like advertising (8%), language (7%), and easy shopping (7%) is more 

considered. For Swedish consumers there are similar tendencies for the third most important 

factors. Four factors are dominant price (22%), game reviews (14%), advertising (13%), and 

recommendations from a friend (24%). 

To summarize question 7, factors which have the biggest effect on polish consumer are, game 

reviews and recommendations from friends which are the most considered factors when 

buying a game. Price is found to be the third most important factor afterwards. Advertising 

and easy shopping have also some effect on consumers and country of origin and language 

can be said to have minor effect during decision process. Swedish consumers show the same 

pattern about recommendation from friends, game reviews and price as dominating factors 

over the others; but the results also emphasizes that packaging and advertising have definitely 

affect on consumers purchasing decisions unlike their polish counterparts. By connecting 

question 2 and the Table 3. Shows the mean value on a scale from, one not important to seven 

very important of question 2 (see appendix a). Table 3 with the factors mentioned above, it is 

clear that language is not considered as an important factor when purchasing a game. 

Since price has a large impact on customers purchase behavior and Game Outlet is focused on 

games in the lower price region (refer 2.3.2 
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Game Outlet business model). This is an advantage for Game Outlet. An important reflection 

is that the games in the pallets should be focused on the top rated games (game magazines, 

ratings from TV shows, internet sites ratings, etc). Also great focus needs to be considered to 

the public opinion about the games, social media or forums could be a means of retrieving 

that information. The cultural differences between Poland and Sweden will certainly have an 

effect on the customers’ opinions of the games. 

How is the purchasing power among different age demographics distributed? 

To give Game Outlet the possibility to focus on the right consoles in their pallets (2.3.2 
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Game Outlet business model). It is important to know which consoles the Polish customers 

prefer. If they were to us the same pallets as in Sweden and one of the consoles would not 

have penetrate the Polish market. Game Outlet would have increasing amounts of inventory 

and perhaps obsolete stock in the end. The charts below display the amounts of each console 

that the Polish and Swedish participants own.  

  
Figure 20. What type of platforms Swedish and Polish customers owns, first console. 

 
Figure 21. What type of platforms Swedish and Polish customers owns, second console. 

 

 
Figure 22. What type of platforms Swedish and Polish customers owns, second console. 

98% of the polish consumers either own one console or PC. The PC dominates this 

percentage by 66% (see Figure 20), Xbox 360 11% owns, 7% for PlayStation 2, and 9% for 

PlayStation 3. For a second console the figure decreases significantly to 32% (see Figure 21) 
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and a third console only 4% (see Figure 22) of the polish participants have. Comparing the 

same for Swedish consumers; 96% posse’s one console, 44% a second console and 20% a 

third console. This also indicates that the purchase power of the Swedish consumers is higher 

than the Polish consumers. Investigating further on what consoles that Polish consumers own; 

it is clear that Xbox 360 (46 out of 303), PlayStation 2 (42 out of 303), and PlayStation 3 (43 

out of 303) are the favored consoles (see Figure 20,21, and 22), Nintendo DS (3 out of 303) 

and Nintendo Wii (4 out of 303) are almost not used at all. Concluded is that the PC is the 

most dominant source of playing for Polish consumers (254 out of 303 participants owns a 

computer).  

Where they purchase games (Online, specialist stores, multimedia stores, etc) 

 
Figure 23. Where do people buy their games, stores, forums, or channels. 

In Chart 23, consumer’s behavior which describes where the polish consumers purchase their 

games is explained. 43.9 percent of all polish consumers indicates internet as their most 

preferable purchase channel. Multimedia stores are indicated favorable by slightly less 

amount of participants (38.0%). Specialist stores are the third most convenient way of buying 

games (14.2%). Those 3 most preferable ways to buy games in total account for 96.1% 

(43.9+38+14.2) of all consumers. As seen on the table above, food stores (1.0%) and other 

locations (2.6%) receive much lesser preference. Swedish consumers are revealed more or 

less in the same pattern as polish consumers. 38.9% of those consumers surveyed, indicates 

internet as their primary mode to buy games. Multimedia stores and specialist stores are 

indicated to be sharing more or less 25% of market, each. Likewise Poland, food stores and 

other places account for much lesser of consumer choices. 
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Figure 24. Cross tabulation on age and where to buy games Poland. 

 
Figure 25. Cross tabulation on age and where to buy games Sweden. 

The majority of 0-19 years old Polish participants prefer to buy games either on internet or 

from multimedia stores (Multimedia stores being slightly more favored). 20-25 years old 

polish customers, in contrast, prefers to buy games more on internet than in multimedia stores. 

Those who prefer to buy from specialist stores are more or less equally distributed among 

different age segments. Considering the current business model of Game Outlet, Online 

selling is only available to business to business customers. So, the high percentage of online 

purchases from end customers may not directly affect to Game Outlet’s objective of 

expansion in Poland. For Swedish participants, there are very few data on the consumer 

behavior of 0-19 years old participants, so no good conclusions can be drawn. The next age 

group (0-25 years old); however, reveals a clear pattern indicating internet, multimedia stores 

and specialist stores according to their rank of preference. About 7% of total of Swedish 

participants prefers other ways of buying games. Online purchases being less favored when 
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compared to other ways in Sweden can be a good proof of why Game Outlet’s business model 

is proven to be successfully. 

9.) How many games do you approximately purchase per year? 10.) In what extent do you download a 
game?   

  N Minimum Maximum Mean 

Poland How many games per year 302 1 4 1,9 

  In what extent do you download games 295 1 7 3,4 

Sweden How.Many.Games 108 1 4 1,6 

  How.Much.Download 107 1 7 1,9 

Table 5. Mean value of how many games Polish and Swedish consumers purchase per year (four different 

alternatives).  Mean value for the extent of downloading games (scale from 1-7). 

The two questions above in table are designed to analyze both how many games Swedish and 

Polish populations buy per year and to what extent they have habit of downloading games. 

Since the mean value for Polish participants is 1.9, they almost reach the second choice in the 

questionnaire which has a value of 1-5 games per year. The mean value for downloading is 

3.4 by scale between 1, indicating never, and 7, indicating always. An assumption then can be 

made that any Polish participant downloads every second game he or she plays. Does the high 

percentage of PC (see Figure 20, 21, and 22) influence the high downloading factor? Swedish 

people seem to buy fewer games (by mean value 1.57) than Polish and they also download to 

less extent. (By mean value 1.86) The higher amount of downloading habit within Poland can 

be referred to both the dominance of PC and the lower purchasing power when compared to 

Sweden. 

