
WORKSHOP NETWORKS  
IN POLAND 



We are a modern and rapidly developing company which has been operating on the Polish automotive market 

for more than ten years. Over this time we have gained a reputation of a reliable partner, whose studies are 

worth using in day-to-day work.  

We have many years of business experience and automotive branch is our passion, thanks to which we are 

pleased and satisfied with our work. It is our aim that our customers benefit from the optimum use of the 

information included in the reports. While doing research we are driven mainly by our customers’ needs.  

We will try to present you some strengths of our research department which is constatly striving for raising 

the level of services rendered.  

specialization - only automotive branch 

a wide range of services offered: product research, marketing  

research, market forecasts  

innovative technological solutions 

approach tailored to the needs of a given customer 

possibility of purchasing international and foreign language research reports 

precision and professionalism 

research services of the highest quality 
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Our offer includes a wide range of research which can be divided into two groups: syndicate and ad hoc.  

The former means research projects by MotoFocus, and the latter is characterised by optimum customization. 

The research conducted on MotoFocus’ initiative in a 

continuous or periodical way makes it possible to observe 

trends and changes of the analysed issues. The results 

obtained are presented in a form of reports  

and made available against payment to the interested 

companies - they are not sold exclusively for one customer, 

thanks to which their price is much more affordable and the 

scope of research is wider. The research concentrates on a 

defined problem, market segment and due to the specialization 

of MotoFocus - on the automotive branch and its “products”. 

This type of research is developed upon special request and 

exclusively for one customer. MotoFocus prepares a project 

and executes such research tailored to the individual needs  

and expectations of a company - in accordance with the issues  

outlined together with the customer. The research is therefore 

customized. We ensure cooperation with you on each stage of 

a research process. We are not limited only to providing ready 

research results but we also ensure expert assistance, develop 

analyses and are customer problem solving-oriented. 

CAPI – Face to face (Computer Aided Personal  Interview). It is 

a technique used in quantitative research and consists in 

interviewing respondents by means of notebooks instead of 

using traditional survey questionnaires. It allows, amongst 

others, for quicker research realization, using more precise 

techniques (e.g. playing fragments of TV spots for the 

respondent), decreasing research costs (we omit the stage of 

entering data from the questionnaires) 

CAWI – An Internet survey (CAWI, Computer Aided Web 

Interview) makes it possible to survey big or hard to reach 

groups of respondents. An invitation to the survey together with 

a survey questionnaire  is sent to the respondents via e-mail 

and posted at the MotoFocus.pl website. For the purpose of 

CAWI research, we use a respondent panel which includes 

also precisely defined groups of target respondents. An 

unquestionable advantage of Internet surveys is fast access to 

the results, a relatively lower cost and a possibility of going 

beyond the boundaries of a given country.  

Focus group interview – (FGI )  that is a discussion run by a 

specially trained Moderator. Focus Group constitutes a 

valuable market reasearch, which provides information on 

subjective assesments of the surveyed, the customer’s 

perception, his or her attitude and preferences. FGI research 

provides such information relating to a given product which 

cannot be obtained via quantitative research. A well-trained 

moderator is able to reveal the real feeling the respondents 

have towards a given product. The modertor, in turn, during a 

focus group interview creates an atmosphere of real 

conversation, therefore the information the respondents provide 

is in-depth. During FGI projective methods are used. 

Depending on the type of issues which will undergo research 

the groups are selected according to some diversified criteria, 

such as age or gender. 

CATI – research made generally in big cities with the use of a 

short questionnaire including simple questions, wihout the 

neccessity of using auxiliary materials. The survey can be 

made via phone or directly with the use of a computer - the 

interviewer asks questions and the replies obtained are saved 

in the notebook memory.  
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AC Spółka Akcyjna  Ashland Poland  
Sp. z o.o. 

ATB TRUCK  
Spółka Akcyjna  

Auto Euro S.A 
 - Lublin 

Auto Land  
Polska S.A. 

Autodistribution 
Polska Spółka z o.o. 

Autopart S.A.  
- Mielec  

AUTOtop Sp.j. Aviva Bagoria Motrex  
Sp. z o.o. 

BASF Coatings 
Services Sp.z o.o. 

Bosal Polska  
Sp. z o.o. 

BPW Polska  
Sp. z o.o. 

Brembo POLAND  
Sp. z o.o.  

BWI France SAS  

Castrol – 
 BP Europe SE 

Chłodnice Nissens 
Polska sp.  z o.o. 

Citroën Polska  
Sp. z o.o.  

  Continental Opony 
Polska Sp. z o.o.  

Cummins LTD  
Sp z o.o. 

DAF Trucks Polska 
Sp.z o.o. 

Delphi Denckermann  
Sp. z o.o. 

