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TCG Growth recovers in 2024 after suffering during 
Covid-19 Normalization Period 

Source : GfK Market Intelligence Sales Tracking. Global excl. NA and IN; Retail Channel Coverage 
Revenue Growth in USD vs. previous year May 2024
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Top 3 concerns of consumers to remain 
in 2024 - but with less intensity

Source: GfK Consumer Life 2023, Global

Consistent across 
most markets

Inflation and 
high prices

Recession/
unemployment

Money to live right 
and pay the bills

May 2024



© GfK 4

MEA continues success story, Eastern Europe and Emerging Asia 
with positive growth as well 

Latin America

$12.4bn -3.7%

Turnover              $ 197 bn 

Growth Rate          +0.3%

Global (excl. NA)

China

$62.2bn +0.3%

Middle East & Africa

$15.5bn +17.9%

Western Europe

$47.4bn -1.4%
Eastern Europe

$16.1bn +3.9%

Developed Asia

$22.8bn -9.7%

Emerging Asia wo CN

$20.5bn +4.6%

Source: GfK Market Intelligence: Sales Tracking, International Coverage (excl. North America), Sales revenue growth
CE includes Multifunctional Technical Devices and SDA includes Personal Diagnostics

Global (ex NA) Tech and Durables | Sales Value USD (NSP) share | Growth rate YoY
Year To Date: Jan 24 – Mar 24
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TCG in total with stable performance, Volume vs. Value indicates 
decreasing prices especially for Appliances 

Source: GfK Market Intelligence: Sales Tracking, International Coverage (excl. North America), Sales revenue growth
CE includes Multifunctional Technical Devices and SDA includes Personal Diagnostics
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TCG Telecom IT & Office CE & Photo Major Domestic 
Appliances
incl. Aircon

Small Domestic 
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Global (ex NA) Tech and Durables | Sales Value USD (NSP) | Sales Volume | Growth rate YoY
Jan 24 – Mar 24 vs Jan 23 – Mar 23
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Which factors drive the Consumer Tech and Durables Industry? 

May 2024

Saturation 
vs.  

Innovation & 
Premium

GfK Global Strategic Insights 
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Aspirations

Sustainability 
& 

Circularity 
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Which factors drive the Consumer Tech and Durables Industry? 

May 2024

Saturation 
vs.  

Innovation & 
Premium

GfK Global Strategic Insights 

Consumer 
Aspirations

Sustainability 
& 

Circularity 

For highly saturated 
markets, the opportunity 
is premiumization via 
incremental innovation



© GfK 8

Saturated high revenue categories 

PTV

Smartphones

Washingmachines

-40%
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Sales units growth +/-

Sales volume/value growth2023 vs 2019 | Jan – Dec 23

Sales units 
growth +/-

What’s important?

Growth is only possible against 
competition (units) or increasing the 
total market value via premiumization.

How to grow?

Incremental innovation is a must, to 
leverage a justifiable price premium as 
early as possible! 

In these key markets, premium 
performance features (and the brand) 
have driven prices and market value up.

Sales value USD growth +/-

Saturated (big) categories are limited in volume growth but have value 
potential. Smaller categories realize penetration potential!

GfK Market Intelligence: Sales Tracking: Global ex NA markets, Select TCG categories, Jan-Dec 2023 vs. Jan-Dec 2019
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Growth via Penetration (and Price) VC Robot

VC Handstick 

Espresso Full Automatic

Dishwashers 

Mobile Computing 

Monitors

Mediatablets

Mouse

Keyboards

-40%

0%

40%

80%

-45% -25% -5% 15% 35% 55%

GfK Market Intelligence: Sales Tracking: Global ex NA markets, Select TCG categories, Jan-Dec 2023 vs. Jan-Dec 2019

Saturated (big) categories are limited in volume growth but have value 
potential. Smaller categories realize penetration potential!

Sales units growth +/-

Sales volume/value growth2023 vs 2019 | Jan – Dec 23

What’s important?

Organic growth is possible as products reach 
more and more consumers.

How to grow?

Distribution and marketing are levers to 
further increase addressable markets.

Innovation is essential as such less established 
categories often demonstrate rapid evolution 
(e.g. robot VCs).

