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1. INTRODUCTION  

 
AGMA is a professional association in Finland representing Agents and Managers. These are mainly 

companies who are representing Clients (who might be companies, collectives, talent) in the Creative 

Industries sector. AGMA’s membership consists of companies often representing their clients as sales 

partners, many are also active in product development, marketing, customer relations and business 

strategy.  

A market study was commissioned by AGMA to gain a deeper insight into the agency sector in the UK 

and Germany, and to gain a broad overview of other key European markets (Austria, Switzerland, 

Netherlands, France, Spain and Italy) to assist its members with strategic planning, market positioning 

and market entry into those countries.  

The role of agents and managers’ is extremely diverse and multi-faceted in terms of number, 

significance and business models, which not only differ from country to country and sector to sector 

but also strongly depend on local political and legal structures, e.g. employment structures.  

In the following report, we will analyse the Agency more closely in the UK and Germany and take a 

look at the characteristics and the role of agents and managers in the defined subsectors.  

Models in Europe mainly differ strongly from those in the US market where a clear differentiation can 

be made between the activities of managers and agents. In Europe, the two have separate Profiles 

which often overlap and can rarely be separated from each other. In the following report, the author 

will therefore refer to both terms: Agents and Managers.  

When defining an agent’s profile, we see that s/he is responsible for supporting the artist in finding 

work and for subsequently negotiating the terms of the contract. Artists have a legally binding contract 

with their agents, allowing them to negotiate on their behalf. Agents are usually paid a percentage of 

the fees, (often between 10 and 15%). Agents look after a number of artists, bigger agencies have 

numerous clients on their roster. A manager/personal manager in contrast tends to look after 

individuals, very few and usually these are established names. Managers have a long-term relationship 

with the artist and also assume additional duties such as marketing, PR or finances. In Europe, it is 

quite common for artists to engage a manager for artists when they have reached a certain level of 

success and popularity which is often limited to the music business.  

The study refers to the following defined sectors: Film, TV, Animation, Games, Circus & Theatre, 

Design, Communication & Advertising and Retail and Licenses.  Therefore, the focus is on those 

industries that are currently represented in AGMA’s membership. The report excludes Music and 

Dance which work within other existing structures and are represented by specific network 

organisations such as Music Managers Finland (MMF) Finland. 

This report was collated using desk research alongside telephone interviews from various sources in 

the diverse defined subsectors of the Creative Industries. Agency is not a defined industry nor does 

one single business model fit all sectors. Each subsector has therefore been analysed individually to be 

able to define the varied roles of agents and managers.  
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2. OVERVIEW OF AGENTS AND MANAGERS AND THEIR BUSINESS MODELS 

IN THE CREATIVE INDUSTRIES AND RELATED SECTORS IN EUROPE 
 

Agents and managers are still most visible and active in the more traditional creative sectors, that 

have a strong focus on working with artists.  Agents and managers also tend to be very present 

wherever there is involvement of IPR (Intellectual Property Rights) negotiation and Licensing.  

 

Agents act as intermediaries between clients and commissioners. They represent the artists or rights 

holders’ interests to other producers, publishing management or rights buyers. Accordingly, an agent 

requires a wide range of skills, from networking via negotiating and selling, just on top of the strong 

knowledge of the respective sector. It is beneficial to work with an agent as they offer the knowledge, 

expertise and relationships that are required for a good positioning within the creative industries.  

 

The agents and managers sector is extraordinarily fragmented and multifaceted. There are multiple 

levels of size, professionalism and profitability industry-wide. Overall, there are five types of agency 

with differentiating levels of profitability.1 

 

Sole Practitioner  

An individual operating alone with low infrastructure and no staff costs. It’s a high margin business 

that will generate a decent income, but it is not scalable. 

 

Agile Agency 

A sole practitioner hires or collaborates with other freelancers to deliver projects. Resulting in variable 

staff cost low infrastructure costs as collaborators also work in their own premises. Recommended for 

individuals with a strong network to scale beyond a freelance business. 

 

Traditional Agency  

Is the most common business model. Employees are hired and charged at an hourly rate based on 

outputs. These are people-intensive businesses but are scalable and generate a good margin. 