Denso EcoStream  

ELPIGAZ  
Sp. z o.o 

EQT EXIDE    
  TECHNOLOGIES S.A. 

Febi Polska  
Sp. z o.o. 

Federal  Mogul 

WORKSHOP NETWORKS IN POLAND 



Fiat Auto Polska Fiat Group  
Purchasing Poland  

Sp. z o.o. 

Fomar Borg  
Automotive S.A. 

Fota S.A. Gamma S.C. 

GG Profits  
Sp. z o.o. 

Goodyear Dunlop  
Tires Polska  

Sp. z o.o. 

GROUP AUTO  
UNION Polska  

Sp. z o.o. 

Handlopex S.A. Hella Polska  
Sp. z o.o. 

Hengst Integra Software  
Sp. z o.o. 

Inter Cars S.A. Inter-Team  
Sp. z o.o. 

IZNS Iława S.A. 

Jaan Automotive 
Glass Sp. z o.o. 

JANMOR  
Sp. z o.o. 

  JENOX Akumulatory  
Sp. z o.o. 

Jetro  Johnson Controls   
Sp. z o. o 

Kerten Capital Kulczyk Tradex  
Sp. z o.o. 

Lauber  
Sp. Z o.o. 

Lena Lighting S.A. LUMAG  
Sp. z o.o. 

MAHLE Polska  
Sp. z o.o. 

Mann-Hummel Mar-Art. Behr Marpeto Polska  
Sp. z o.o. 

Martex  
Sp z o.o. 
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Master Sport Mercedes Benz  
Sp. z o.o. 

   MICHELIN POLSKA 
S.A.  

Moto-Profil  
Sp. z o.o. 

Moto-Remo  
Burzyńscy Sp.j. 

OLPAK  
Sp. z o.o. 

OPTIMAL Polska  
Sp. z o.o. 

ORLEN OIL  
Sp. z o.o. 

OSRAM  
Sp. z o.o. 

Otto Zimmermann 

OXYCOM S.A   Partner Opony Polska 
Sp. z o.o. 

Partslife Peter Renz  
Sp. z o.o. 

Peugeot Polska  
Sp. z o.o. 

Philips Polska  
Sp. z o.o. 

POSiCZ POLMOZBYT 
JELCZ S.A. 

Q4Y  
Sp. z o.o. 

Quantex Solutions 
Chominiec Paweł 

Renault Polska  
Sp. z o.o. 

RK NIEDZIAŁEK 
Hurtownia Sp. z o.o. 

Robert Bosch Polska  
Sp. z .o.o 

  Sapphire Ventures  
Sp. zo. o. 

Schaeffler Polska  
Sp. z o.o 

Scheafler Group 

Shell Polska  
Sp. z o.o. 

SKF Polska S.A.    Skoda Auto Polska 
S.A. 

Skuba SOGEFI  
FILTRATION BV 
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Stowarzyszenie 
Techniki 

Motoryzacyjnej  

TB Truck & Trailer 
Serwis 

Textar TMD Friction  
GmbH 

Toyota Motor  
Poland Co.,  

Ltd Sp. z.o.o. 

TRW Polska  
Sp. z o.o. 

UNIMETAL  
Sp. z o.o. 

    UNIMOT Express  
Sp. z o.o. 

Valeo Service  
Eastern Europe  

Sp. z o.o.  

Vector Polska  
Sp. z o.o. 

Victoria State Washmaster  Wielton S.A. Winkler Polska  
Sp. z o.o.  

Wistra 

WIX-FILTRON  
Sp. z o.o. 

  WPHI Johannesburg - 
Trade & Investment 

Poland 

ZAP SZNAJDER 
BATTERIEN S.A.  

ZF Services GmbH  
Sp. z o.o. 

Zipp Skutery  
Sp. z o.o. 
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Every car owner has the right to select services from any workshop of their choice, whether it is 

an independent, network or authorised workshop. There are many network affiliated workshops 

operating in Poland. Each year more and more workshops decide to start operating under a 

network logo. 

The report presents an analysis of geographic distribution (by provinces and administrative 

districts) of workshops affiliated with the most important workshop networks in Poland.  

The report constitutes an analysis of the existing situation in the workshop market with regard to 

the affiliation with networks, causes for joining networks or unwillingness to become a network 

partner; the type of expected support from the network organiser, the evaluation of benefits 

resulting from the membership. Furthermore, the report presents the number of cars per one 

independent and one network workshop. 

The CAWI (Computer Assisted Web Interviews) method was used in the survey. It consists  

in quantitative surveys where questions are provided via the Internet. 576 respondents 

participated in the survey. All cases of incomplete surveys were not considered in the analysis. 

