
 

Chickering, Kiełek-Śmiałkowska, Sreedar, Tarkel, and Luo 1 

Rhiana Chickering, Tracy Luo, Franziska Tarkel, Paula Kiełek-Śmiałkowska, and Lakhan 

Sreedar  

Cross-Cultural Project: Final Decision Recommendations 

13 April 2017 

A New Popcorn Brand for Poland 

 

Executive Summary 

 In The United States, ready-to-eat (RTE) popcorn is consumed as a healthy alternative to 

other snack foods. However, as our client, Tim Hyland, realized, popcorn is not near as popular 

in Poland. In order to determine whether launching a new popcorn brand in Poland would be a 

logical and successful action, our team members were determined to complete a variety of 

research methods through observations, surveys, and databases. Our main topics of research 

include consumer trends within Poland, competing popcorn brands, distribution channels, and 

consumer tastes, regarding flavor, quality, preferred time or occasion of consumption. While also 

comparing, Poland’s popcorn brands and grocery store aisles with those of The United States, we 

will make recommendations to Tim about packaging, marketing and positioning strategies, 

distribution, and quality of popcorn as it pertains to moistness, flavor, texture, and size of kernel. 

Our diverse team that includes students from Kozminski University in Poland and The 

University of Iowa in The United States will enable us to compare tactics used by RTE 

companies within The United States to those of Poland, in addition to thoroughly researching 

trends of consumers in Poland. Overall, we will inform Tim if launching a new and differentiated 

popcorn brand in Poland is a wise decision and which tactics he may utilize to differentiate his 

popcorn brand to change the attitudes of Polish consumers when purchasing popcorn. 
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Approach 

First, we started our research with weekly meetings to discuss our approach and our 

findings concerning the popcorn market in Poland and the United States. We divided our 

research into a theoretical and into a more practical part. For the theoretical part, we conducted a 

database research to find out information about the packaging of ready-to-eat popcorn, 

distribution channels and the exciting and desired popcorn flavors in the United States and in 

Poland. Furthermore, in this part, we analyzed consumer trends in Poland, looked for 

information concerning competing brands in the country and we determined in which 

distribution channels ready-to-eat popcorn should be sold. 

In order to complete the more theoretical research part, we observed not only the 

potential of the polish popcorn market, but also that of the American market. In this part, we 

were able to collect information about the target market and its demographics, packaging of 

ready-to-eat popcorn and marketing actions to promote ready-to-eat that are at the moment done 

in Poland and in the United States. Additionally, we observed the most common distribution 

channels, the prices of ready-to-eat popcorn and substitute products in Poland and the desired 

quality of the product. Moreover, we conducted a survey with a sample size of 200 Poland 

residents to examine polish popcorn consumer behavior further. 

In the following sections, we thoroughly analyze our findings.  

 

Predominant “Savoury” Snack Trends in Poland 

 Prior to making recommendations, we researched the trends in Poland through 

observations and database research. Primarily, according to Passport database, Polish consumers 



 

Chickering, Kiełek-Śmiałkowska, Sreedar, Tarkel, and Luo 3 

know which food items they want to purchase based on occasions, including parties or picnics. 

Popcorn is generally consumed in movie theatres and sporting events, whereas chips are more 

popular for parties and picnics. Therefore, many companies focus on offering a variety of flavors 

and packs. Currently, snack brands are focused on launching products with more convenient 

packaging for easy transportation and consumption, in addition to increasing the nutritional value 

by decreasing the amount of fat, salt, sugar, and calories in their snacks. These nutritional facts 

are often represented clearly on the packaging. Additionally, nuts, seeds, and trail mixes are 

expected to increase at a constant compound annual growth rate of 4% (Passport, “Savoury 

Snacks in Poland,” 2016). These food items are most likely increasing in sales because they are 

typically the healthiest snacks available. As a result, the main trends Tim must consider when 

and prior to launching his product include the caloric value, the amount of fat and salts in his 

RTE popcorn, the convenience of the packaging, and the purposes for savoury snack items, such 

as parties, picnics, and movies. 

 

                                                             Recommendations 

Target market 

The target market is quite broad because it is not addressed to any specific people. 

According to Passport database, popcorn is attractive to everybody no matter the age, gender or 

nationality. Furthermore, it is affordable for nearly everyone because the prices in Poland are 

relatively low. Because health trends in Poland continue to increase, Tim may target his RTE 

popcorn to individuals whom are trying to find healthier, less caloric snacks.  
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Competition 

 

Poland 

 

According to our observations, ready-to-eat popcorn can be found in supermarkets as 

well as express supermarkets. Unfortunately, there is no popcorn (neither ready-to-eat nor 

microwave) available at gas stations. 

The supermarkets include Biedronka, Carrefour, Carrefour Express and no name mini 

stores. The popcorn was always located next to chips and salty snacks (peanuts, pretzels, etc.). 