The Polish customer’s tendency to make impulse purchases of games 

Game Outlets business model are tailored to attract a major part of impulse purchases. So this 

subpart is important to identify a possible success for expanding to Poland. Because of the 

Swedish control group it is easy to compare the cultural differences in purchase behavior. 

First part identifies how people act to a product that they really want. The second part 

investigates the importance of the price for an impulse purchase.  
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Figure 26. How would the participants react in a position where they really want a newly released game.  

Figure 26, analysis the tendency of impulse purchases for both Swedish and Polish 

participants. The chart shows the following; the first choice for Poland is “download it” 52% 

would do this when acquiring a newly released game. This corresponds to our theory about 

the Polish market where the Polish downloading habits decreased from 70% to 54% (see 

chapter 1.3). Only 11% would consider “buying it regardless of price”. Around 30% will 

“wait for the price to decrease”; these customers should be the targeted customer group for 

Game Outlet (see Chapter 2.3.2). There are some clear cultural difference between Poland and 

Sweden. Downloading decreases substantially (from 52% to 23%) and is replaced with a 

larger portion of waiting for the price to decrease as well as buy it regardless of price. It is a 

larger customer group in Sweden then in Poland that would wait for the price to decrease. 

Since this should be the targeted market group, Game Outlet needs to consider this if or when 

entering the Polish market. They high percentage of downloading is also a factor to consider. 

It is not defined if it is illegal downloading or purchasing of games online. But since Game 

Outlet does not operate in distributing games online. This would decrease the potential sales 

volumes. To further analyze the behaviors of Polish customers the same question is 

investigated per occupation 

 
Figure 27. Cross tabulation on new game release and occupations, Poland. 



46 

 

 

 
Figure 28. Cross tabulation on new game release and occupations, Sweden. 

 

Figure 27 27 cross tab examination revels that the main part of the students (126) choose 

downloading as the most common way to obtain newly released games. 74 participants wait 

for price to decrease to buy it. The remaining students which are a small part of the 

participants either buy it regardless of the price or looks for second hand possibilities. This 

correlates with Figure 26 as well as with the employed segment. So there are no major 

differences in the different age groups. Doing the same analysis for the Swedish participants 

Figure 28 reveals that for employed participants there is a much lower rate of downloading 

then comparing to students. The purchase power of this age group is reveled, and they do not 

considering downloading as an alternative. In previous parts it is determined that the purchase 

power for Poland is lower and they are more prices aware. This could explain the difference 

between Poland and Sweden. Next part will identify the importance of the price during an 

impulse purchase.  

How important is the price for an impulse buy? 1 Not important – 7 very 
important  

  N Minimum Maximum Mean 

Poland Importance price 105 1 7 4,5 

Sweden Importance price 77 1 7 4,5 

Table 6, Mean value for importance for an impulse purchase on a scale from 1 not important to 7 very 

important. Part two of questions 4 in the questionnaire see appendix a 

 



47 

 

 

Figure 29. Fixed answer alternatives for how importance is the price during an impulse purchase. Part one of 

question 4 in the questionnaire see appendix a  

In Polish market, 55% of those who decided to choose either of the selections answered the 

question with selection a, meaning that regardless of the price, I’m ready to buy the game as 

long as it is a good game and worth to the price I’m paying, 32% of participants indicated 

choice b which means the price of the game should be competitive enough to drive them 

towards purchasing a game unless they have already planned to do so. Both Polish and 

Swedish have the same mean value in Table 6, about 4,5 which is higher than the average 

value of the scale. This indicates that the price is fairly important when considering an 

impulse purchase of a game but not very important. The other factors as recommendations 

from a friend and game reviews could greatly influence the purchase see Figure 17. To go 

further in depth for this question an analysis on different age groups is performed.  

 

 
Figure 30. Cross tabulation importance price for an impulse purchase considering different age groups, Poland. 
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Figure 31. Cross tabulation importance price for an impulse purchase considering different age groups, Sweden. 

Figure 30 and Figure 31 indicates the answers within the different age groups for the question 

about importance of price for an impulse purchase. Approximately 50% of participants which 

are between 20-25 years old show reaction to the products in the following manner: 

“regardless of the price, I’m ready to buy the game as long as it is a good game and worth to 

the price I’m paying” (60% for Swedish customers). The same answer in percentage for age 

group 26-35 years old people drop to about 80% (50% for Swedish participants). And finally 

it is seen to be about 75% percent among 0-19 years old. It does not seem to be any clear 

tendencies to investigate. Also by comparing it to the Swedish participants there are no 

significant cultural differences. 
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Important price for impulse purchase part two considering the different age groups 

  
Age 

Total 0-19 20-25 26-35 36+ 

Poland 

Importance price for 
impulse purchase 

1,00 1 12 3 0 16 

2,00 0 2 1 1 4 

3,00 5 5 4 0 14 

4,00 3 5 3 0 11 

5,00 3 12 2 0 17 

6,00 4 11 1 0 16 

7,00 12 12 3 0 27 

Total 28 59 17 1 105 

Sweden 

Importance price for 
impulse purchase 

1,00 0 2 4 1 7 

2,00 0 1 4 1 6 

3,00 2 8 1 3 14 

4,00 0 3 1 3 7 

5,00 0 9 3 2 14 

6,00 0 5 6 1 12 

7,00 2 9 4 2 17 

Total 4 37 23 13 77 

Table 7. The importance of the price during an impulse purchase on a scale from one to seven, considering the 

different age groups. 

In the previous table, tendency for impulse buying is evaluated by 2 different choices. In the 

age segment 20-25, half of the participants answered by mentioning that the price has actually 

affect for impulse buying, and the remaining half indicated that price has no effect on their 

impulse buying effect at all (See Table 7).   

In the second part of the same question, the same age group (20-25), about 40% in total of all 

participants ( those who chooses 1-2-3 or 4 in above table) indicated that price generally does 

not have significant effect on their impulse purchasing behavior (Subject to some deviation).  

Swedish data and other segments of polish age distribution have relatively lesser data so; they 

don’t contain sufficient info to evaluate. 
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Control of the collected data  

As an important part of the thesis it is important to ensure that the data and analysis performed 

have a certain level of confidence.  

One-Sample Test 

  

Test Value = 0                                        

t df 
Sig. (2-
tailed) Mean  

95% Confidence 
Interval of the 

Difference 

Lower Upper 

Poland 

Importance english language 25,17 302 ,00 2,96 2,73 3,20 

Important price impulse purch 22,18 104 ,00 4,57 4,16 4,98 

In what extent downloading 29,65 294 ,00 3,41 3,19 3,64 

Sweden 

Importance english language 13,53 107 ,00 2,59 2,21 2,97 

Important price impulse purch 20,31 76 ,00 4,55 4,10 4,99 

In what extent downloading 12,71 106 ,00 1,86 1,57 2,15 

Table 8. One sample T-test for question 2, 4 and 10 in the questionnaire (see appendix a). 

