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Please note that in particular situations, for example at a high degree of specification, comparatively low number of counts can occur which June limit the accuracy of the interpretation to some extent. 

In such cases the data June be less conclusive. If required, smoothing procedures will have been applied in order to facilitate time series analysis. To correct for coverage gaps, internal/external benchmarks have been used. 
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GfK Consumer Panel 

Der Videomarkt 

2012 
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Schriftlich (ca. 60% Online (Anteil steigend), ca. 40% Paper & 

Pencil) in Form eines Tagebuchs, das von den Panelteilnehmern 

selbst kontinuierlich geführt wird. 

Erfassung aller Einkäufen/Leihvorgängen von Videos (alle Formate 

inkl. digital), von deutschen Privatpersonen ab 10 Jahren. 

Methodensteckbrief Stand Januar 2013 

Befragungsinhalt 

Befragungsmethode 

Die Ergebnisse werden auf die Grundgesamtheit  (Stand 2012: 67,8 

Mio.) der deutschen Bevölkerung ab 10 Jahre hochgerechnet 
Hochrechnung 

Kontinuierliches Panel von 25.000 deutschen Einzelpersonen ab 10 
Jahren (brutto, Stand 2013). 

Stichprobe 
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Wirtschaftliche Rahmendaten 

 
Fazit für das Jahr 2012 – Ausblick 2013 
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Entwicklung der Weltwirtschaft – Leichte Erholung 2013 

dank der Schwellenländer 

Veränderung des realen Bruttoinlandsprodukts vs. Vorjahr [in %] 

Weltwirtschaft Euroraum Großbritannien USA 

3,63,2

2013 2012 

0,0

-0,4

2012 2013 

0,4

-0,3

2012 2013 

1,72,3

2013 2012 

Russland Japan China Indien 

4,14,1

2013 2012 

0,8
2,1

2013 2012 

8,67,9

2013 2012 

3,83,2

2012 2013 
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Quelle: DIW (Stand: 09.01.2013) | P, A, GR: Projektgruppe Gemeinschaftsdiagnose Herbst (Stand: 11.10.2012) 

Deutschland in Westeuropa beim Wirtschaftswachstum  

führend – Sowohl 2012 als auch 2013 

Veränderung des realen Bruttoinlandsprodukts vs. Vorjahr [in %] 

2012  

+0,8 

+0,2 

-2,0 

-0,3 

-1,4 

-6,5 

-1,0 

+0,8 

-2,9 

2013  

+0,9 

+0,3 

-0,4 

+0,4 

-1,7 

-4,0 

-0,3 

+1,0 

-1,5 

2012  2013  
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Der positive Arbeitsmarkt stützt die Konjunktur  

in Deutschland 

Änderung der Zahl der Arbeitslosen von 2007 bis 2012 

Angaben [in %]  

-35 

+26 

+80 

+56 

+215 

+167 

+52 

+2 

+73 

Rückgang 

Keine Veränderung 

Anstieg 5-50% 

Anstieg 51-100% 

Anstieg 101-200% 

Anstieg > 200%  

USA 

+77 

EU 

+48 

Japan 

+11 
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Einkommensaussichten in Europa deutlich negativ –

Deutschland mit absoluter Ausnahmestellung 

Einkommenserwartung 

Durchschnitt  2. Halbjahr 2012  

+27 

-45 

-62 

-25 

-48 

-42 

-2 

-48 -52 EU Gesamt 

-52 
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Please note that in particular situations, for example at a high degree of specification, comparatively low number of counts can occur which June limit the accuracy of the interpretation to some extent. 
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Quellen: Grundgesamtheiten SymphonyIRI Group, 

              GfK ConsumerScope (*Nonfood: Elektro/Textil/Hartwaren/DIY, excl. Tierbedarf/Münzen; 2012: Prognose), 

              GfK ConsumerScan (LEH 2012: eigene Berechnungen Basis Haushaltspanel, Bonsumme FMCG incl. Frische)  

LEH auf Wachstumskurs  –   

Durchwachsene Umsatzentwicklung im  

Nonfood-Einzelhandel 

150,5
149,0

146,9

143,8144,2
145,3145,3

143,5
145,4

147,0

160,2

156,8
154,1

152,1152,0

144,2

140,2

136,6136,6136,7

2012 2011 2010 2009 2008 2007 2006 2005 2004 2003 

Lebensmitteleinzelhandel (incl. Drogeriemärkte) Nonfood-Einzelhandel* 

+2,2% 

+1,0% 

Preis 

+3,1% 

Menge 

 -0,9% 

Umsatz [in Mrd. EUR] 
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Please note that in particular situations, for example at a high degree of specification, comparatively low number of counts can occur which June limit the accuracy of the interpretation to some extent. 
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Entwicklung Home Video & Cinema 

