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Market is moving,
and so is uncertainty
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Tech & Durables value growth rebounds to recent 

high while volume lags

Source: GfK Market Intelligence: Sales Tracking, International Coverage (excl. North America, Russia) | * January to December period considered 

Digital sectors powering the growth
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2020 2021 2022 2023 2024 2025*

Global (ex. North America, Russia) | Tech & Durables 

Sales value USD 

growth rate +/- %

$857 billion 

Jan 25 – Dec 25

Sales volume 

growth rate +/- %
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China, MEA and Eastern Europe are driving momentum as markets stabilize at different speeds

Source: GfK Market Intelligence: Sales Tracking, International Coverage (excl. North America, Russia) 

Growth is real, but highly uneven across regions

Global (ex. North America) | Consumer Tech & Durables

$857 billion

Jan 25 – Dec 25 growth +/- %

+8.3%
Middle East & Africa

+5.1%
Latin America

+4.0%
Western Europe

+1.5%
Developed Asia

+3.7%
Emerging Asia wo CN

+6.3%
Eastern Europe

+5.9%
China
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Shoppers are moving but,
faster than the market
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Top 3 concerns 

July 2025

Source: NIQ Consumer Outlook 2025 

A cautious consumer is taking hold, shaping 
more intentional and value-oriented choices

Consumer financial position

Sentiment year-over-year (% respondents)

37%

39%

35%
34%

32% 32%
33%

25%
26%

29%

28%

30%
30% 30%

Mid-2022 Jan-2023 Mid-2023 Jan-2024 Mid-2024 Jan-2025 Mid-2025

Worse off Better off

Increasing food prices 

Economic downturn

Global conflict/Escalation of 
crisis/War(was #5 in 2024)

% point change 
vs. year ago

-3.5

+9.5

+0.6

1

3

2
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Source Weekly Data Jan-Dec 2025  TCG Core categories

Global T&D Trends Report Q4 2025 – Global Strategic Insights

but not driving incremental 

growth

Promotions 
are expanding

T&D Sales: 

52 weeks

Top 7 promotional

events that matter make up

35% 10 weeks

(2021) 

15 weeks 

(2025)

+4 pp vs 2021

Increased duration 

of top 7 promotional events
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Optimism around 
financial situation 
varies widely by 
region and country
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-33,3

-2.8

Where more consumers are 
“better off” than worse

Where more consumers are
“worse off” than better

Global 
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Source: NIQ 2025 Consumer Outlook survey, Q: Compared to a year ago, is your household better off or 

worse off financially? Note: In China, verbiage reflects  change in “management of spending.”
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Representation only, not linked to any NIQ data

Enabled by technology and pivoted by change, consumers have found new ways to shop, select and purchase

Shopper journeys are complex due to digitization and personalization

9
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Representation only, not linked to any NIQ data | T&D – Tech and Durables, IT – Information Technology 

With complex pre-purchase touchpoints, new channels of purchase emerge, and their relevance 
continues to grow

10

Online 
T&D: 38%

Offline 
T&D: 62%

Click & 
Mortar

Pure-
Players

(1P)

Market-
places 
(3P)

Social 
Commerce

Direct 
Sales

Quick 
Commerce

Omnichannel
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As formats evolve, 
AI writes the next chapter
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Retail is evolving fast

From social feeds to quick 
commerce, consumers curate their 

own path to purchase, not the 
retailer’s.

In-store

4% of outlets 

generate 1/3rd of 

T&D revenue 

globally

Social 

commerce

18% of 

consumers 

purchased 

directly through 

TikTok shop

E -

commerce

9% online vs. 

3% of offline T&D 

revenue growth 

globally

Quick 

commerce

16% of 

consumers use 

quick delivery 

(<30mins) apps 

frequently
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Source: NIQ newron consumer; Most important touchpoints in purchase journey (research) | *BR, FR, DE, IT, JP, NL, ES, GB, BE, PL, CL, CH, TR, AT     

13

Artificial 

Intelligence

AI is quietly becoming a new shopping touchpoint; relevance is expected to 
accelerate exponentially

Most important touchpoints in purchase journey (research) | T&D | Apr’25-Dec’25 | all countries tracked*