The questions considered in the One-sample T test, are question 2, 4 and 10 (see Table 8) in 

the questionnaire (see appendix a). These are the questions that have numerical scales, which 

is a necessity for the test. The mean values are displayed for each question and the 95% 

confidence interval is displayed to two columns to the right. Example; Poland and importance 

English language gives a mean value of 2,96, the mean value could according to this test vary 

between 2,7 and 3,2 with 95% confidence. So it is a 5% chance that the mean value could be 

outside the range if the same investigation with the same conditions would be done. The 

interval 2,7 to 3,2 is satisfying considering the scale and the number of steps in it (1-7, 

variation 0,5). The same tendencies can be seen for the rest of the questions both for Poland 

and Sweden.   

Results from the last open question in the questionnaire 

The last question in the survey (question 14) is designed to be a voluntary one, so that it is not 

even translated into polish language. People who spoke decent English in the introductory 

conversation are asked to fill it. Some of the participants didn’t mind answering it either. The 

most common comments to mention as other factors when buying a game are centered on 

how common online shopping of gaming products is.  

“I’m buying the games in online because the prices are better.” 
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“I prefer to download the games from internet.” 

“I prefer to buy them online and have them sent to home.” 

“Mostly, I would like to have a possibility of downloading games from internet (original) for 

prices as low as 5€.” 

 

Most of the participants who prefer to buy games online strengthen their argument because 

online shopping is almost always cheaper than buying from any type of store. Another given 

reason on behalf of online shopping besides price is the convenience of having the product 

delivered till home. Apparently, there are many websites designed for online shopping of 

multimedia products, so the existing competition among the online retailers bring serious 

benefits to the end customers such as free shipment, wider selection of products etc. Having 

more alternatives to choose in online stores is particularly strengthened by some of the 

participants. This comment actually makes a lot of sense when the benchmarking of 

especially supermarkets and other non traditional stores are referred back. Supermarkets such 

as Real and other non traditional stores such as Empik do not offer high variety of products. 

Instead they only offer new releases and top games. (See appendix c) 

Some explanation about the high amounts of downloading of multimedia products than 

expected are also revealed in question 14. Some people apparently don’t mean piracy 

downloading when they answer the survey with high amounts of downloading habits. Some 

amount of people is actually found to be buying games by legal means of downloading.  

“I prefer to buy games online and have them shipped at home or download them from steam. 

I don’t buy from store because it is waste of time.” 

“The optimum way is to buy games by the steam and pay for access to online games.” 

Instead of buying the game physically, people just prefer to download them from official 

publishers. Obvious reason behind this attitude is lower price; however, there are also other 

reasons explained such as convenience, preference to have the most updated version of the 

product (with a lot of extras, latest gadgets etc.). Even some of those who answer 

downloading as a way of obtaining a gaming product give explanation to this situation. 

Apparently, not all of those who download actually are on behalf of piracy. Some people 
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directly download a pirate copy of a game then just purchase the Product Key from online 

suppliers directly. This strategy can provide even higher pricing advantage. 

 

Those who prefer to buy games by stores put forward to claim that they actually prefer to 

physically examine the product, check out its packaging just to make sure that the product is 

worth to money they pay.  

“I prefer stores because I want to touch the package of the games.” 

Some of those going on behalf of physical purchase also claim the need to consult someone 

personally before spending money for multimedia products.  

Finally, question 14 receives some information about English language habits. Some people 

indicate the reason to buy English language game as sticking to the original atmosphere of 

gaming experience itself. They also mention that polish subtitle can be included for 

convenience but having the original language is still preferable in most of the games. 

“English games, Polish subtitles.” 

4.2 Benchmarking 
 

For the Benchmark the stores were classified in four categories; game specialist, home 

electronics, multimedia, and supermarkets. Using the checklist as a base (appendix b) the 

following spreadsheet was created (see appendix d). Every retailer observation/data can be 

seen below. 

 

Home Electronics Supermarkets Multimedia stores Game specialists 

RTV-EURO-AGD CARREFOUR EMPIK Games World 

SATURN REAL INMEDIO Electronic dreams 

MEDIAMARKT  RELAY  

Table 9. Categorization of the benchmarked stores. 

Supermarkets Overview 

 

According to field observations made within Krakow and Warsaw, Carrefour is undoubtedly 

the leading supermarket against its competitors. Carrefour stores are located in all major 

shopping malls which are attracted by the majority of inhabitants. Carrefour stores somewhat 

vary in sizes which could be as small as an express one where they sell only foods & sanitary-
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cleaning materials or as big as a Maxi size supermarket, where they sell almost everything. 

Thus, the product variety of Carrefour depends heavily on the store size. 

After Carrefour, Real could be regarded as the following actor among supermarkets. Real 

opens up stores in relatively remote or less popular shopping malls were Carrefour does not 

operate at all. Usually Real stores are expected to have a minimum store size, so they never 

have a concept called Real Express. One can safely conclude that in terms of popularity and 

number of visitors to each mall, the shopping malls where Real operate are definitely much 

less frequently visited ones when compared to the shopping malls where Carrefour stores are 

likely to be found. 

 

Besides Carrefour and Real, there exist Tesco and Auchan as being other international 

supermarkets in Poland. However, those shops are not visited and observed due to the fact 

that they are located out of the city where reaching by public transportation is difficult or 

maybe not possible at all. 

 

Finally, there are Lidl, Leclerc and Marcpol as being much smaller markets. Those 

alternatives are located in the remote districts of city where people don’t have easy access to 

big shopping malls. In other words, those players seek to gain some market share by serving 

in those regions. (However, Carrefour Express might still be a threat for those shops provided 

that the region in subject is an elite part of city despite being far away from the center.) 

Electronic Stores Overview 

According to the observations, Saturn seems to be the biggest actor in Electronic stores 

market. Just like Carrefour is dominating among supermarkets, Saturn has one store in the 

most populated shopping malls. (Probably the second company of similar segment is not 

allowed to open up a store in the same mall). Their store size and thus the product variety of 

Saturn can be said to differ from one to another likewise Carrefour. 

Due to following factors observed, MediaMarkt can be said having the second leading place 

after Saturn among electronics distributing markets within Poland. MediaMarkt has stores in 

relatively less populated malls or in those shopping areas which attract fewer visitors’. 

(Interesting to notice that both in Krakow and Warsaw, where there is a Real instead of 
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Carrefour, there is a MediaMarkt instead of Saturn.) This fact definitely makes MediaMarkt 

perceived as the following competitor of Saturn. 