The report was created also on the basis of the existing resources as well as the informati 

on obtained from the network organisers (concerns geographical distribution of workshops).  

The data obtained over many years of preparing reports by MotoFocus was also used. 

*The report does not include distribution of the Original Sachs Service workshops due to the fact 

of the trade secret of the workshops belonging to this network. 

The publication was prepared with the aim of presenting the structure of particular workshop 

networks in Poland and simultaneously indicating the “blank” areas on the map where there  

is a possibility of acquiring new network partners. Thanks to this report you will have  

an opportunity of becoming familiar with the workshop expectations towards the network 

organisers as well as the evaluation of the marketing support or the reasons of unwillingness  

to join a network. 

Due to the information contained herein, the development of particular networks with regard  

to acquiring new workshops will become easier and more effective. 
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1 Structure of the workshop network in Poland in 2010-2011.  

2. Test structure. 

 2.1 Test structure in terms of the position held. 

 2.2 Test structure in terms of the age. 

 2.3 Test structure in terms of the region. 

 2.4 Test structure in terms of the number of employees. 

 2.5 Test structure in terms of the population of the city/town where the workshop  

    is located. 

3. Does you workshop belong to a network? 

4. The structure of affiliation with particular workshop networks. 

5. Which workshop network do you consider to be the best? 

5 .Duration of a workshop network affiliation. 

7. Reasons for deciding to join a network. 

8. Reasons for considering withdrawal from a network. 

9. Plans of non-affiliated workshops with regard to joining a network. 

10. Which network are you planning to join? 

11. Reasons affecting the willingness to join a network. 

12. Types of services rendered by the workshops. 

13. Average daily number of customers visiting a workshop. 

14. Change (increase/decrease) of the daily number of customers visiting  

   a workshop after it joined a network. 

15. Evaluation of benefits from belonging to a workshop network. 

16. Do workshops have websites? 

 16.1 Workshops having websites vs. age of the respondents. 
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17. Evaluation of statements connected with belonging to a workshop network. 

 17.1 Evaluation of the statement: I am highly satisfied with the affiliation  

   with the current network. 

 17.2 Evaluation of the statement: affiliation with this network provides me  

   with development opportunities. 

 17.3 Evaluation of the statement: my profits have significantly increased  

   since I joined the network. 

 17.4 Evaluation of the statement: thanks to the affiliation with the network  

   I have access to more know-how. 

 17.5 Evaluation of the statement: I significantly benefit from affiliation  

   with a network. 

 17.6 Evaluation of the statement: when selecting a workshop network again,  

   I would make the same choice. 

18. Familiarity with workshop networks in Poland. 

19. Type of support expected from the network organiser. 

20. Evaluation of the marketing support provided by the network  

 20.1 Evaluation of the marketing support provided by the network  

   vs. city/town population 

21. Reasons for workshops’ unwillingness to join a network. 

 21.1 Reasons for workshops’ unwillingness to join a network vs. region. 

 21.2 Reasons for workshops’ unwillingness to join a network vs. city/town population. 

22. Workshops’ willingness to pay for network membership. 

 22.1 Workshops’ willingness to pay for network membership vs. age. 

 23. Amounts which the workshops are willing to pay for network membership. 

 24. Number of passenger cars and light commercial vehicles  

    per one AM workshop / network workshop. 

 

Reservations  

Contact 

List of tables, charts, diagrams and maps  

Latest publications by MotoFocus 
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This presentation cannot be resold or copied in part or in whole. It cannot  

be published or used for income generation without a prior written consent  

of MotoFocus. The above statement complies with the act dated July 4, 1994  

on copyrights (Journal of Laws no. 24 item 83 as amended).  An exception  

to the above shall be the use of these materials during customer training 

(providing the source of a given document). The materials have been prepared 

with due care and to the best of the author’s knowledge. The opinions expressed 

in the report are our evaluation resulting from the test results obtained as well  

as many years of experience.  
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Alfred Franke  
Market Analysis Director    

  

 e-mail: alfred.franke@motofocus.pl  

Tel. +48 607 670 977 

Marcin Nowak  
Market Research Director  

 

e-mail:  marcin.nowak@motofocus.pl  

Tel. +48 609 186 810 

Barbara Organistka 
Marketing Specialist  

 

e-mail: barbara.organistka@motofocus.pl  

Tel. +48 609 186 819 
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Table 1 - Structure of the workshop network in Poland in 2010-2011.  

Table 2 - Test structure in terms of the age. 

Table 3 - Test structure in terms of the region. 

Table 4 - Test structure in terms of the population of the city/town where the workshop is located. 

Table 5 - Do you belong to a workshop network?  

Table 6 - Which network do you belong to? 

Table 7 - Which workshop network do you consider to be the best? 