 
Bestes Umsatzergebnis in der Geschichte 
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n 2012= 64866 

Cinema/ Home Video physical/ digital 

All periods: January-December 

Value in m € 

Die Ausgaben für Kino und Video erreichen 2012 ein 

neues Rekordniveau und sind seit dem Jahr 2000 um 

knapp eine Mrd. Euro angestiegen 

2011 

2.652 

276 

1.427 

948 

807 

2005 

2.424 

320 

1.366 

738 

2004 

2.632 

306 

1.440 

886 

2003 2010 

2.572 

262 

1.403 

907 

2009 

2.633 

270 

1.389 

974 

2008 

2.363 

2012 

1.027 

1.411 

300 

2.737 

271 

1.303 

789 

2007 

2.367 

276 

1.336 

755 

2006 

2.398 

284 

1.307 

2.401 

302 

1.253 

846 

2002 

2.365 

359 

1.041 

966 

2001 

2.154 

356 

790 

1.008 

2000 

1.778 

341 

594 

844 

Rental total 

Sell-through total 

Cinema 
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Please note that in particular situations, for example at a high degree of specification, comparatively low number of counts can occur which June limit the accuracy of the interpretation to some extent. 
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Entwicklung Home Video 

 
Zweitbestes Umsatzergebnis in der Geschichte 



13 
Please note that in particular situations, for example at a high degree of specification, comparatively low number of counts can occur which June limit the accuracy of the interpretation to some extent. 
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n 2012 = 38550 

Kauf-/ Leihvideos physisch/ digital 

alle Zeiträume: Januar-Dezember 

Umsatz in Mio. € 

Der Home Video Markt erreicht das zweitbeste Umsatzergebnis 

seiner Geschichte. Leicht rückläufige Kaufumsätze werden um 

deutlich wachsende digitale Verleihumsätze überkompensiert. 

1.403 

262 

2009 

276 

2010 

1.659 

1.389 

270 

2008 

1.574 

1.303 

271 

2007 

1.612 

1.336 

276 

2006 

1.591 

1.307 

284 

2005 

1.686 

1.366 

320 

2004 

1.747 

1.440 

306 

2003 

1.555 

1.253 

302 

2002 

1.399 

1.041 

359 

2001 

1.146 

790 

356 

2000 

934 

594 

1.427 

1.665 
1.704 

1.411 

300 

2011 2012 

1.710 

341 

Leihvideos 

Kaufvideos 
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Please note that in particular situations, for example at a high degree of specification, comparatively low number of counts can occur which June limit the accuracy of the interpretation to some extent. 

In such cases the data June be less conclusive. If required, smoothing procedures will have been applied in order to facilitate time series analysis. To correct for coverage gaps, internal/external benchmarks have been used. 
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n 2012 = 38550 

Kauf-/ Leihvideos physisch/ digital 

alle Zeiträume: Januar-Dezember 

Umsatz in Mio. € 

Physisches Produkt dominiert mit 93% Umsatzanteil den  

Home Video Markt. Blu-ray steigert seine Marktbedeutung auf  

23%, Digital überschreitet erstmals die 100 Mio. Euro Grenze. 

151
289

545
699751

124

2012 

1.710 

1.194 

392 

2011 

1.704 

1.321 

305 

78 

2010 

1.665 

1 

1.407 

214 

43 

2009 

1.659 

1 

1.503 

135 
21 

2008 

1.574 

2 

1.512 

53 8 

2007 

1.612 

4 

1.589 

15 3 

2006 

1.591 

13 

1.579 

2005 

1.686 

49 

1.637 

2004 

1.747 

1.596 

2003 

1.555 

1.265 

2002 

1.399 

854 

2001 

1.146 

447 

2000 

934 

183 

VHS 

DVD 

Blu-ray 

Digital 
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Please note that in particular situations, for example at a high degree of specification, comparatively low number of counts can occur which June limit the accuracy of the interpretation to some extent. 