After Saturn and MediaMarkt, Rtv-Euro-Agd is observed as the 3rd electronic store within 

Poland. The main difference of Rtv when compared to its German counterparts is that Rtv 

seems to be more focused on white goods retailing rather than electronics (brown goods). This 

could maybe be added as their competitive edge over their competitors. Another difference is 

the choice of location for their stores. Unlike others, Rtv stores are found not necessarily only 

in the shopping malls but also in the city center. 

As a final chain, There exists a polish electronics (and possibly white goods) chain called Mix 

Electronics, however no stores have been spotted neither in Warsaw nor in Krakow. There is a 

chance that Mix Electronics might be part of Rtv group as Rtv is found on the malls where 

Mix Electronics store is supposed to be found according to data retrieved from Internet. 

Specialist Stores Overview 

Games World is a games specialist store located in Warsaw. It is a chain of 4 stores found in 

the big shopping malls in Warsaw. Their stores are relatively much smaller when compared to 

electronic stores where they have only 2-3 people working in the store. Since spacing looks to 

be somewhat important, Games World mainly focus on the new / popular releases rather than 

classic oldies or discounted items. The most significant service they offer is to exchange 

console games. Any game bought in their store can be exchanged with another one by a 

certain fee. 

They use shelves situated all around the store walls and another open shelf where they present 

games that are subject to be exchanged by a fee. Probably exchanging games is their 

competitive edge against international electronic stores chains; they put that middle shelf up 

front to attract customers. 

Electronic Dreams is another specialist store found in Warsaw. It is a big store offering a 

variety of products for different consoles as well as PC. Likewise Games World stores, 

Electronic Dreams also offer the service of exchanging console games. 
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Other stores overview 

Empik is a general store that sells variety of products such as books, magazines, music CDs, 

movies, souvenirs, cosmetics, writing materials, expandable items etc .Unlike the other shops, 

they are not only located in big shopping malls but also located in much smaller shops around 

the city. Therefore, they are quite frequently visited places where people just come in and 

look around even if they don’t need to fulfill any specific need. This fact makes them suitable 

places for impulse purchasing locations. 

Empik’s core business seems to be more focused on reading materials (newspapers, 

magazines or books) rather than multimedia products. The number of stores within Empik as 

a chain is quite remarkable. Almost in every shopping mall visited, there is an Empik store 

which might be of a different size. In practical sense, it is really hard to name another 

competitor against Empik in this segment of retailing. 

Empik stores are usually not so big in terms of area, thus the usage of spacing within stores 

are extremely crucial. To maximize displaying area, Empik uses high shelves to present the 

products. There are always sales personal on the floor helping customers. Multimedia 

products such as games and music CD’s don’t occupy so much store space. After Empik, two 

other international chains can be mentioned. 

The first one is Inmedio. It is a chain of small stores mainly found in shopping malls. Inmedio 

sells newspapers, magazines, public transportation tickets, mobile phone credits, little snacks 

and drinks, postcards etc. Inmedio shops are usually smaller than a Swedish Pressbyran both 

in size and variety of services they offer. However, they are high frequently visited which 

might be a potential for multimedia products as well. 

Since their store sizes are usually small, (even smaller than an average Empik store) spacing 

and consequently layout of stores are given priority. However, Inmedio could take advantage 

of its small stores to have high traffic of customers getting in and out of the stores. 

Another one is Relay. Relay is a similar store which belongs to the same international group 

as Inmedio, HDS Retail Czech Republic. HDS is a subsidiary of Lagardere Services, France. 

Relay stores are commonly located in shopping malls, train stations, airports etc. Relay 

concept is similar to Inmedio selling mainly newspapers, magazines, tickets etc rather than 

multimedia products.  
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Just like Inmedio, spacing in Relay shops is quite important to consider as they have more or 

less the same store sizes. Their stores also attract many customers with a frequent trafficking 

of customers coming in and out. Both of them could be perfect places for impulse buying 

practices. 
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5 Conclusions and discussions   
 

This chapter aims to link the theory with the empirical investigation and connect it to the 

results and analyze, in order to present suggestions and advice for how Game Outlet should 

proceed before launching business operations into Poland. Subjects for the underlying base of 

this alternative business model were topics as consumer behavior, cultural differences and 

business models. These subjects together with our findings and along with our skills of 

interpretation and analyze, will help us shape our suggestions and advice for a future business 

model to consider. The business model we aim to present will use the three different key 

parameters which are explained in the chapter 2.3. The three key parameters are; 

 Strategy 

 Business model 

 Tactics 

The main problem for Game Outlet, as we declared in the problem statement, is if it is 

feasible to expand their business to Poland. In the following part, we will answer the 

questions from the problem statement section, which are the sub questions that build the 

foundation of the main problem but also for our suggested business model. 

There are many factors indicating that Poland has potential as a market economy to increase 

their purchase power and as an effect of that, more likely to buy more games in greater extent. 

We argue that, because about 70% of all multinationals growth comes from emerging markets 

and Poland is listed as one of them. This strongly indicates that Poland should be a country 

with great potential for future investments. It is also obvious after our benchmarking in 

Krakow which showed many international franchises of different industries there, mainly fast-

food.  

We also believe, with support from both theory and results and analyze, that the embracing of 

the English language really opened up the door for international companies to dare to invest 

more in Poland, since the people become more globalized and therefore electing a more 

global identity. EU membership and the radical change in the educational system created a 

whole new opportunity for Poland to grow and to develop as a nation.  
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o The acceptance for English language games and the Polish English language 

skills. 

According to our empirical study about what kind of English skills the polish people possess, 

the result from implementing the educational system now starts to appear among the Polish 

people. We believe this is because they are among those generations who were first out with 

studying English from a young age and it shows in our research they perceive themselves to 

have good skills in English. About 90% of the Polish respondents could actually consider 

buying a game in English. This is a continuously tendency throughout all the different level of 

education in our research, which makes us argue that the need and hunger for learning English 

and to become more connected to Europe is greater in Poland than in Sweden. As we wrote 

before in cultural differences, that because of the increased industrialization in Poland and the 

enhanced knowledge of English skills we draw the conclusions that Poland probably will 

increase their acceptance of English products. In the longer perspective, this also should affect 

the potential of selling products which are not local but rather international and with English 

as a language.  

o How is the purchasing power among different age demographics distributed? 

o How price sensitive are the Polish customers towards new and classical game 

releases? 