 

The following brands offered RTE popcorn in the aforementioned polish supermarkets: 

 

1.  Lorenz (see Exhibit A: photo no.1 in appendix) 

2. Mogyi (see Exhibit A: photo no. 2 in appendix) 

3.  Na Maxa (see Exhibit A: photo no. 3 in appendix) 

4.  Carletti (see Exhibit A: photo no. 4 in appendix) 

5. Popcorn Mazowieck (see Exhibit A: photo no. 5 in appendix) 

 

In comparison, the following brands offered microwave popcorn (see Exhibit A: photo no.6 in 

appendix): 

 

1. Lorenz 

2. Na Maxa 
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3. Carrefour 

4. Felix 

5. Carletti 

6. Przysnacki 

  

There were not any special advertisements in the Polish supermarkets (see Exhibit A:  

photo no. 7 in appendix). 

Furthermore, there was less choice regarding RTE popcorn compared to microwave 

popcorn. The variety of the microwave popcorn was much larger than the one for RTE (see 

Exhibit A: photo no. 6 in appendix). According to observations, microwave popcorn is more 

popular because the variety is larger and people tended to pick microwave popcorn. 

Unfortunately, there was no one buying RTE popcorn. 

The flavor was most of the time salty. “Lorenz” also offers sweet & salty, cheese and 

butter but mostly those flavors could not be found in the supermarket aisle. The more expensive 

RTE popcorn was available in caramel and caramel & peanut flavor (see Exhibit A: photo no. 2 

in appendix). 

The flavors were not extraordinary and the packages rather overloaded (see Exhibit A: photos 

no. 1-5 in appendix).  The quality of the popcorn was nearly the same with every brand except 

the popcorn from Mogyi (see Exhibit A: photo no. 6 in appendix).  This popcorn already looks 

of greater quality (according to the packaging and design) and is available in extraordinary 

flavors. Additionally, the price of the Modyi popcorn was slightly higher than that of the other 

brands. Moreover, the RTE popcorn packages were filled from 60 grams to 150 grams. 
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On most of the packages a popcorn bag was printed on the actual bag. Many packages 

were colored in blue, red and white which is easily connected with The United States of 

America. Furthermore, the flavors were always written in English and sometimes additionally in 

Polish. The more expensive RTE popcorn varied from its look completely. The package was 

rather simple and made a more qualitative impression. 

According to our observations, the price for microwave popcorn ranges from 1 PLN to 3 

PLN. The price for RTE popcorn ranges roughly from 2 PLN to 4 PLN. There was one RTE 

popcorn that was above the average and costs roughly 6 PLN. 

- Carletti: 1,95 PLN 

- Lorenz: 3,25 PLN 

- Mogyi: 5,99 PLN 

- Na Maxa: 2,25 PLN 

 

The United States 

 

 The top popcorn brands in The United States include Smartfood, SkinnyPop, and Angie’s 

Boom Chicka Pop. As of April, 2017, sales of Smartfood popcorn increased by 50.4%, sales of 

SkinnyPop popcorn increased by 23.2%, and Angie’s popcorn increased by 22.8% (Mintel, 

2017).  

As shown in Exhibit B: photos no. 8-10 in the appendix, the popcorn aisles of American 

grocery stores offer a greater abundance of popcorn options than those of Poland. Additionally, 

the packaging of RTE popcorn is brighter and bolder, thereby appealing more instantly to the 

eyes of the consumer. Another tactic that appeals to consumers is an end-cap, which is the 
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shelving space provided at the end of an aisle (Exhibit B: photo no. 8 in appendix), which is 

noticed by customers walking past the aisles. By placing items on end-caps, many consumers 

also assume that the products are on sale. However, end-cap items are not always on sale. 

Therefore, placing items on end-caps remain an important tactic to change consumers purchasing 

behaviors in grocery stores, causing them to purchase the items on the end-caps often before they 

consider other alternatives offered by competing brands.    

 The top competing RTE popcorn brands in The United States are most popular because 

they are less caloric than other popcorn brands and, especially, other snack foods (Passport, 

“Savoury Snacks in the US,” 2016). Additionally, the top competitors state the calories per cup 

on the package as one of their differentiators, so consumers may easily determine that they are 

the popcorn brand with the fewest calories. Moreover, Angie’s popcorn packaging specifically 

indicates that its popcorn includes all natural ingredients.  