With growing competition, a strong brand 
safeguards both the price and availability of 
the product. Penetration 

increase triggered 
by hybrid work

Sales value USD growth +/-
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Source: Conceptualized by market experts of Global Strategic Insights Team @GfK. This is conceptualized by looking at some of the key categories across all key TCG and H&L sectors. How is it different from trends and themes: There will certainly be some 
level of overlap as some trend manifest as drivers of innovation. But innovation is at a more basic level at an execution or implementation level versus a trend which is more broad

GfK’s Innovation Framework for Tech & Durables
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External market 

factors

Consumer 
pull/needs

Macro and
legislatively

enforced

Manufacturer
push/margin

drive

Artificial
intelligence

and software

Brand
strength and 

imagery

Brand and industry

Influencers
Business model

Health, hygiene and wellbeing

User-centered design

Performance and connectivity

Sustainability

Convenience
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Which factors drive the Consumer Tech and Durables Industry? 

May 2024

Saturation 
vs.  

Innovation & 
Premium

GfK Global Strategic Insights 

Consumer 
Aspirations

Sustainability 
& 

Circularity 

For highly saturated 
markets, the opportunity 
is premiumization via 
incremental innovation

Experience – Entertainment 
- Unique Use Cases –
Customer Preferences - Fun
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Sales value growth 
USD | 2024 vs 

2023 | Jan-Mar 24 
YTD | Segment vs. 
Category Growth

9%
1%

10%
21%

38%

15%

2% 1% -1% -4%

5%

-6%

Premium segments continue to outperform category sales 

Source: GfK Market Intelligence Tracking Retailer Market Sales Value USD growth rate YoY Period Jan-Mar 2024  Global excl North America and India | Global TCG TrendsMay 2024

Vacuum Cleaner

Wet & Dry 
Vacuum Cleaner 

Washing Machine

Steam Function 

Fryers

Hot Air Fryer

TV

+75” Screen

Smartphone

>=256GB 
Storage

Monitor

Refresh Rate

>=120 hz
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Wearables continue their success story and continue to 
focus on health metrics

Source: GfK Market Intelligence: Sales Tracking Retailer Market, International Coverage, Sales value growth Q1 2024; Revenue shares per feature in Smartwatches 
Left: GfK Consumer Life 2023 May 2024

Sales value growth USD | 2024 vs 2023 | Jan-Mar 24 YTD 

46% 
of consumers state 

that they used a 
fitness or exercise 
app in the past 30 

days

Smartwatches 

0%

200%

Smart Watches Total

Sales value growth

vs 2023 vs 2019

Blood Oxygen 
Sensor

83%

Thermometer

79%

ECG 
(Electrical Cardiogram)

61%
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Top individual activities categorized by suitability for form factor
The future of headsets

Source: Source: https://www.ifpi.org/wp-content/uploads/2023/12/IFPI-Engaging-With-Music-2023_full-report.pdf *Wireless Headbands only 
Headphone+Headsets Total | Panelmarket | Jan-Dec 23 Global excl. NA  | Sales Units share and sales units growth  

May 2024

45% commuting to work or school

37% browsing the internet

27% using social media

27% taking a walk or a hike

39% for housework

41% for relaxing or unwinding

33% for exercising or at the gym

33% for cooking

True 
Wireless

• Weight: Light
• Size: Small
• ANC: Medium
• Stow away: Easy
• Sports: Danger of falling off

Head-
bands

• Weight: Heavy
• Size: Large
• ANC: Great
• Stow away: Difficult
• Sports: Heavy

Open
Ear

• Weight: Light
• Size: Medium
• ANC: No
• Stow away: Medium
• Sports: Great

Top individual activities:

Total Headphones / Headset Market grow by 5% in 2023 

https://www.ifpi.org/wp-content/uploads/2023/12/IFPI-Engaging-With-Music-2023_full-report.pdf


© GfK 15

Which factors drive the Consumer Tech and Durables Industry? 

May 2024

Saturation 
vs.  

Innovation & 
Premium

GfK Global Strategic Insights 

Consumer 
Aspirations

Sustainability 
& 

Circularity 

For highly saturated 
markets, the opportunity 
is premiumization via 
incremental innovation

Experience – Entertainment 
- Unique Use Cases –
Customer Preferences - Fun

Consumer demand as well 
as governance continue 
push for sustainable options 



© GfK 16

Source: GfK Consumer Life Global 2023 and previous years, C1 (global = 18 countries), ranks out of 57 personal values
NIQ Consumer Outlook 2024, Global
Q: Compared to a year ago, is your household better off or worse off financially

For 2024, sustainability is expected to grow 
in relevance, as economic security rises. 