In such cases the data June be less conclusive. If required, smoothing procedures will have been applied in order to facilitate time series analysis. To correct for coverage gaps, internal/external benchmarks have been used. 
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n Gesamt = 38550 

Kauf-/ Leihvideos physisch/ digital 

Zeitraum: Januar-Dezember 2012 

Umsatz in % 

Die Format-Wahl differiert zwischen den Zielgruppen,  

Blu-ray und Digital sind in den  Zielgruppen 20-39 Jahre 

bereits für mehr als ein Drittel der Umsätze verantwortlich 

60+ Jahre 

3 

19 

78 

50 bis 

59 Jahre 

2 

17 

81 

40 bis 

49 Jahre 

6 

26 

68 

30 bis 

39 Jahre 

13 

25 

62 

20 bis 

29 Jahre 

9 

26 

64 

10 bis 

19 Jahre 

3 

16 

81 

Gesamt 

7 

23 

70 

Digital 

Blu-ray 

DVD 

234 1710 Basis in Mio. € 164 153 397 383 379 
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Please note that in particular situations, for example at a high degree of specification, comparatively low number of counts can occur which June limit the accuracy of the interpretation to some extent. 

In such cases the data June be less conclusive. If required, smoothing procedures will have been applied in order to facilitate time series analysis. To correct for coverage gaps, internal/external benchmarks have been used. 
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Aktive Videokonsumenten im Jahr 2012 

Reichweiten in der Bevölkerung (Personen absolut) 

Repräsentativ für die dt. Bevölkerung 2012 = 67,781 Mio. Personen 

23% 
16 Mio. 

7% 
5 Mio. 

4% 
3 Mio. 

1% 
1 Mio. 

9% 
6 Mio. 

DVD Käufer Blu-ray Käufer 
Physische 

Leiher 

Digitale 

Leiher 

(TVoD) 

Digitale 

Käufer 
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Please note that in particular situations, for example at a high degree of specification, comparatively low number of counts can occur which June limit the accuracy of the interpretation to some extent. 
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Home Video: Der Digitale Videomarkt 

 
Hohe Zuwachsraten, die in erster Linie aus dem 

Verleihbereich stammen, SVOD macht sich bemerkbar 
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Please note that in particular situations, for example at a high degree of specification, comparatively low number of counts can occur which June limit the accuracy of the interpretation to some extent. 

In such cases the data June be less conclusive. If required, smoothing procedures will have been applied in order to facilitate time series analysis. To correct for coverage gaps, internal/external benchmarks have been used. 
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Volume in m units/ transactions Formats (value in %) 

Ø price/ rental fee in € 

Value in m € 

n 2012 = 1249 

Video sell-through/ rental market digital w/o SVoD 

All periods: January-December 

Der Digitale Videomarkt (Verleih/Verkauf) wächst auf 

Umsatzseite um 58% und verlagert sich stärker in Richtung 

Verleih 

9,0
13,5

19,5

4,7

2009 2008 

2.1 

+44% 

12 vs 11 2012 2011 2010 

43 

2009 

21 

2008 

8 

+58% 

12 vs 11 2012 

102 

2011 

64 

2010 

9,417,807,608,29
4,99 +21% 

12 vs 11 2012 

3.79 

2011 

3.41 

2010 

3.46 

2009 

+11% 

3.45 

2008 

3.39 

46 

54 

EST 

TVoD 
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Please note that in particular situations, for example at a high degree of specification, comparatively low number of counts can occur which June limit the accuracy of the interpretation to some extent. 

In such cases the data June be less conclusive. If required, smoothing procedures will have been applied in order to facilitate time series analysis. To correct for coverage gaps, internal/external benchmarks have been used. 
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n 2012: Kaufen physisch = 25552; Kaufen digital = 187; Leihen physisch = 11180; Leihen digital = 1631 

Kauf-/ Leihvideos physisch/ digital 

Zeitraum: Januar-Dezember 2012 

Absatz in % 

Digitale Konsumenten sind im Vergleich männlicher mit 

Schwerpunkt 20-39 Jahre 

64 

Leihen 

digital 

36 

Leihen 

physisch 

39 

61 

Kaufen 

digital 

27 

73 

Kaufen 

physisch 

42 

58 

weiblich 

männlich 

22 

6 

Leihen 

digital 

32 

37 23 

2 

Leihen 

physisch 

13 

21 

33 

26 

7 

Kaufen 

digital 

12 

14 

42 

8 

Kaufen 

physisch 

24 

24 

20 

23 

10 

50+ Jahre 

10 bis 19 Jahre 

20 bis 29 Jahre 

40 bis 49 Jahre 

30 bis 39 Jahre 

Geschlecht Alter 

34.1 

Ø Alter 

39.3 34.5 35.1 



20 
Please note that in particular situations, for example at a high degree of specification, comparatively low number of counts can occur which June limit the accuracy of the interpretation to some extent. 