Our research shows that there are similarities and differences between Polish and Swedish 

respondents regarding consumer behavior. It is no secret that by common sense and 

knowledge one could say that Swedish people has greater purchase power and better economy 

than Polish people. The findings in our research shows that Swedish consumers have greater 

purchase power then polish once. Swedish citizens are prepared to spend more money on new 

released and classical games than Polish citizens. They statistically own more consoles per 

capita than Polish people. Since Poland is regarded to be an emerging market, i.e. a 

developing country, we feel that our research and our theory correlate well about the 

economical situation of the two countries. Polish consumers are price sensitive when they 

have a wide selection of products to choose from. They tend to go for price more than quality 

in such decisions according to theory. A long with our research we think that Game Outlets 

top price of games in the pallets match Polish consumers’ willingness to pay for games.  
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o The most important factors when purchasing a game. 

Different factors considering purchasing games, related to the industrialization and 

globalization that take place today and that Polish consumers are more aware of it can be 

linked to that the language is not so important anymore and people tend to watch for game 

reviews and recommendations for friends instead. The games become more globalized and 

marketed around the world. Later on when we suggest a suitable business model for Game 

Outlet we will write about how one could use the information of the consumers to benefit the 

sales of games.  

o Where they purchase games (Online, specialist stores, multimedia stores, etc) 

We have learned that Polish respondents download games to a bigger extent than Swedish 

respondents. It could be a result of the lack of purchase power and stable economy that forces 

many of the gaming enthusiasts to download instead. Swedish people didn’t download as 

much as the Polish people. During the benchmarking process, no practice similar to Game 

Outlet’s pallet concept have been observed. Some supermarkets, like Real, use high shelves to 

market the movies. Some Carrefour supermarkets and Media Markt stores try to investigate 

similar practices by means of 1 m3 cubic boxes; however, those attempts can safely be 

regarded as stock clearing activities rather than a concrete business model to rely on. This we 

think should really catch Game Outlets interest since ¼ of the Polish respondents claimed that 

they purchase games from multimedia stores.   

o The Polish customer’s tendency to make impulse purchases of games 

Since theory declared that the downloading trend had decreased from 70% to 54% which 

correspond to our research, it means that the customers now seek other alternatives during 

impulse purchases. Our research shows that around 37% fits the profile of those who impulses 

buy games and for a low price. Many of the Polish respondents answered that they either wait 

out the prices to decrease or buy it second hand, this facts support our argument that Game 

Outlet should hit a big segment of costumers. We also think that the impulse buy rate of the 

pallet will work well as long as the stores use it in the right way.  
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Business Model recommended for the Polish multimedia market 

In this part we are going through each of the three key parameters from the business model 

theory in detail, which will be our own created business model to suggest to GOE.  

Business model 

The way Game Outlet operates and creates value for their stakeholders are in many ways. 

Game outlet is in the middle of the supply chain described in the theory of business models. 

This means that they have to operate and create value for both their partners from whom they 

buy and the partners to who they sell. As we wrote earlier in the theory about Game Outlet, 

they solve a number of problems for their partner; they solve overstock issues from whom 

they purchase. This result in lower purchase costs which result in lower price of the games for 

their customers. According to our research, this could be a perfect value creation for the 

potential end consumer in Poland. Since the Polish people are price sensitive when a variety 

of products are quite similar to each other within stores and hypermarkets, we make the 

conclusion that Game Outlet’s business model could create value for the Polish end consumer 

as well. Another issue that Game Outlet has the right to buy back catalogue products from 

publishers and republish them.  

This recycling also creates value in both ways. Publishers make value of their developments, 

distributors and retailers lose inventory and reduce losses and Polish end consumers get a 

cheaper price. They also have the chance to buy classical games. Since game outlet is in the 

middle of the supply chain as a trading company and since they sell low and mid price games, 

they become very attractive to many sales channels such as retailers, distributors, 

supermarkets etc. This will be a good advantage since Poland has many online stores which 

create a big price competition on the gaming market. We discovered that there are a few 

number of big local actors like Empik, RTV and game specialists like Games World and 

Electronic dreams. Game outlet could therefore have a chance of getting their pallet concept 

implemented in those chains due to their power in trading and because they are a trading 

partner between parties.  
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Strategy 

In this section, we try to emphasize the possible strategy that fits for Game Outlet. Coming 

back to theory, strategy basically means a decision of which business model is the most 

suitable for Game Outlet to use. 

There are some findings of research why Game Outlet’s pallet concept can be applied to 

Polish Market.  

First reason which might make pallet concept applicable is the overall market situation of 

supermarkets, multimedia stores and other retailers. In each of those categories, the 

international actors are dominant against their domestic competitors. (See Chapter 4.2) The 

interest of Polish society towards western products / services grows each year and this could 

easily be proven by the amount of privately owned companies entering into Polish market in 

the last 20 years (See Chapter 2.2). Their number is almost doubled. (Waters 1999) Those big 

international retailing chains are competitive to afford opening up shops in the big malls 

where people are attracted most as well as well as they take advantage of their well integrated 

logistics chains, proven-well organized business strategies and bulk purchasing capabilities in 

order to offer lower prices to the polish customers.   

Since the leading actors within each segment are obvious , it is probably easier to see which 

could be potentially best business partners than to deal with many smaller players whose 

partnership are relatively more insecure. However, there is one down side with the dominance 

of international corporations in Poland. Since they have well established business structure, 

they might very well have their own suppliers in which Game Outlet may not be accepted as 

being an alternative to them. 

Among the other potential business partner alternatives such as Empik, Relay, Inmedio etc, 

spacing was observed to be seriously important as those retailers usually have middle/small 

sizes stores within their chain. The superiority of those retailers over supermarkets and 

multimedia stores is the high frequency of customers visiting each store. They are perfect 

examples to target customers for impulse purchase habits. The small store sizes might seem to 

be negative sign at first sight; in fact it is actually the core point behind the idea of pallet 

concept. The reason why pallet concept attract stores, retailers, supermarkets etc lies within its 

high profit margin per square meter ratio. So, those space poor stores can be possibly 

compromised by high profit offering solutions occupying less space at the same time. 
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Both the theory argued by  Huddleston et al. (2001) and results retrieved via quantitative 

research confirm that Polish consumers in general don’t directly look for local products 

against the western ones as long as the products comply with their perception of quality 

offered. However, in order to reach the high efficiency, Game Outlet could still consider 

finding a local supplier and operating via it. Poland in terms of transportation, infrastructure 

and communication is still a developing country. It also experiences serious cultural changes 

on the level of individuals such as belonging to the global culture, adaptation of foreign 

languages, embracement of global values etc. If we refer back to theory about Polish 

multimedia market, Teipen (2008) argues that almost all international retailers work through 

local distributors within Polish Market. Since the levels of the effects of those factors are still 

up to some extent unclear, operating in collaboration with local distributor can be a wise 

decision to start with regarding the success of internal operations. Finding a local distributor 

might also serve in a completely another manner which is discovered as one of the results of 

quantitative research.  

