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Global Retail Sales Revenue  in Billions of €

Global Technical Consumer Electronics 

Unexpected growth in 2010

and growth will continue in 2011, but slowing down.

Source: GfK/CEA



Share of Global  Retail  Sales Revenue in Billions of  €, by Region

Global Technical Consumer Electronics

China and Latin America Share Continues to Grow

Source: GfK/CEA



Year-on-Year  Growth in Global  Retail Sales Revenue in €, by Region  

Global Technical Consumer Electronics

Japan Will Be a Drag on Global Spending in 2011

Source: GfK/CEA



Share of Global  Retail  Revenue in  Billions of € - Top Tier Products
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Smart-Mobilephones
In India 31% Growth  vs. previous year
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Tablet PC
in 2011 the offer is booming



Tablet PCs: a new market by new form factor

4“ 5“ 6“ 7“ 8“ 9“ 10“ 11“ 12“ 13“ 14“ 15“ 17“ 19“

Smart
Phones

Ultra
Portable
PCs

Portable PCs
Desktop
Replacement

Ultra
Mobile PCs/   
Netbooks

Tablet PC 

Pocket Portable Home
´>5,6‘‘ ARM compatible and open mobile OS



20 countries global
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Share of Global  Retail  Revenue in  Billions of € - Top Tier Products

 �������
��������
�����
����
���������

"#$$�)�����
���
��
��������
�!��������


����
��'
�����
������
��

Source: GfK/CEA



Share of Global  Retail  Revenue in  Billions of € - Top Tier Products by Region

Global Technical Consumer Electronics 

Mature Markets Spending Less Weighted to Top Tier Products

21% 21% 8% 12% 6% 7% 12% 13%

Source: GfK/CEA



Innovations in Flat-TV



TV market growth is slowing down

but expected to be positive in 2012 again

Sales TV-Display in Mio units Worldwide
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LCD-Sales are positiv in all regions
LCD-Displays sales Mio units (2010/2011 prognosis)
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Hugh growth for 3D expected in 2011



Internet has arrived in the living room

Internet is a feature of Flat TV



Simultaneous use of Internet and TV 
in the past by having a notebook beside

Usage of Internet and TV at the same time
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GfK - Survey in 5  European countries May 2010
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In Asia Flat-TV Business in Dec/Jan has been driven by the feature Internet Access



Now decided:

Energy Label 

for TV in Europe



Industry has worked in Energy Efficiency much earlier.

Fleet consumption correlates with number of devices sold, but since 2010 decreasing 

although more TV sets sold.

Flat TV Sales Units in Mio
(Europe 15, 2006-2010) 

18,9

30,7

39,1

48,1

52,5

2006 2007 2008 2009 2010

Flat TV Fleet Consumption* in TWh
(by sales units, Europe 15, 2006-2010) 

2,4

4,6

6,5

7,3

6,6

Source: GfK Retail and Technology, Panelmarket,  Europe 15 
* 4 hours on-mode + 20 hours standby per  device and day

Total 06-10 = 189,3 Mio. Total 06-10 = 71 TWh.



Average consumption declines since 2009.

Energy Consumption per TV Set
(Europe 15, 2006-2010) 

Source: GfK Retail and Technology, Panelmarket,  Europe 15 
* 4 hours on-mode + 20 hours standby per  device and day



Since 2009 especially TVs with bigger screen sizes became more energy efficient.

Energy Consumption by Screen Size
(Europe 15, 2006-2010)

Source: GfK Retail and Technology, Panelmarket, Europe 15
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Example Germany:

One third of total life cycle costs is caused by energy consumption. 

Average energy costs as share of 
total life cycle costs for a 42 inch 

LCD TV
(Base: Germany, Top 10 Brands, December 

2010)

Total Costs 1.198 €

Energy costs per life cycle*:370 €

Purchase price: 828 €$��

5��

Source: GfK Retail and Technology, Panelmarket
* 4 hours per day  ON MODE + 20 hours per day 
STANDBY,  life  cycle 7 years, costs per 1 KWh in 
Germany = Euro 0.253.-



But: 
screen size energy consumption varies by nearly 50% between manufacturers.
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Average Energy Consumption 32" LCD by Manufacturer
(Base: Europe 15, Top 10 Manufacturer, December 2010)

Manufacturer

Source: GfK Retail and Technology, Panelmarket

152 Watt

110 Watt

79 Watt



Being Green: new challenge for CE.



Being Green: but not for Major Appliances
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2006-2009

Global Major Domestic Appliances has recovered in 2010

Major Domestic Appliances (9 PG)

Sales Mrd. US $

+13 %

+2 %

-6 %

+8 %

+8 %




77�?8 
6.��D�.!
!��
��*�����C

"###�� "#$#

��������
�4$#5

/���� �0�.�+�))),��	��,��� '.(�::2#>�� . �1>2""$�� .'�1;$9<:"�� ?��"2$$21:<$

"### "##$ "##" "##9 "##: "##; "##2 "##< "##> "##1 "#$#

$:,9;$+2 $:,<:$+> $:,2;"+9 $;,;"$+" $2,<1:+2 $;,12$+< $2, 2">+1 $2,$<9+# $;,2;"+" $;,";9+< $;,#9#+:!��
�����,�*����!��
�����,�*����

;

>

9$

9;

"#

:

2

":

92

"1

9

:

$2

92

9>

"

9

$"

9:

:;

:

1

">

;$

>

2

";

;;

$$

;

$>

2#

$;

:

$"

2$

"#

"

>

;1

"2

9

2

;;

9"

2

:

:>

:#

>

��EE

��E

�

%




���  

*8087�8

Consumer accept high efficient products for White Goods.



The global challange of retailing



The world is online,
this is an alternative for shopping.

Worldwide 1,97 billion
internet users 1

� up to 10%
� up to 20%
� up to 30%
� up to 40%
� up to 50%
� more than 50%

Internet penetration



Highest Internet Sales Share in US.

17-19%

17-19%

14%

8-10%

5-6%

3-5%

<1%



Massively growing B2C Internet Sales-Share for 
Technical Consumer Goods in Europe.

F5���+�%�+�
@+�
D+���+� %+��!+�6.+�?�+�8�+�'� FF5�
� +�?�+�7�+��� +�'����+��
�
���+�!��+�'
������+����

=,��

��,4�

��,0�

$,5�

���$ ���0 ���= ���� ����

�5,$�



�
��������
�����
�� ����FF

!��
��-���
�C
"#$#

$3;����?������'������
�
��
������

�����
�������
�� ��
��
�����

"#$#���������
,

?��
��
��!��
�

������������!��
�

?� '���� 7� 
� �
��� !�� ��� �� '
������

<1+$

"#+1

>#+1

$1+$

>;+1

$:+$

><+9

$"+<

>>+"

$$+>

1#+1

1+$

1#+1

1+$

1$+:

>+2

19+"

2+>

$9+2

>2+:

?��
��
��!��
�

������������!��
�

/���� �0�.�+�))),��	��,���

F��+%�+
@+
D+��+�!+6.+ %+�?�+8�+'�

FF
�+?�+7�+�� +'����+�
�
���+!��+'
������+���



• �
�����������	
����������
�������)��,

• �����
�����
�������,�$�����
�
��
,

• �����B��	
����(�����)�������
������
��������������� �������	
��,

• 
���
����������������������
���������������,

• ��
����������
����)�����
��
B�
��
�����������
��

• 6��������
���������
�������������
����
��)�����
��� 
������
��
�

������
��
����
��,

Conclusion



GfK Retail and Technology
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