 

Packaging 

 Through observations of how packaging appeals to several grocery shoppers in Poland 

and The United States, we determined different packaging techniques that will assist Tim’s RTE 

popcorn in breaking through the nearly non-existent market for RTE popcorn. According to the 

Polish trends researched utilizing Passport database and our Poland observations, several 

differentiation tactics included more convenient packaging, clear representation of added values 

or lack of harmful ingredients, such as salt, and packaging more appealing to consumers 

(Passport, “Savoury Snacks in Poland,” 2016). Nearly all of the competing Polish RTE popcorn 

brands have red, white, and blue colored packaging, making it difficult for consumers to 

differentiate the brands. Therefore, by creating a bright colored packaging, relative to Angie’s 
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popcorn within The United States (Exhibit B: photo no. 8 in appendix), consumers will more 

easily notice the RTE popcorn and immediately relate Tim’s packaging to his brand. If 

consumers are able to immediately differentiate his RTE popcorn brand from other RTE popcorn 

brands, he will be able to establish and increase his brand awareness and top-of-mind value, 

which refers to whether a brand is the first brand that comes to a consumer’s mind when asked 

about a specific type of product, such as popcorn. Also, packaging innovation for snacks has not 

been substantial for a few years (Passport, “Savoury Snacks in Poland,” 2016). Therefore, Tim 

may also differentiate his brand by creating a more convenient packaging. For instance, instead 

of solely creating one large bag of popcorn, Tim may produce small one-serving size packages 

and combine them into a box or larger package to sell to consumers (see Exhibit C: photo no. 11 

in appendix). This will appeal to consumers who like to easily take snacks with them on 

occasions, such as picnics. Tim would also produce larger bags of popcorn for parties. Poland 

consumers also value transparency of companies (Passport, “Savoury Snacks in Poland,” 2016). 

Therefore, Tim will appeal more to consumers if he clearly communicates any health benefits, 

low caloric values, and low sodium and sugar values on the front of the package where 

consumers may see the beneficial nutritional information clearly. This tactic correlates well with 

the increasing health trend in Poland, and it will appeal to health-conscious consumers, which we 

recommend as one of Tim’s primary target markets due to Poland’s increasing health trend.  

 

Marketing and Positioning Strategies 

By utilizing Passport database to research trends in Poland, we are also able to make 

recommendations in regard to marketing tactics that include positioning, promotion, and overall 

creative and differentiation strategies. In order to implement a long-term strategy in correlation 
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with Poland’s current trends, we advise Tim to produce a low-calorie tasty alternative to 

competing snacks. Tim then would position his brand of popcorn as a healthy snack choice 

perfect for gatherings with family and friends and picnics. In the recent years, according to the 

Mintel Academic database, popcorn held a 2.8% market share within the savory snacks market 

category in Poland (see Exhibit D: chart no. 1 in appendix). However, if Tim can change 

consumers’ views on popcorn, he may be able to increase the market share for popcorn, in 

addition to obtaining a large portion of the popcorn market share for his brand. Currently, the 

Polish view popcorn as an unhealthy snack option. Therefore, Tim must position his popcorn as 

a healthy snack, while also communicating its healthier qualities. For instance, Tim must 

advertise its lower sodium values, caloric values, and sugar values, which we recommend him 

implementing with his popcorn brand. Tim may even want to consider naming his popcorn brand 

“Healthy Pop” or “Smart Pop,” or other names that indicate that the popcorn is a healthier snack. 

Within Polish grocery stores, we recommend that Tim’s popcorn pe placed within the 

snack aisle. However, instead of being placed on the bottom shelf with Poland’s other popcorn 

brands, we recommend he invest the money into obtaining a higher shelf within the aisle in 

addition to an end-cap space to make the product more appealing to consumers (See Exhibit B: 

photo no. 8 in appendix). Tim may also create digital advertisements online and print 

advertisements to post in grocery stores in order to increase brand awareness. 

Furthermore, during the first month of the launch, we recommend that Tim offer a 

promotional discount in order to persuade consumers to try his popcorn brand for the first time. 

Consumers in Poland have already seemed to make-up their minds regarding popcorn, and, 

according to our survey, several individuals only find it suitable for cinemas and sporting events. 

Therefore, Tim must offer consumers an incentive to try the product under different 
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circumstances. Consumers hate losses, especially when they waste money on items they dislike. 

Therefore, by offering promotional discounts, consumers will be able to cut their losses when 

purchasing Tim’s popcorn brand. We strongly believe that with this positioning strategy as a 

healthier alternative along with consistent and effective communication of the health benefits to 

consumers will provide Tim with a compelling differentiation strategy to market to consumers. 

 

Price 

Our survey results indicated that price was an important factor for our respondents when 

purchasing popcorn (see Exhibit E: survey analysis in appendix). Therefore, Tim may not want 

to sell his popcorn at a premium when he first launches his popcorn brand. The average price of 

Poland’s current ready-to-eat popcorn is 3 PLN. Therefore, we recommend that Tim stay within 

the 2-4 PLN range, preferably at 3 PLN to position the product as a healthier, high quality 

popcorn at a reasonable price. At the beginning stage of the launch of the popcorn, we will offer 

promotional discounts to consumers to provide them more of an incentive to try his popcorn 

brand. 

