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What is the
current state
of the German
TCG market?
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Willingness to Buy steadily rising, too. Positive effect on Year-end sales?

Source: GfK study co-funded from European Commission | Germany

Consumer climate climbs to its highest level since April 2022
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First time Sales in EUR lower than in 2020 (Q1-Q3), but above 2019

Source: GfK POS Panel. Retailer B2C Sales, Sales Value EUR Growth, Jan-Sep of each year Germany

TCG Germany market slightly negative in Jan to Sep 24, but no significant drop in sectors
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Short-term effect or (long-lasting) trend reversal?

Source: GfK POS Panel. Retailer B2C Sales, Sales Value EUR Growth, Germany

Quarters in 2024 are stabilizing at a baseline. 2nd quarter was first positive quarter after 2 years.
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Q4 by weekly development

Source: GfK POS Weekly Panel. Retailer B2C Sales, Sales Value EUR Growth, Germany (Not 100% comparable to monthly data, as extract)

Weekly development: Quarter 4 hovers around the "0“. Black Friday week will be decisive.
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What about 
innovation in 
the market?
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Years of Pandemic fueled new model activity

Source: GfK POS Panel. Retailer B2C Sales, Value share of new products by first activity, Germany

Long term revenue share of new models seemingly goes down. 2024 comparable to 2019
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Number of brands selling 99% of Sales Value

Source: GfK POS Panel. Retailer B2C Sales, Germany, Number of selling brands selling 99% of sales value per sector

In SDA and MDA the number of brands and the number of models selling goes up.
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Leading Edge Consumer (LEC) - those who are early adopters, category influentials and category passionate

Source: gfknewron Consumer, Germany, Leading Edge Consumer, July 2023-June 2024, 12.024 Interviews out of 88.577 

Who are early adopters of innovation?

male: 70%
(total: 47%)

age: 43 yr
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Source: GfK|NIQ T&D Retail Panel

Roboterstaubsauger mit multifunktionaler Dockingstation übernehmen schnell dominante 
Marktstellung
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Source: GfK|NIQ T&D Retail Panel

Innovative Produkte treiben das Wachstum im Premiumpreisegment für Roboterstaubsauger
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Source: NIQ BASES Innovation Measurement. Impact is calculated as a ratio of 

percentages of manufacturers growing total sales among those growing innovation sales 

vs. those with no growth in innovation sales across 20K+ manufacturers in US and EU.
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Warum sind 
Innovationen  
wichtig?



4 42 / 43 3

© 2024 Nielsen Consumer LLC. All Rights Reserved.Confidential and proprietary21/11/2024

Source: GfK|NIQ T&D Retail Panel

Marken, die mit Innovationen nicht schritthalten verlieren schnell an Relevanz 
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