 

Arbitrage  

A combination of agile and traditional constitutes agencies providing integrated services beyond their 

own skill set by managing third party vendors typically adding an arbitrage and project management 

cost. 

 

Value Based  

Value-based agencies are highly profitable. They charge clients based on the value delivered. This is 

typically measured in terms of business performance such as cost or time saved, or leads or sales 

generated.  

 

  

                                                           
1 Stephen Waddington: How to make money in the agency business: five business models, posted on September 

22, 2015 by http://wadds.co.uk/2015/09/22/money-agency-business/ 
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Agents’ Activities 

 
Artists’ agents find jobs for their clients, cultivating relationships with industry decision-makers to 

persuade them to take their clients on. Much of the time is spent establishing and maintaining 

relationships, using contacts to source work. They must be well informed about current industry 

developments, know which productions are in development or about to start. Agents also look for new 

talent to complement their existing portfolio. Agents put in the legwork to make things happen: 

arranging auditions, submitting headshots, show reels, demos, comp cards and portfolios, and 

generally spending time on the phone and attending meetings to strike deals and promote their clients 

to potential employers.  

 

Agents who deal with rights and/or licenses on the other hand need stronger expertise in trade, 

license economics and legal issues on top of their overall knowledge of the sector, current rates, profit 

margins, latest deals and more. Less personal networking might be required here but a very strong 

skill-base in numbers and economics is obligatory. 

 

3. COUNTRIES’ OVERVIEW & MARKET TRENDS 

3.1 UK 

3.1.1. General Overview  

3.1.1. Role / Relevance of Agents and Managers 

 

Entertainment Industries2 

 

The screen industries in the UK provides an extensive opportunity for work for agents and managers. 

Actors, singers, dancers, walk-ons or supporting artists, stand-up comedians, variety artists, 

presenters, choreographers, designers and directors would commission an agent to support their 

careers. Agents act as intermediaries between talented individuals and casting directors, film studios, 

production companies, ad agencies and photographers. They filter the enormous talent base for 

casting agents and producers, suggest talent to the creative management, negotiate financial deals 

and contract terms. Accordingly, they are supporting both sides to refine processes. 

 

In the UK Film and TV market licensing mainly happens via independent Producers who are often also 

intellectual property rights owners and are themselves active in selling internationally and do not 

involve external agents.  

 

Agents in the entertainment industry generally take a 10-15% share of the artist’s revenues, but only 

as soon as the artist successfully got the job, for all other preparation activities they are not being 

paid. 

 

                                                           
2 Film, TV, Theatre are summarised here. 
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Agents can choose between two organisations when aiming to join a professional organisation. The 

PMA3 and The Agents' Association4 are member organisations who offer a variety of benefits for their 

members.  

 

Case Study: The PMA (Personal Managers’ Association) 
 

The membership organisation for agents representing actors, writers and directors in the UK was 

established more than 60 years ago with the intention of fostering good practice among agents by 

encouraging better communication between agents and better communication from agents to the 

industry.5 

 

More than 170 agencies are currently members of the PMA. All of them are “agents” not “managers”. 

The organisations title “personal manager” dates from the time of founding and is nowadays not 

meeting the membership structure any longer. PMA is now divided into two key groups: Agents 

representing artists and agents representing dramatists and directors.  

To participate in the membership organisation agencies need to submit two references from existing 

members. When being accepted they are required to pay an annual membership fee (exc VAT) of  

€388 for agencies of less than ten employees and €720 for agencies of ten or more employees. 

Members Benefits 

The PMA provides guidelines for its members such as a code of conduct. Agents’ clients also find 

templates for agreements as best practice guidelines that they may use for contracting their own 

agent.  

 

Furthermore, the PMA runs seminars for members and outside delegates attracting key personnel 

from organisations across the industry including lawyers, producers, financiers and policy makers.  