In such cases the data June be less conclusive. If required, smoothing procedures will have been applied in order to facilitate time series analysis. To correct for coverage gaps, internal/external benchmarks have been used. 
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Der Verleihmarkt 

 
Internet (Post) Verleih und VOD sorgen für ein Plus, 

Videotheken weiter unter Druck 
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Please note that in particular situations, for example at a high degree of specification, comparatively low number of counts can occur which June limit the accuracy of the interpretation to some extent. 

In such cases the data June be less conclusive. If required, smoothing procedures will have been applied in order to facilitate time series analysis. To correct for coverage gaps, internal/external benchmarks have been used. 
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Value in m €, Volume w/o SVoD, n 2012 = 12811 

All periods: January-December 

 

Video Leihmarkt: Die neuen Formate Blu-ray und Video 

on Demand sorgen für einen wachsenden Markt 

34

90

218

315328

553221

24 

2009 

270 

242 

15 
13 

2008 

271 

260 

5 6 

2012 

300 

173 

49 

2011 

276 

194 

37 

2010 

262 

217 

2007 

276 

271 

1 3 

2006 

284 

1 

283 

2005 

320 

5 

315 

2004 

306 

272 

2003 

302 

212 

2002 

359 

141 

2001 

356 

41 

2000 

341 

13 

13 

22 

VHS 

DVD 

Blu-ray 

TVoD 

SVoD 

116 Mio. TA 131 112 114 134 131 103 111 100 106 111 107 124 
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Please note that in particular situations, for example at a high degree of specification, comparatively low number of counts can occur which June limit the accuracy of the interpretation to some extent. 

In such cases the data June be less conclusive. If required, smoothing procedures will have been applied in order to facilitate time series analysis. To correct for coverage gaps, internal/external benchmarks have been used. 
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n 2012 = 12811 

Video rental market physical/ digital 

All periods: January-December 

Persons in m/ Ø renting intensity in TA/ person 

Betrachtet man den physischen und digitalen Leihmarkt 

gemeinsam sorgt der Zuwachs im digitalen Bereich in 

Summe seit 2008 für eine stabile Reichweite von 12% 

2012 

8.3 

2011 

8.2 

2010 

8.3 

2009 

8.5 

2008 

8.2 

2007 

9.1 

2006 

9.7 

2004 

11.6 

2002 

14.7 

Renter in m persons 

12.1 12.7 13.0 12.8 13.4 
12.1 

11.5 
10.0 

8.9 

Penetr. 

rate in % 
22 17 14 13 12 13 12 12 12 

Ø renting intensity in transactions/ person 
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Please note that in particular situations, for example at a high degree of specification, comparatively low number of counts can occur which June limit the accuracy of the interpretation to some extent. 

In such cases the data June be less conclusive. If required, smoothing procedures will have been applied in order to facilitate time series analysis. To correct for coverage gaps, internal/external benchmarks have been used. 
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Volume in m transactions Renter in m persons 

Ø rental fee in € Ø spending in €/ person 

Value in m € Ø renting intensity in transactions/ person 

n 2012 = 4369 

Video rental market physical Video rental store 

All periods: January-December 

Videothek: Deutliche Käuferrückgänge, die durch 

steigende Verleihgebühren abgemildert werden.  

Die Intensität ist unvermindert hoch. 

97 92 88 83 73
-12% 

2012 2011 2010 2009 2008 

-10% 

2012 

5.2 

2011 

5.8 

2010 

6.7 

2009 

7.5 

2008 

7.9 

-8% 

2012 

186 

2011 

202 

2010 

208 

2009 

225 

2008 

230 

+4% 

2012 

2.54 

2011 

2.44 

2010 

2.38 

2009 

2.45 

2008 

2.38 

-1% 

2012 

14.0 

2011 

14.2 

2010 

13.1 

2009 

12.2 

2008 

12.3 

3635
313029

+3% 

2012 2011 2010 2009 2008 
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Please note that in particular situations, for example at a high degree of specification, comparatively low number of counts can occur which June limit the accuracy of the interpretation to some extent. 