Table 8 - How long have you been affiliated with a workshop network  

Table 9 - What made you join the network you are currently affiliated with? 

Table 10 - The key reasons for joining a network.  

Table 11 - What services does your workshop provide? 

Table 12 - Average daily number of customers visiting a workshop.  

Table 13 - Evaluation of benefits from belonging to a network.  

Table 14 - Workshops having websites vs. age of the respondents. 

Table 15 - Evaluation of the statement: I am highly satisfied with the affiliation  

 with the current network. 

Table 16 - Evaluation of the statement: affiliation with this network provides  

 me with development opportunities  

Table 17 - Evaluation of the statement: my profits have significantly increased since  

 I joined the network. 

Table 18 - Evaluation of the statement: thanks to the affiliation with the network I have access  

 to more know-how 

Table 19 – Evaluation of the statement: I significantly benefit from affiliation with a network.  

Table 20 - Evaluation of the statement: when selecting a workshop network again,  

 I would make the same choice.  

Table 21 - Please specify the workshop networks you have heard about.  

Table 22 - What type of support do you expect from the network organiser? 

Table 23 - Please evaluate the marketing support of the most important network to which you belong 

Table 24 - Evaluation of the marketing support provided by the network vs. city/town population  

Table 25 - In your opinion, what are the reasons for some workshops not willing to become  

 members of networks? 

Table 26 - Reasons for workshops’ unwillingness to join a network vs. city/town population. 

Table 27 - Are you willing to pay for network membership? 

Table 28 - Willingness to pay for network membership vs. age.  

Table 29 - What amount would you be willing to pay monthly for membership at a workshop network?  

Table 30 - Number of passenger cars and light commercial vehicles  

 per one IAM workshop/network workshop. 
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Chart 1 - Test structure in terms of the population of the city/town where the workshop is located. 

Chart 2 - Which network do you belong to? 

Chart 3 - Which workshop network do you consider to be the best? 

Chart 4 - The key reasons for joining a network. 

Chart 5 - Evaluation of benefits from belonging to a network.  

Chart 6 - Workshops having websites vs. age of the respondents. 

Chart 7 - Evaluation of the statement: I am highly satisfied with the affiliation with the current network. 

Chart 8 - Evaluation of the statement: affiliation with this network provides me  

 with development opportunities. 

Chart 9 - Evaluation of the statement: my profits have significantly increased since  

 I joined the network. 

Chart 10 - Evaluation of the statement: thanks to the affiliation with the network I have access 

  to more know-how. 

Chart 11 - Evaluation of the statement: I significantly benefit from affiliation with a network. 

Chart 12 - Evaluation of the statement: when selecting a workshop network again,  

 I would make the same choice. 

Chart 13 - What type of support do you expect from the network organiser? 

Chart 14 - Evaluation of the marketing support provided by the network vs. city/town population 

Chart 15 - In your opinion, what are the reasons for some workshops not willing  

 to become members of networks? 

Chart 16 - Reasons for workshops’ unwillingness to join a network vs. city/town population. 

Chart 17 - Are you willing to pay for network membership?  

Chart 18 - Willingness to pay for network membership vs. age. 

Chart 19 - What amount would you be willing to pay monthly for membership at a workshop network? 
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Diagram 1 – Struktura próby ze względu na zajmowane stanowisko.  

Diagram 2 – Struktura próby ze względu na wiek. 

Diagram 3 – Struktura próby ze względu na liczbę pracowników. 

Diagram 4 – Czy należysz do sieci warsztatowej? 

Diagram 5 – Jak długo należysz do sieci warsztatowej? 

Diagram 6 – Jeśli rozważasz możliwość wystąpienia z obecnej sieci, podaj powód. 

Diagram 7 – Jeśli nie należysz do żadnej sieci warsztatowej, to czy zamierzasz przystąpić  

       do jakiejś w przyszłości? 

Diagram 8 – Jakie usługi świadczy Twój warsztat? 

Diagram 9 – Średnia dzienna liczba klientów odwiedzających warsztat. 

Diagram 10 – Czy po przystąpieniu do sieci zwiększyła się dzienna liczba klientów  

       odwiedzających Twój warsztat?  

Diagram 11 – Czy Twój warsztat posiada własną stronę internetową? 

Diagram 12 – Ocena wsparcia marketingowego ze strony sieci. 

Mapa 1 – Struktura próby ze względu na region. 

Mapa 2 – Powody niechęci warsztatów związane z przystąpieniem do sieci a region.  

Mapa 3 – Liczba samochodów osobowych i dostawczych przypadająca na 1 warsztat AM. 

Mapa 4 – Liczba samochodów osobowych i dostawczych przypadająca na 1 warsztat sieciowy. 
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