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In May 2014, together with our Partners, we presented the results of the first edition of the nation-

wide Polish Gamers Research. At the time, Grand Theft Auto V, released a year earlier, reigned su-

preme on the market, gamers were getting excited about the new  Playstation 4, and Facebook 

games were rapidly losing popularity to mobile games. In Poland, we were eagerly awaiting the 

releases of The Witcher 3: Wild Hunt and the first installment of Dying Light, both of which were 

released only a year later. Premium SMS payments dominated among Polish users of free-to-play 

games, and the Battle Royale genre was in its infancy as a mod for ARMA 2 called DayZ. Fortnite 

would not be released until three years later.

Since then, we have completed a total of seven editions of gamer surveys, all of which are a tes-

tament to an undoubted fact – the gaming market is one of the fastest-changing entertainment 

sectors, thus requiring constant monitoring and analyses: the easiest way to fail in this market 

is losing touch with rapidly changing trends. For example, between 2014 and 2022, there were 

significant changes in the demographic profile of players, their preferences in terms of platforms 

and payment methods; the sheer number of players worldwide grew from 1.6 billion to more than 

3 billion. 

We are publishing this edition of Polish Gamers Research fully confident that the continuity of 

this program ensures its full relevance to the modern video game industry, and provides the 

most up-to-date information about Polish players. This continuity means that our findings are 

regularly updated, our tools constantly adjusted, and, most importantly, that we are also able to 

highlight significant trends and changes of attitudes among Polish gamers. For example, in this 

year's edition, for the first time, we took a closer look at the phenomenon of so-called passive 

gaming – a significant group of consumers, who, through video platforms such as Youtube or 

Twitch, passively watch other people's gameplay. In addition, the survey questionnaire was ex-

panded this year to include not only questions about the impact of the pandemic and the war 

in Ukraine on players' habits, but also about knowledge of the NFT and the metaverse, among 

others.

This allowed us to supply both valuable, detailed, relevant and practical information to a wide 

range of stakeholders in the sector – from developers and investors to product departments and 

marketers who are increasingly using gaming as a channel to reach their desired target audienc-

es.

The continuity of research also gives us increasing satisfaction with effectively tackling mislead-

ing and hurtful stereotypes concerning video games and players themselves. We present an 

impartial map of the gaming market, explaining the mechanics of false beliefs and myths such 

as confusing the esports and gaming markets. We would like to emphasize that the research is 

not carried out with any particular hypothesis in mind, nor is it conducted in the interest of any 

lobbying interest groups – our sole purpose is to describe the video game industry as it is, based 

on the obtained data. 

The reports are done independently of any video game market stakeholders, political parties and 

state institutions. We are not subject to any external pressure.

We are convinced that the information gathered in both the Polish Gamers Research 2022 and 

the parallel Polish Gamers Kids 2022 report, carried out by Gry-OnLine S.A. and the Polish Gamers 

Observatory on the basis of the first comprehensive study of children gamers aged 9-15, will allow 

a better understanding of the environment of games and the habits and motivations of gamers, 

thus allowing more accurate business decisions to be made in the future.
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If you are interested in accessing the full version of the Polish Gamers 2022 and Polish 
Gamers KIDS 2022 reports, please contact us at:

info@purr.media