In such cases the data June be less conclusive. If required, smoothing procedures will have been applied in order to facilitate time series analysis. To correct for coverage gaps, internal/external benchmarks have been used. 
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n 2011 =4369 

Videoleihmarkt physisch)Videothek 

Alle Zeiträume: Januar-Dezember 

Absatz in % 

Videothek: Der Verlust der sporadischen und 

durchschnittlichen Leiher 

Leihintensität in der Videothek 

2012 2011 

46 

27 

27 

2008 

38 

34 

28 

2004 

31 

38 

31 

12 vs 04 

22 

54 

24 

Intensive Leiher 

(10x+ geliehen) 

Durchschnittliche Leiher 

(3-9x geliehen) 

Sporadische Leiher 

(1-2x geliehen) 

+22% 

-50% 

-57% 

105 Mio. Transaktionen -30% 97 83 73 
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Please note that in particular situations, for example at a high degree of specification, comparatively low number of counts can occur which June limit the accuracy of the interpretation to some extent. 

In such cases the data June be less conclusive. If required, smoothing procedures will have been applied in order to facilitate time series analysis. To correct for coverage gaps, internal/external benchmarks have been used. 
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n 2012: Stationery = 4555; Internet = 6625; Digital = 1631 

Video rental market physical/ digital 

Period: January-December 2012 

Volume in % 

Zielgruppe der Verleihformen im Vergleich: Internet und 

VOD mit höherem Männeranteil und niedrigeren 

Anteilen 50 Jahre+ 

VOD 

36 

64 

Internet 

32 

68 

Stationery 

40 

60 

female 

male 

13 

20 

33 

26 

8 

Stationery VOD 

6 

22 

32 

37 

2 

Internet 

10 

27 

35 

26 

2 

40 to 49 years 

50+ years 

30 to 39 years 

20 to 29 years 

10 to 19 years 

Gender Age 

34.1 

Ø age 

34.9 36.4 
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Please note that in particular situations, for example at a high degree of specification, comparatively low number of counts can occur which June limit the accuracy of the interpretation to some extent. 

In such cases the data June be less conclusive. If required, smoothing procedures will have been applied in order to facilitate time series analysis. To correct for coverage gaps, internal/external benchmarks have been used. 
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n 2012 = 12811 

Video rental market (physical/ digital) 

All periods: January-December 

Value in m € 

Prognose Verleihmarkt: Weiter steigende digitale 

Umsätze sorgen für einen wachsenden Markt 

284

320
306302

359356
341

73
553221

310 

204 

33 

2012 

300 

222 

22 

2011 

276 

231 

2010 

262 

241 

2009 

270 

257 

13 

2008 

271 

265 

6 

2007 

276 

273 

3 

2006 

13 

2005 2004 2003 2013 2002 2001 2000 

physical 

TVoD 

SVoD Forecast 
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Please note that in particular situations, for example at a high degree of specification, comparatively low number of counts can occur which June limit the accuracy of the interpretation to some extent. 

In such cases the data June be less conclusive. If required, smoothing procedures will have been applied in order to facilitate time series analysis. To correct for coverage gaps, internal/external benchmarks have been used. 

© GfK 2013 im Auftrag der FFA | Berlinale 2013 | 14. Februar 2013 

Der Videokaufmarkt: Generelle Entwicklung 

 
Stabile Marktentwicklung auf hohem Niveau 
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Please note that in particular situations, for example at a high degree of specification, comparatively low number of counts can occur which June limit the accuracy of the interpretation to some extent. 

In such cases the data June be less conclusive. If required, smoothing procedures will have been applied in order to facilitate time series analysis. To correct for coverage gaps, internal/external benchmarks have been used. 
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n 2012 = 25739 

Kaufvideos physisch/ digital 

alle Zeiträume: Januar-Dezember 

Umsatz in Mio. € 

Zuwächse im Bereich Blu-ray und Digital sorgen für 

einen fast stabilen Markt und das drittbeste Ergebnis 

des Videokaufmarktes 

117
199

327383423

187 

22 

2009 

1.389 

1 

1.261 

120 
8 

2008 

1.303 

1 

1.411 

1.021 

343 

46 

2011 

1.427 

1.132 

262 

33 

2010 

1.403 

1 

1.253 

48 2 

2007 

1.336 

4 

1.318 

14 

2006 

1.307 

12 

1.295 

2005 

1.366 

44 

1.322 

2004 

1.440 

1.323 

2003 

1.253 

1.053 

1.193 

2002 

1.041 

713 

2001 

790 

407 

2000 

594 

170 

2012 

VHS 

DVD 

Blu-ray 

Digital 

103 Mio. Stück 44 103 85 51 64 123 104 117 118 106 115 105 
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Please note that in particular situations, for example at a high degree of specification, comparatively low number of counts can occur which June limit the accuracy of the interpretation to some extent. 