45%

33%
31%

30% 28%

14%

10%

Search engines Retailer websites Product review
sites

Price comparison
sites

Manufacturer
brand websites

Social media /
Streaming apps

AI search (e.g.
ChatGPT,

Gemini etc)
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Source: gfknewron Consumer | Country: Austria, Belgium, Brazil, Chile, France, Germany, Great Britain, Greece, India, Italy, Japan, Netherlands, 

Poland, Spain, Switzerland, Turkey | Product Group: Mobile Computing | Time Frame: 30. Apr - Jun 25, 31. Jul - Sep 25

AI - consumer’s shopping assistant

53%

49%

42%

39%

37%

32%

7%

Comparing different models

Finding the best prices or offers

Understanding features or tech
specifications

Comparing different brands

Summarising product reviews

Personalising recommendations
for your needs

Finding a retailer
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Shoppers welcome AI suggestions but not full automation (yet)

Making product suggestions for you? Making purchase decisions for you?

Western Europe

How comfortable are you with a digital shopping platform doing the following? 

Source: NIQ 2025 Consumer Outlook survey. Western Europe. 15

Making product suggestions for you? Making purchase decisions for you?

13

32

38

10

7
9

19

23

17

32

Very comfortable
Somewhat 

comfortable Neutral
Somewhat

uncomfortable

Very 

uncomfortable

58%

Are comfortable with a digital shopping platform 

making product suggestions 

Would be interested in using tools powered by 

Artificial Intelligence (AI) to help manage their 

household shopping in the future

Are comfortable with a digital shopping platform 

making purchase decisions for them

51%

40%

Global - % of respondents (Top 1 box)
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Source: NVIDIA State of AI in Retail and CPG Report 2024  GfK Retail (R)evolution 2023  T1: To which extent will your company focus on the following technologies in 

the next 2-3 years? [Chart includes Top 2 Boxes]​; Base: Total n = 796, Online store n = 70, Offline store n = 95, Both n = 631, scale where 1 is “No strategic focus at all” 

and 5 is “very high strategic focus”​ T2: Which benefits do you think AI and Machine Learning will provide for your business in the next 2-3 years? [Multiple choice]​ Base: 

T2 only if T1 “Artificial Intelligence and Machine Learning“ has a high strategic focus (rated 4 or 5), Total n = 482 Retail Revolution 2023 - Global Report.pptx

72% of retailers currently 

using AI reduced costs and 

69% increased their revenue

Retailers are 
already investing in 
AI for efficiency, 
forecasting & 
personalization

61%
Of global T&D retailers will invest in AI

78%

70%

67%

66%

66%

Demand forecasting

Product discovery and personalization (for consumers)

Pricing strategy

Optimization of logistics

Automation of inventory management

Expected benefits of AI and ML

https://blogs.nvidia.com/blog/ai-in-retail-survey-2024/
https://nielsenenterprise.sharepoint.com/:p:/r/sites/MIPM/_layouts/15/Doc.aspx?sourcedoc=%7BA4B7C028-C3C4-495F-BCCE-BC5194496CD6%7D&amp%3Bfile=https%3A%2F%2Fgfk.sharepoint.com%2Fsites%2FMIPM%2FShared%2520Documents%2FIndustry%2520Trends%2FRetail%2FRetail%2520Revolution%25202023%2FRetail%2520Revolution%25202023%2520-%2520Global%2520Report.pptx&amp%3Baction=interactivepreview&amp%3Bdefaultitemopen=1&amp%3Bwdeaa=0&amp%3BwdAr=1.7777777&amp%3Bwdslideindex=1&action=edit
https://nielsenenterprise.sharepoint.com/:p:/r/sites/MIPM/_layouts/15/Doc.aspx?sourcedoc=%7BA4B7C028-C3C4-495F-BCCE-BC5194496CD6%7D&amp%3Bfile=https%3A%2F%2Fgfk.sharepoint.com%2Fsites%2FMIPM%2FShared%2520Documents%2FIndustry%2520Trends%2FRetail%2FRetail%2520Revolution%25202023%2FRetail%2520Revolution%25202023%2520-%2520Global%2520Report.pptx&amp%3Baction=interactivepreview&amp%3Bdefaultitemopen=1&amp%3Bwdeaa=0&amp%3BwdAr=1.7777777&amp%3Bwdslideindex=1&action=edit
https://nielsenenterprise.sharepoint.com/:p:/r/sites/MIPM/_layouts/15/Doc.aspx?sourcedoc=%7BA4B7C028-C3C4-495F-BCCE-BC5194496CD6%7D&amp%3Bfile=https%3A%2F%2Fgfk.sharepoint.com%2Fsites%2FMIPM%2FShared%2520Documents%2FIndustry%2520Trends%2FRetail%2FRetail%2520Revolution%25202023%2FRetail%2520Revolution%25202023%2520-%2520Global%2520Report.pptx&amp%3Baction=interactivepreview&amp%3Bdefaultitemopen=1&amp%3Bwdeaa=0&amp%3BwdAr=1.7777777&amp%3Bwdslideindex=1&action=edit
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The future is not linear,
it will be adaptive
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“My device just 
stopped working – I 