 

Quality  

 Based on the responses to the survey we sent to Poland residents (see Exhibit E: survey 

analysis in appendix), we were able to determine specific quality aspects for Tim to consider 

when producing his popcorn brand.  

When prompted with questions regarding taste, the majority of survey respondents 

answered that they preferred salty tasting popcorn versus other flavors. Therefore, Tim will want 

to produce a saltier popcorn flavor. We recommend utilizing sea salt because it is more appealing 
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to individuals concerned with discovering a healthier snack, a category in which we are trying to 

position Tim’s popcorn. Other flavors that we recommend Tim producing include caramel, 

wasabi, cheese, bacon, and butterscotch, which several respondents selected as other preferred 

flavors. Few respondents chose the chocolate and nutty flavors; therefore, we do not recommend 

launching these flavors during the launching stage of the popcorn. However, if consumers’ 

attitudes change, then Tim may send out another survey to research consumers’ attitudes at that 

point of time.  

Currently, according to the survey results, the Polish do not typically view popcorn as a 

quality snack, even though it is fairly important for snacks to be of good quality. In order to 

change consumers’ attitudes, we recommend that Tim produce a higher quality popcorn, with a 

medium texture that is not crunchy, but not too soft, a standard kernel size of about two 

centimeters in length and 2 centimeters in width, and popcorn with enough moistness for 

consumers to be able to consume without a beverage, but not too moist that the popcorn will melt 

in their mouths. With these aspects of quality, we believe that Tim may change consumers’ 

attitudes towards popcorn in Poland.  

 

Distribution 

 The ready to eat popcorn in Poland is mainly sold in movie theaters and for microwave 

popcorns, they are sold in grocery stores and usually located next to peanuts and chips. However, 

there are no popcorn sold in any gas stations. Because microwave popcorn is the most popular 

trend in Poland and some Polish people even do not have a chance to try variety flavors of ready 

to eat popcorn, we should expand the distribution channels and let more Polish people try ready-

to-eat popcorn. Therefore, introducing ready to eat popcorn into gas stations, shopping malls, or 
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online food stores, in addition to grocery stores, will be advisable. This will allow popcorn to be 

more readily available in Poland. Moreover, we could use advertisements to let people know 

about our products, while utilizing online advertising and handing out leaflets and brochures to 

consumers. 

 

Conclusion  

 In conclusion, after thorough analysis of our data from databases, observations, and our 

survey, we were able to provide our client, Tim Hyland, with several recommendations to assist 

him in successfully launching a ready-to-eat popcorn brand into the Polish market. Primarily, we 

recommend that Tim target Polish consumers who are wanting to find healthier alternatives to 

regular snack foods, such as chips, because health trends in Poland are rapidly increasing. We 

believe that this positioning strategy focused on a healthier snack will assist Tim in changing the 

attitudes of Polish consumers regarding popcorn. The positioning strategy along with our 

recommendations on packaging, marketing, price, quality, and distribution will allow Tim’s RTE 

brand to not only appeal to Poland’s consumers, but to also surpass his competitors.  
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Appendix  

 

Exhibit A: Poland’s Popcorn Brands and Grocery Store Aisles  
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Exhibit B: The United States’ Popcorn Brands and Grocery Store Aisles 

 

Pictures 8-10 
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Exhibit C: Example of one-serving sized packages within one large package for a consumer to 

purchase for easy traveling to occasions, including picnics. 

 

Exhibit D: Poland Savory Snacks Market Category Segments: % share, by value, 2013 

 

Chart no. 1: Market shares of savoury snack items in Poland. 
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Exhibit E: Survey analysis we conducted in Poland. Sample size: 200 Poland residents. 

 
How often do you eat popcorn? 

 

 
 

What is your first reaction when you see popcorn? 
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How important is price to you when buying ready to eat 
popcorn? 

 

Which popcorn flavor attracts you the most?* 
 

 

*Of the 90 Poland residents who selected “Other (please specify),” 50% (45 residents) 

specified “Sea Salt,” 20% (18 residents) specified “Plain,” 20% (18 residents) specified 

“Butter,” and 10% (9 residents) specified “Salted Caramel.” 
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How would you rate the quality of popcorns considering different 
varieties and the taste? 

 

 
What brand names come to mind when you think of popcorn? 

 

80% of respondents: “Popcorn from Biedronka” 

20% of respondents: “No idea”/ “I Don’t Know”  

 
 

Do you believe popcorn is more preferred than other snacks? 
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How likely is it that you would recommend ready to eat popcorn 

to a friend or colleague? 
 

Detractors – 80% 

Passives – 15% 

Promoters – 5% 

 
 

 
In your opinion, which area should the Poland's snack industry 

focus in order to make popcorn most liked snack? 
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