In such cases the data June be less conclusive. If required, smoothing procedures will have been applied in order to facilitate time series analysis. To correct for coverage gaps, internal/external benchmarks have been used. 
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n 2012 = 12811 

Video sell-through market physical/ digital 

All periods: January-December 

Persons in m/ Ø buying intensity in units/ person 

Die Intensität steigt auf 6,7 Filme pro Konsument, aber 

die Zahl der aktiven Videokäufer sinkt um -7% 

2003 

17.4 

2001 

13.0 

1999 

11.8 

1997 

10.7 

18.6 

2007 

19.2 

2010 

19.3 19.2 

2009 2005 2012 

17.5 

2011 

18.9 

Buyer in m persons 

4.9 

6.7 6.5 6.2 6.0 
5.6 5.4 

2.6 2.3 

3.9 

Pene-

tration 

rate in % 
16 17 19 26 28 27 28 28 26 28 

Ø buying intensity in units/ person 
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Please note that in particular situations, for example at a high degree of specification, comparatively low number of counts can occur which June limit the accuracy of the interpretation to some extent. 

In such cases the data June be less conclusive. If required, smoothing procedures will have been applied in order to facilitate time series analysis. To correct for coverage gaps, internal/external benchmarks have been used. 
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Volume in m units 

Ø price in € 

Value in m € 

n 2012: DVD = 20002; Blu-ray = 5550; EST = 187 

Video sell-through market physical/ digital 

All periods: January-December 

Die DVD Umsätze gehen bei leicht gestiegenen Preisen um 

9% zurück. Blu-ray gewinnt weiterhin deutlich. Das Wachstum 

bei EST kommt in erster Linie aus einer Preissteigerung 

107.7 

2009 2010 

-12% 
101.2 103.4 

2012 

89.4 

2011 

-9% 

2012 2011 

1,022 1,261 1,190 

2010 2009 

1,127 

2012 2009 

11.43 11.71 11.51 

2010 

11.13 

2011 

+3% 

Volume in m units 

Ø price in € 

Value in m € 

+18% 

2010 2012 2011 

4.2 

2009 

4.9 

1.0 
2.9 

2012 

+43% 

46 

2011 

8 

2009 

22 

2010 

33 

2011 

7.60 8.29 

2010 

7.80 

2009 

9.41 

2012 

+21% 

Volume in m units 

Ø price in € 

Value in m € 

23.1 

+34% 

2011 

12.0 

2010 

17.2 

2009 2012 

6.3 

2010 2011 

+28% 

268 

2009 

343 

2012 

120 191 

2012 2010 

-4% 

2011 

15.54 14.87 15.84 

2009 

19.03 

DVD EST Blu-ray 
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Please note that in particular situations, for example at a high degree of specification, comparatively low number of counts can occur which June limit the accuracy of the interpretation to some extent. 

In such cases the data June be less conclusive. If required, smoothing procedures will have been applied in order to facilitate time series analysis. To correct for coverage gaps, internal/external benchmarks have been used. 
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Buyer in m persons 

Penetration rate in % (vs total) 

Ø buying intensity in units/ person 

n 2012: DVD = 20002; Blu-ray = 5550; EST = 187 

Video sell-through market physical/ digital 

All periods: January-December 

2 Mio. Käuferverlust bei DVD. Mehr als ein Viertel der 

Videokäufer fragt das hochauflösende Format nach, die EST-

Käuferzahl erreicht erstmals knapp 1 Million 

2010 

18.4 

2009 

18.9 -12% 

2012 

15.9 

2011 

17.9 

90.8 

2011 

95.0 

2010 

96.0 

2009 

98.5 

2012 

Buyer in m persons 

Penetration rate in % (vs total) 

Ø buying intensity in units/ person 

+2% 

2012 

1.0 

2011 

0.9 

2010 

0.7 

2009 

0.2 

2012 

5.5 

2011 

4.9 

2010 

3.8 

2009 

1.3 

Buyer in m persons 

Penetration rate in % (vs total) 