2015

It is a growing personal value since 2015, but “economic 
security first” has been a priority in 2023

Protecting the environment as a personal value

© GfK

#21

2023

#25

#16

% Consumers feeling 
worse off - YoY

37% 39% 34%

Survey data

Assumption based on 
leading indicators

2024
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Assortment: Eco-Products sell better: 
In many categories energy efficiency is driving market share

Country: EU22 - Product group: Washing Machines, Refrigerator, Freezer, Dishwasher – 
Date stamp: Jan - Mar 2024 - Channels: Panelmarket – revenue share by EU En Eff Class 21. Currency EURMay 2024

24%

9%

13%

14%

30%

11%

15%

14%

A

B

C

D

E

F

G

Other

Jan-Mar 24

Newly launched 
Jan 23 – Mar 24

Total market YTD 2024

Panelmarket

Energy efficient home appliances will further gain 

market share over next years, as newly launched 

products will become the market norm in coming years

Washing Machines, Refrigerators, Freezers, Dishwashers 
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Clear message to consumers:  
Eco Claims convince consumers to buy

Smartphones: GfK Market Intelligence: Sales Tracking, *Smart-Mobilephones-Phablets, EU5 DE, FR, GB, IT ES, YoY Growth Jan - Dec 2023May 2024

29

-25

-35

-39

-1

3+ Eco Claims

2 Eco Claims

1 Eco Claim

No Eco Claims

Total

3+ Eco Claims as 
growth engine 
demonstrating 

the acceleration of 
attaching sustainability 

claims to products

Smartphones | Growth rate of “number 
of Eco Claims” | +/- % Sales Value

Eco 
consumption

Eco 
durable

Eco 
material

Eco 
package
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Integrate Sustainability into wider context
Sustainability + Smart = USP 

A great topic for Experience Stores – show benefits, educate consumers, get people into the store 

May 2024

Consumption 
Dashboards 

Eco feedback on 
program choice 

(Dishwasher)

Energy Monitoring: 
Connect Appliances 
into Ecosystem to 

save energy 
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Refurbished Smartphones with positive performance 
Optimistic long-term forecast for circular products 

-17%

13%

-17%

-11%

25%

-12%

Smartphones Total Refurbished Non Refurbished

Smartphone Growth YoY

Units Value

10

40

50

25

30

2024 2030 Min 2030 Max

Estimated Market Size in bn EUR: 
Circular Economy for Consumer Electronics and 

Appliances in Europe

Resold / rented products

Refurbished Products

Recycled and sustainably produced products

Source: GfK Distribution Sales in Europe; Smartphone Growth in Units and Value (EUR); Period: Week 14 2023 – Week 13 2024 vs. Week 14 2022 – Week 13 2023 
https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/playing-offense-on-circularity-can-net-european-consumer-goods-companies-500-billion-eurosMay 2024

CAGR: 
10-15%

https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/playing-offense-on-circularity-can-net-european-consumer-goods-companies-500-billion-euros
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The sustainability gap
Purpose is rising up the agenda – but many retailers are yet to give it a focus 

37% 37%

61%
65%

45%
39%

70% 70%

Second-life
products

Repair
hubs

Sustainable
practices

Sustainable
products

& services

Global

Europe

P1: To which extent will you focus on the following activities to match consumers’ sustainability values in the next 2-3 years? [Chart includes Top 2 Boxes] | Base: Total n = 796, 
Europe n = 444, scale where 1 is “No strategic focus at all” and 5 is “very high strategic focus” | Source: GfK Retail Revolution 2023; 
https://www.europarl.europa.eu/news/en/press-room/20231117IPR12211/new-eu-rules-encouraging-consumers-to-repair-devices-over-replacing-themMay 2024

% of retailers with high or very high focus on activities matching consumers’ sustainability values 

https://www.europarl.europa.eu/news/en/press-room/20231117IPR12211/new-eu-rules-encouraging-consumers-to-repair-devices-over-replacing-them
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+4%
2020

+13%
2021

-7%
2022

record sales

Consumer Tech and Durables global incl. North America | Growth rate in USD

Source: GfK Market Intelligence: Sales Tracking, Global incl. North America (based on expert estimation)

-3%
2023

Consumer tech and durables stabilized in 2023 and is 
expected to turn positive in 2024

Markets expected to 
turn positive - on 

a small scale

2024

May 2024



Thank you

gfk.com

In case of questions or remarks, please contact me: 
ines.Haaga@gfk.com 

mailto:ines.Haaga@gfk.com
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