In the last open question designed to serve as a way of qualitative research, the most 

emphasized point is probably the convenience of shopping online due to several reasons such 

as lower price, accessibility to more varied games, direct shipment to home etc. Since there 

are so many online stores which compete against each other, finding a local supplier who can 

work directly with those online stores and provide goods for end customers seems to be a 

good idea. Basically an online store is a small initiative which acts like an intermediary unit 

between end customers and distributors. Every online store has to offer variety of products as 

possible with decent prices. In order to do that, they need to find a supplier which can provide 

them cheaper products. According to interviews made with the customer representatives of 

some stores via online chat, most of them indicate UK when they are asked where to import 

games. Since Game Outlet follows the strategy of buying overstock units and keeps the stock 

of mainly UK origin products, it should be capable of competing with those suppliers based 

on UK. Especially those new online stores who join the competition recently should be 

targeted to collaborate.  
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Tactics  

Polish people in general are still experiencing relatively low purchasing power. Since they are 

price sensitive, offering them a wide mixture of low and mid priced products might prove 

itself as being promising in Polish Market. However, the pricing of games in the pallets needs 

to be adjusted slightly to be more competitive in Poland. Perhaps, the mixture of pallets can 

be reviewed. This type of tactics is useful because according to the data retrieved by our 

survey, game reviews account for one of the most important factors among polish consumers 

when buying a game. In addition to game reviews, recommendations from friends are also 

favored as an important factor when buying a game. 

We found out from the quantitative questionnaire that Polish and Swedish respondents ranked 

game review, price and recommendation from a friend as the three most important factors 

when buying a game. We think that Game outlet, with the help from social media, could 

extract vital information about what kind of games the end consumer would like to play, what 

games are their favorites etc. One could use Facebook, Twitter and other source to interact 

with the end consumer to gather this kind of information. Game outlet could then keep track 

of the stats of trends and variations to alter the game variety of the pallet, so that the turnover 

of selling games increases for their partners. This will not only increase the income for both 

ends, but also create some more value for all parties working with Game Outlet.  

In conclusion, according to the data retrieved and benchmarking made, Game Outlet’s current 

pallet concept is suitable for Polish market. However, there are some points where it can be 

improved. Further changes in multimedia market needs to be monitored closely in order to 

cope with the changing dynamics of market.  
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6 Concluding remarks 
 

We had some hard targets about the amount of people questioned before going to Poland to 

carry out the survey. The results from the trip were overall a success. But especially in some 

age groups, we could not reach the target (for example 36+). We found out that it was actually 

harder than our initial thoughts to collect data on those participants. The turn down-rate 

during the “Cold approach” was high, especially by the higher age groups. A possible 

improvement would be to spend more time in Poland and find new locations for collecting 

more data for this segment. The good side of result was the data being significant, but it could 

always be better to increase the number of participants to get a better distribution of data. This 

could further increase the relevance of the empirical data for the research.  

Future areas to study could be how you can increase your marketing efficiency and gain 

information from social media’s such as Facebook, Twitter, LinkedIn etc because 

recommendations from friends were regarded as an important factor. This could be an 

important forum to gain information on how to change the product mix in the pallets. The 

quantitative research was chosen due to the fact that we would be afraid that their English 

skills were not sufficient for a qualitative research. If there were more research to be 

performed, interviews with open questions could be of interest to catch “out of the box” 

answers. In that case, a translator could be of good use. For benchmarking, we are in general 

also satisfied with the results; however, there could have been a couple of more, game 

specialist stores benchmarked though. 

Since we made our research in southern part of Poland (Krakow and Warsaw), there could be 

cultural differences and consumer behavior variations between the north and southern part of 

the country. Also rural areas could be considered to have better understanding of differences. 

We also limited the work to concern games. The same conclusions and results could perhaps 

be implemented to other multimedia products like movies or books.  

During the period when we created this thesis, our expectations in many areas were lower 

than the actual results achieved. We found it interesting and good experience to collect 

empirical data in foreign country. The empirical data was the key factor that made the thesis 

exceeds the expectations.  

With the empirical data as a base, there is a potential to be able to look at a problem from 

different views. Reflections and investigations of the views create more interesting results and 
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analysis. We can recommend to all future students to try to engage in a more empirical 

oriented thesis compared to a pure theoretical paper.     
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Appendices 

a Customer questionnaire 
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b Benchmark check list 
 

 

 Store 

o What kind of store is it? ( e.g. games specialist, home electronic, supermarket) 

o What sorts of profile do the have? ( high-end, budget-clearance ) 

o Do they have sales staff on the floor helping customers? 

 Pricing structure 

o Price for high-end PS3 / Xbox360 new release? 

o Price for platinum high-profile PS3 / Xbox360 title? 

o If they have games on sale, pricing levels for the most expensive and the 

cheapest PS3/Xbox360 title? 

o Price for a DVD new release? 

 Consumer demographic 

o Average age and gender split of visitors? 

 Display 

o How are the full / mid price sections arranged? 

o Do they have any "Sale" display? ( like bins, shelves, tables) 

o Do the "Sale" appear to be temporary (e.g. clearance) or consistent? 

o Are the low/mid priced games located together with other related categories 

(e.g. movies, music)? 
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c Benchmark retailers 
 

Home Electronics 

SATURN 

 

Saturn is home electronics chain that started its business in Germany. They have 15 stores 

in Poland located in the following positions; Katowice, Krakow, Warszawa, Wroclaw, 

Gdansk, Poznan, Bydgoszcz, Tychy, Lubin och Lodz). 

 

Store 

 

 Home electronics store 

 Both high-end and budget clearance profile 

 Employs sales staff on the floor to help customers 

 

Consumer demographic 

 

 All stores within chain are located in shopping malls, so they attract customers from 

different age groups of both genders. 

 

Pricing Structure 

 

 The price for a PC game can be as low as 20 Zlt and as high as 200 Zlt. 

 The console games, mainly PS3/XBOX360, are priced between 80-230 Zlt. 

 PS2 games are priced between 40-100 Zlt.  

 

Display 

 

 Stores are big and they only use shelves. There are not any cubic boxes with 

discounted products as they have quite wide pricing range for each platform. 

 

 The games are sorted depending on both their publishers and platforms. The games 

sorted within the same platform are further sorted among each other as being classics, 

new releases, most selling’s etc. Major publishers such as Ubisoft, EA etc. have their 

own allocated shelves where they present their latest releases.  
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 No cubic boxes or pallets (as big as game outlet ones) for games. However, there are 

those 4 sided pallets / shelves on which they present DVD movies. 