Ø buying intensity in units/ person 

2010 

2.6 

2009 

1.2 

+28% 

2012 

4.6 

2011 

3.6 

26.5 

2011 

19.2 

2010 

13.5 

2009 

6.3 

2012 

DVD EST Blu-ray 

0% 

2012 

5.6 

2011 

5.7 

2010 

5.6 

2009 

5.7 +5% 

2012 

5.0 

2011 

4.8 

2010 

4.7 

2009 

5.2 
4.5 

2010 

4.0 

2009 

4.1 

2011 

+16% 

2012 

5.2 
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Please note that in particular situations, for example at a high degree of specification, comparatively low number of counts can occur which June limit the accuracy of the interpretation to some extent. 

In such cases the data June be less conclusive. If required, smoothing procedures will have been applied in order to facilitate time series analysis. To correct for coverage gaps, internal/external benchmarks have been used. 
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Der Videokaufmarkt: Distribution 

 
Die Verlagerung der Umsätze in Richtung Internet gewinnt an 

Geschwindigkeit, was auch dazu führt, dass das Internet 

erstmals der größte Vertriebskanal ist. 
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Please note that in particular situations, for example at a high degree of specification, comparatively low number of counts can occur which June limit the accuracy of the interpretation to some extent. 

In such cases the data June be less conclusive. If required, smoothing procedures will have been applied in order to facilitate time series analysis. To correct for coverage gaps, internal/external benchmarks have been used. 
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Videokaufmarkt physisch/ digital 

Alle Zeiträume: Januar – September 

Personen in % 

Die Zahl der reinen Internetkäufer wird immer größer. Über 30% 

kaufen mittlerweile nur noch Online. Die Mischkäufer (stationär und 

online) sind für knapp 50% der Umsätze verantwortlich 

  

Umsatzanteil 

2012 

22 

50 

28 

2012 

27 

21 

52 

2011 

25 

22 

52 

2010 

23 

22 

55 

2009 

20 

19 

61 

2008 

18 

22 

60 

2007 

17 

21 

62 

nur im Internet gekauft 

(nicht im Stationären Handel) 

sowohl im Stationären Handel 

als auch im Internet gekauft 

nur im Stationären Handel gekauft 

(nicht im Internet) 

57 

43 

Internet 

Stationär 

Umsatzanteil 

Mischkäufer 
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Please note that in particular situations, for example at a high degree of specification, comparatively low number of counts can occur which June limit the accuracy of the interpretation to some extent. 

In such cases the data June be less conclusive. If required, smoothing procedures will have been applied in order to facilitate time series analysis. To correct for coverage gaps, internal/external benchmarks have been used. 
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Development 2012 vs 2011 

n 2012 = 25739 

Video sell-through market physical/ digital 

All periods: January-December 

Value in % 

Die Verlagerung der Umsätze in Richtung Internet 

gewinnt an Geschwindigkeit. Erstmals ist das Internet 

der größte Vertriebskanal. 

2 
3 

3 

35 

3 
8 

8 

4 
1 

32 

2011 

2 
4 

2 

31 

3 
7 

9 

4 
2 

35 

2010 

2 
5 

2 

29 

4 

7 

9 

3 
3 

35 

2009 

3 
6 

25 

3 

8 

10 

3 

2012 

35 

2008 

3 
6 

24 

6 

8 

9 

4 

8 

34 

4 

1403 1411 1427 Basis in m € 1303 

-22 

42 

11 

-12 

7 

-8 

-6 

-47 

-7 

1389 

Book stores 

Electrical retailer 

Download 

Hypermarkets 

Internet 

Department stores 

Drugstores 

Discounter/ 

Supermarkets 

Other 

Mail order houses/ 

Club 
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Please note that in particular situations, for example at a high degree of specification, comparatively low number of counts can occur which June limit the accuracy of the interpretation to some extent. 

In such cases the data June be less conclusive. If required, smoothing procedures will have been applied in order to facilitate time series analysis. To correct for coverage gaps, internal/external benchmarks have been used. 
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Der Videokaufmarkt: Preise 

 
Stabile Preise im Formate-Mix 
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Please note that in particular situations, for example at a high degree of specification, comparatively low number of counts can occur which June limit the accuracy of the interpretation to some extent. 