need something 
today.”

Future of Retail

From formats to 

mission-based 

shopping

Shoppers don’t follow a 

journey anymore; they 

follow a mission. 

Urgency Inspiration Decision Assurance

“I want a new smart 
appliance that fits 

my kitchen”

“Which laptop is 
best for video 

editing?”

“Is this the right 
washing machine 
for my family?”

Real time inventory 
accuracy & smart 

fulfillment

Launch content 
structured for AI 

discovery like “best 
for small rooms”

Provide clear specs, 
boost reviews & use 
clear terminology AI 

can parse

Add simple PDP 
content, clearly state 

return policies & 
installation options

To win, retailers must optimize availability, content, clarity, and trust, 

because AI now guides shoppers to the right mission and the right store.
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Future of Retail

The next revenue 

opportunity for 

share of wallet

Enabling deeper 

consumer engagement 

to drive loyalty while 

generating new revenue 

streams 

Source : GfK Retail (R)evolution. 2023 E1: To which extent will your company focus on the following capabilities / services in the next 2-3 years? [Chart includes Top 2 Boxes]. Base: Total n 

= 796, Online store n = 70, Offline store n = 95, Both n = 631, scale where 1 is “No strategic focus at all” and 5 is “very high strategic focus”. E2: Which additional services have you recently 

started or will start to build your ecosystem? [Multiple choice]. Base: E2 only if E1 “Build ecosystems that help you sell services along with products to grow consumer base” has a high 

strategic focus (rated 4 or 5), n = 535

retailers globally will focus on developing ecosystems 

(top 2 box)
67%

45% 

Financial 

Services

31% 

Subscription

Services

19% 

Entertainment

62% 

Retail Media 

Networks

Additional services within ecosystem
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10%

14%

22%

14%

40%

GfK Market Intelligence and total market estimation incl. North America, based on USD  Forecasting date: Nov 2025, assuming stable USD exchange rate |

North America estimation based on co-operation with Consumer Trade Association (CTA))

Expect a slight decline after a high baseline from 2025

2026: A stabilizing market with select growth pockets

4%

0%

2021 2022 2023 2024 2025 2026 F

Global | Tech & Durables 

Sales value USD 

growth rate +/- %

Telecom 

(+0%)

Major Domestic 

Appliances

(+0.6%)

Small Domestic 

Appliances

(+3%)

Consumer 

Electronics

(-1%)

IT incl. Office

(+1%)
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Namrata.Gotarne@nielseniq.com

Namrata Gotarne

Thank you!

Please tell Us Your Thoughts

9

10

7

8

1

2

3

4

5

6

Not Satisfied

Satisfied

Neutral

Easy tip: 

If you like it, give us a 9 or 10!

You can also access the survey by using this link

mailto:Namrata.Gotarne@nielseniq.com
https://tnps-qr-app-acgffyfebcd4achz.eastus2-01.azurewebsites.net/questions?country=global&client_id=80dda4e3-645a-4471-8ae5-5e5b010ecd0c&client=Multi%20Client%20%28Global%29&source=Consumer%23MI%2FMarket%23Thought%20Leadership&delivery=From%20Change%20to%20Opportunity%3A%20The%20Future%20of%20Retail%20Formats&delivery_type=&delivery_format=In-Person%20Presentation&ppttype=thought%20leadership&pptdate=2026-03-17&lang=English&smt_project_id=66236&executive=namrata.gotarne%40nielseniq.com
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