 

 For games, there are smaller pallets which could be devoted to a top new released 

game or devoted to a specific publisher for some of their new releases. There are also 

top 10 sections where Saturn presents the most selling 10 games for each platform. 

Those taller shelves are located next to a LCD TV equipped with the relevant console 

so that people can test one of those newest and most selling games in the store.  

 Although the selections for console products are quite wide, PC games are 

undoubtedly more dominant and occupying more space than consoles. The prices 

within above mentioned intervals range depending on the age, overall rating and 

popularity of the game in subject. The prices are not revealed clearly. One should 

always turn back side of the each game box in order to see its price. Small signs for 

mainly new releases. 

 Movies and other CD-DVD based products are located in the same floor but in 

different shelves. Hard to mention about pricing wise sorting as well as the existence 

of so intensive signs designed to trigger customers for impulsive buying. Instead, they 

seem to be relying heavily on their extensive pricing range and wide selection of 

products. The stores are properly illuminated and shelves are not so high, so one might 

always find good deals while walking among the shelves. 

 Just like RTV, the size of Saturn store might vary so some of the above mentioned 

points might not be observed on each store. 

 

 

MEDIAMARKT 

 

44 stores in 36 cities in Poland (Media Market Poland, 2011) 

Store 
 

 Home electronic store ( both high-end and budget / clearance concepts) 

 

Consumer demographic 
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 All stores within chain are located either in shopping malls or in centrally located big 

buildings so they probably attract customers from different age groups of both 

genders. 

 

Price 
 

 The prices varies in the same scale for consoles XBOX 360 - PS3 ( 80 - 230 Zlt )  

 High end releases being found in 180-230 Zlt scale as usual. 

 New release movies are priced 60 Zlt for a DVD and 100-120 Zlt for a blue ray 

release. 

 

Display 

 

 The shelves are segmented by based on their platform as well as by creating top 10s 

for each platform. They have small pallets on each platform for new released games 

before the shelf corridors start. 

 One difference especially when compared to Saturn is that Mediamarkt has 1-2 

shelves where they sort games by pricing starting from 40 Zlt up to 100-120 Zlt, 

depending on the rating of the game. (Mainly PC games but some for also consoles)  

 One interesting thing is that movies and games are presented in shelves but in 

completely different parts of the stores.( even in different floors) 

 They have strong sale displays to indicate the prices. (Unlike Saturn!)  

 There are catchy signs found even on the shelves to increase the chance of impulse 

buying.  

 Here is the thing related to existence of oldies; since oldies start from price of 40 Zlt 

on shelves, they use 1 m3 cubic baskets heavily advertised with signs where they sell 

20 Zlt / each game. (Cheaper than the cheapest game on oldies shelf) 

 Those cubic baskets are found both in gaming section and close to the exit for 

impulsive buying. Again people need to put some effort to dig among the games to see 

if they can find some good deals for themselves. This tactic goes also for movies too. 

 Retailing of gaming products, Mediamarkt use one sided pallets where they present 

the new releases of a specific publisher. Those pallets are stationed in visible parts of 

the stores.  
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RTV-EURO-AGD 

 

The chain has 168 stores in 85 cities mainly located in bigger shopping malls.  

 

Store 

 

 Home electronic store ( budget / clearance concept ) 

 It has stores in almost all big malls located around the cities Warsaw and Krakow 

 The core part of RTV’s activity is brown and white goods sales rather than multimedia 

products and games. 

 The size of their stores varies depending on where it is located; so some of them those 

visited in Warsaw are actually selling more games than those found in Krakow. 

 Employs sales staff in the store for helping to the customers. 

 

Consumer demographic 

 

 Probably spans all segments of age groups within both genders. However since the 

core business of RTV is white goods distribution, older age groups can be expected to 

be more dominant. 

 

Pricing Structure 

 

 The PS2 games cost 50 Zlt each. 

 The PC ones, on the other hand, are cheaper and priced 30 Zlt each. 

 

Display 

 

 There is not any clear visibility design as customers are supposed to dig the pile and 

find a good deal among. One of the baskets is always placed right before the cashiers 

to trigger impulse buying. 

 The other games are sorted by their platforms. Their prices are clearly marked on their 

boxes. 

 It is safe to say that they have only top selling, top rated games on the shelves besides 

those cubic baskets. 
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 If we talk about little bit more in detail of their gaming sales, it is really hard to talk 

about any pallet concept as well as discounted games. 

 The products are placed in a way to create corridors so that customers can navigate 

around them. Therefore, there are not so many shelves allocated for games, movies, 

DVDs etc. 

 In the biggest one, there are a few baskets shaped in a cubic size, containing more or 

less 1 m3 volume, where they sell some discounted games. The games are not varied 

and each basket is devoted to the different platforms. We spotted a basket of PS2 

games and a basket of PC games. 

 

Supermarkets 

 CARREFOUR 

 

Have more than 300 stores in Poland including supermarkets and smaller convenient 

stores.  

 

Store 

 Stores are located in almost all shopping malls which are in different sizes. 

 Regardless of the size of the shopping mall, it is quite possible to find a Carrefour 

which could be as small as an express one selling fundamental foods, drinks, cleaning 

materials etc and as big as a German REAL or British TESCO.  

 The size of a Carrefour store varies a lot so is what is sold within it in terms of 

multimedia product wise. 

 

Consumer demographic 

 

 All Carrefour stores within chain are not only located in shopping malls, so it is not 

totally true to make the same assumption about consumer demographic. However, 

since it is a dominating player in supermarket segment, it should still be able to attract 

customers from different age groups. 

 

Pricing Structure 

 

 The price for a PC game can be as low as 40 Zlt and as high as 150 Zlt.  

 The console games, mainly PS3/XBOX360, are priced between 80-230 Zlt. 
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 PS2 games are priced between 40-100 Zlt. 

 The price for a DVD movie is as low as  20 Zlt 

 Discounted PC games that are segmented as 7 Zlt- 8Zlt - 20 Zlt - 30 Zlt each. 

  

Display 

 

 Approximately 1 m3 baskets properly supported with high visibility signs are used for 

discounted games. 

  The bigger ones have some selection presented on the shelves which are again 

segmented as top 10s for each platform. 

 The boxes are intended for impulsive buying located close to cashiers. Customers are 

expected to process the piles and find good deals according to their taste of interest.  

 

REAL 

 

Real enterprise has 54 hypermarkets in 36 cities.  