In such cases the data June be less conclusive. If required, smoothing procedures will have been applied in order to facilitate time series analysis. To correct for coverage gaps, internal/external benchmarks have been used. 
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9.41 

20.23 

14.37 

11.43 

7.80 

22.75 

15.20 

11.13 

7.60 

15.84 

11.51 

8.29 

19.03 

11.71 

4.99 

21.21 

12.14 

n 2012: DVD = 20002; Blu-ray 2D = 5042; Blu-ray 3D = 508; EST = 187 

Kaufvideos physisch/ digital 

Alle Zeiträume: Januar-Dezember 

Ø Preis in € 

Moderater Rückgang bei Blu-ray, steigende Preise bei 

DVD, HD und TV-Staffeln lassen die Preise bei EST 

steigen 

2008 2010 2011 2012 
2012 vs 2011 

in % 

-11% 

2009 

-5% 

EST 

Blu-ray 3D 

DVD 

Blu-ray 2D 

+21% 

+3% 
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Please note that in particular situations, for example at a high degree of specification, comparatively low number of counts can occur which June limit the accuracy of the interpretation to some extent. 

In such cases the data June be less conclusive. If required, smoothing procedures will have been applied in order to facilitate time series analysis. To correct for coverage gaps, internal/external benchmarks have been used. 
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Der Videokaufmarkt: Prognose 

 
Leicht rückläufiger Markt auf hohem Niveau 
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Please note that in particular situations, for example at a high degree of specification, comparatively low number of counts can occur which June limit the accuracy of the interpretation to some extent. 

In such cases the data June be less conclusive. If required, smoothing procedures will have been applied in order to facilitate time series analysis. To correct for coverage gaps, internal/external benchmarks have been used. 
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n 2012 = 25739 

Video sell-through market physical/ digital 

Value in m € 

Prognose Videokaufmarkt:  

Leicht rückläufiger Markt auf hohem Niveau 

525 478
423 383

327
199

117

1.377 

912 

408 

57 

2012 

1.411 

1.021 

2013 

343 

46 

2011 

1.427 

1.132 

262 

33 

2010 

1.403 

1 

1.193 

187 

22 

2009 

1.389 

1 

1.261 

120 
8 

2008 

1.303 

1 

1.253 

48 2 

2007 

1.336 

4 

1.318 

14 

2006 

1.307 

12 

1.295 

2005 

1.366 

44 

1.322 

2004 

1.440 

1.323 

2003 

1.253 

1.053 

2002 

1.041 

713 

2001 

790 

407 

2000 

594 

170 

1999 

520 

42 

1998 

536 

11 

VHS 

DVD 

Blu-ray 

Digital 

Forecast 
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Please note that in particular situations, for example at a high degree of specification, comparatively low number of counts can occur which June limit the accuracy of the interpretation to some extent. 

In such cases the data June be less conclusive. If required, smoothing procedures will have been applied in order to facilitate time series analysis. To correct for coverage gaps, internal/external benchmarks have been used. 
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Der Home Video Markt: Prognose 

 
Stabiler Markt mit ansteigenden digitalen Umsätzen 
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Please note that in particular situations, for example at a high degree of specification, comparatively low number of counts can occur which June limit the accuracy of the interpretation to some extent. 

In such cases the data June be less conclusive. If required, smoothing procedures will have been applied in order to facilitate time series analysis. To correct for coverage gaps, internal/external benchmarks have been used. 
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n 2012 = 25739 

Video sell-through/ rental market physical/ digital (since 2011 incl. SVoD) 

Value in m € 

Der Ausblick für den Videomarkt: Stabiler Markt auf hohem 

Niveau, digitale Umsätze gewinnen an Bedeutung, 

DVD/BD bleibt das führende Trägermedium 

467

392

305
214

135 163
12478

1,678 

2013 

1,048 

2012 

1,710 

1,194 

2011 

1,704 

1,321 

2010 

1,665 

1,407 

43 

2009 

1,659 

1,503 

21 

2008 

1,574 

1,512 

53 
8 

2007 

1,612 

1,589 

15 3 

2006 

1,591 

13 

1,579 

2005 

1,686 

49 

1,637 

2004 

1,747 

151 

1,596 

2003 

1,555 

289 

1,265 

2002 

1,399 

545 

854 

2001 

1,146 

699 

447 

2000 

934 

751 

183 

1999 

860 

813 

47 

1998 

862 

849 

13 

VHS 

DVD 

Blu-ray 

Digital 

Forecast 