Store 

 Home electronic store ( Both high-end and budget clearance concepts ) 

 It is a supermarket being part of German Metro Cash & Carry group. Since Real stores 

are supermarkets, they basically sell everything including the games and movies. 

 There is not any pallet concept for multimedia products.  

 Employs sales staff in the store for helping to the customers. 

 

Consumer demographic 

 

 All stores within chain are located in shopping malls, so they attract customers from 

different age groups of both genders. 

 

Pricing Structure 

 

 The price for a PC game can be as low as 20 Zlt and as high as 200 Zlt. 

 The console games, mainly PS3/XBOX360, are priced between 80-230 Zlt. 

 PS2 games are priced between 40-100 Zlt.  

 

Display 

 

 Games are placed in the shelves and sorted in terms of platforms rather than their 

prices. They have also top 5 selling games for each platform. 
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 There are not so many available games especially for consoles as they seem to be 

caring more of selling top ones. There is little bit more variety for PC ones 

though.(one extra shelf allocated for PC games only ) 

 The only thing that could be closely referred as being some sort of pallet is their 4 

sided rectangular prism designed shelves. If one imagine 4 game outlet pallets situated 

next to each other creating a cubic prism, that`s more or less what they use to promote 

some movies. Those 4 sided shelves are as tall as almost 2 meters and they present 

movies there.  

 

Multimedia 

EMPIK 

 

Empik has 153 stores over Poland.  

 

Store 

 

 Empik is a general store that sells variety of products such as books, magazines, music 

CDs, movies, souvenirs, cosmetics, writing materials, expendable items etc.  

 Empik stores are not located only in big shopping malls but also located in much 

smaller shops around the city. So, there is no need to mention how important the 

spacing is. 

 Employs sales staff in the store for helping to the customers. 

 

Consumer demographic 

 

 Probably spans all segments of age groups within both genders. 

 

Pricing Structure 

 

 The games seem to be cheaper around %10 when compared against their competitors. 

( Probably due to having shelves being updated on a regular basis ) 

 

Display 

 

 The stores consisted of carefully placed shelves which are taller than usual. 
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 The movies, music CDs and game products (even sometimes toys) are found together 

in some specific part of the store. (Probably because books, magazines, collectibles are 

more core business than multimedia products.) 

 About gaming products, the games like in other shops are sorted due to their 

platforms. The pricing are not revealed explicitly probably because they sell only most 

selling ones (spacing again!)  

 The prices are always sticked on the back side of the box covers so not really an 

impulse buying.  

 The shelves as already mentioned are tall and on upper sections of each there are 1-10 

numbers for each platform indicating for most selling games for relative platforms. ( 

top 10`s for PC and consoles and top 5 for PSP ) 

  In the lower sections of the shelves, there are other 10-20 games more which seems to 

be considered as the tops of the preceding weeks. In other words, depending on the 

gaming reviews, they might be updating those top 10s and moving down the older 

ones within the same shelf.  

 All platforms (PC vs. Consoles) seem to be equally distributed which is not the case in 

other shops. (PC games are much more dominant in terms of variety.) 

 

INMEDIO 

 

Store 

 

 Inmedia is a chain of small stores mainly found in shopping malls. 

 Empik stores sell newspapers, magazines, public transportation tickets, gsm phone 

credits, little snacks and drinks, postcards etc.  

 Smaller than a pressbyran both in size and variety of services they offer. 

 

RELAY 

 

Store 

 

 Relay is another similar store which belongs to the same international group, HDS 

Retail Czech Republic; a subsidiary of Lagardere Services, France. 

 Its shops are commonly located located in shopping malls, train stations, airports etc. 

 Their concept is similar to Inmedio. 
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Game Specialists 

 

GAMES WORLD 

 

Store 

 Games World is a games specialist store located in Warsaw.  

 They have 4 stores found in the big shopping malls in Warsaw. 

 Their stores are relatively much smaller when compared to electronic stores where 

they have only 2 people working in the store. 

 Since spacing looks to be important, they mainly focus on the new / popular 

releases rather than classic oldies. 

 The most significant service they offer is to exchange console games. Any game 

bought in their store can be exchanged with another one by a fee of 30 Zlt. 

 

ELECTRONIC DREAMS 

 

Store 

 Electronic Dreams is another game specialist store about located in the center of 

Warsaw. 

 Electronic Dreams offers exchanging games (30 Zlt or more depending on the 

value of game requested), online shopping as well as wholesaling within Poland. 
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d Benchmark spreadsheet  
 

QUESTION RTV REAL MEDIAMARKT SATURN CARREFOUR EMPIK 

What kind of store is it ? ( e.g games specialist, 
home electronic,supermarket) 

Home Electronic 
& Appliances Supermarket Home Electronic Home Electronic Supermarket Other 

What sort of profile do the have? ( high-end, 
budget-clearance ) Both Both Both Both Both High-end 

Do they have sales staff on the floor helping 
customers? Yes No Yes Yes No Yes 

Average age and gender split of visitors ? x x x x x x 

Price for high-end PS3 / Xbox360 new release ? 230 PLN 230 PLN 230 PLN 230 PLN 230 PLN 230 PLN 

Price for platinum high-profile PS3 / Xbox360 
title ? 100 PLN 100 / 120 PLN 100 / 120 PLN 100 / 120 PLN 100 / 120 PLN 100 / 120 PLN 

If they have games on sale, pricing levels for the 
most expensive and the cheapest PS3/Xbox360 

title? 80 PLN / 230 PLN 80 PLN / 230 PLN 80 PLN / 230 PLN 
80 PLN / 230 

PLN 
80 PLN / 230 

PLN 80 PLN / 230 PLN 

Price for a DVD new release ? X 40 PLN 60 PLN 60 PLN 50 PLN 50 PLN 

How are the full / mid price section arranged ? Separatelly Separatelly Together Separatelly Separatelly Separatelly 

Do they have any "Sale" display ? ( like bins, 
shleves, tables) Yes Yes Yes Yes Yes Yes 

Do the "Sale" appear to be temporary ( e.g 
clearance ) or consistent ? Both Both Both Both Both Consistent 

Are the low/mid priced games located together 
with other related categories ( e.g movies, music 

) ? No No No No No No 
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e Pictures from Poland field trip 
 

 

 
Picture 1: Polish youths (0-19) answering our survey. 

 
Picture 2: Polish respondents in 20-25 age segment. 
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Picture 3: Carrefour using pallets to place bulks on. 

 

 
Picture 4: Carrefour also used the some kind of a batch concept for games.  



XVI 

 

 
Picture 5: Saturn also displayed pallets in their walking paths in store. 

 

 
Picture 6: Empik didn’t use the pallet concept; instead they had firm shelves in store.  

 

 