 

The organisation’s email forum provides advice and current information and the online members’ 

space gives access to a vast resource library. PMA members have the opportunity to meet monthly 

(alternating between artists’ agents and dramatists’ and directors’ agents) to discuss current industry 

issues or participate in specific Q&As with relevant industry representatives. In addition, there are 

several smaller work groups reflecting a wide range of specific interests and current issues. 

 

Besides benefitting individual members, the organisation is strong in political lobbying and position of 

the overall industry. Thus, the PMA is involved in collective negotiations across the industry such as 

the BBC Writers’ Television and Radio Agreements (which they co-signed). The organisation has close 

productive relationships with most industry guilds and unions, e.g. PACT or the Writers’ Guild of Great 

Britain. 

 

  

                                                           
3 Please find a Case Study of the PMA below. 
4 Established in 1927 and covering all fields of Live Entertainment, find more information on http://www.agents-

uk.com/ 
5 http://thepma.com/ 
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Book Market 

 

Another sector that works intensely with agents is the Literature or Book Market. Literary agents have 

defined their role since the first one was established in 1875.  Literary agents advise authors in finding 

the right publisher, negotiating conditions and contracts. On the other hand, they create awareness 

for authors, they act as filters in the flood of manuscripts and sell the writer’s work to publishers. All 

those various activities require a strong knowledge of the literature scenery and publishers’ profiles. 

 
Handling foreign and serial rights is often operated by smaller specialised sub agencies or partner 
agencies which cover the destination’s region. Literary agents usually work on a fee based commission 
and receive an average 10-15% of the author’s revenues.  
 
Literary agents are organised in The Association of Authors’ Agents (AAA) -  a British voluntary trade 
association.  
 
Licensing and Retail 
 
Particularly in the licensing market agents are vital stakeholders who intermediate between licensor 
and licensee bringing in their strong knowledge of markets or countries. Nowadays and especially 
amongst the bigger agencies agents’ business goes beyond negotiating and signing the contract. They 
rather tend to continue contact and support. The license market’s progress is reflected in its growing 
complexity and clients require more service-orientation. Establishing sustainable retail relationships is 
vital to the success of the license. Accordingly, a growing number of agencies extended their services 
to developing trend analysis, product ideas and territory-relevant creative that supports licensors, 
licensees and retailers. Agents thus accompany the complete licensing process to ensure that the best 
design of products are relevant and on-trend to market. 
 
License agents in the UK won’t find a specific membership organisation for themselves but facilitate 
this via the LIMA Association or the UK branch of LIMA that has a strong focus on agents and their 
business. LIMA provides an extended database for license agents that is representing various fields for 
licensing ventures.   
 
Other Sectors 
 
There are only few agents active within the further examined sectors, such as Games, Design, Circus, 
Communication & Advertising.  
 
Talent Agents set their focus on very high profile talent as clients. Often these sectors are covered by 
specific departments or specialised agents within bigger agencies that deal with a few hundred artists. 
Especially Illustrators tend to work with agents as they are then enabled to concentrate on their 
creative work instead of investing time to find new projects or clients. Some internationally renowned 
game designers also use an agents service, though such procedure is not very common amongst them.  
 
Within the above-mentioned sectors finding a job or recruiting is rather happening via personal or 
social networks.  
 
Licensing of rights is handled by in-house business affairs departments or law firms. It is not common 
to engage with an agent here. The numerous agencies in the communication & advertising as well as 
design sector have developed towards full-service-agencies that integrate an extended package of 
services and do not act as “proper agents”.   
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3.1.2. Description of Market by Sectors  

Animation, Film, TV 

 

Film Market  

 

The UK Film Market is characterised by its constant growth, sophisticated production services and 

facilities that in combination with the UK film tax relief programme continue to attract international 

major productions to its studios and locations.  The UK acts a gateway to Europe for international film-

makers and needs to find new ways to retain this position after Brexit.  

 

The UK Film Industry generated revenues of €8,5bn in 2014, incl. exporting services worth of €1,3bn 

and 574 revenues from royalties. Film and video production incl. Post-production generated revenues 

of €3,4bn. Nearly €3bn was generated from the distribution of film and video content in the UK.6 The 

UK Film industry supported more than 117,000 jobs and directly employed approx. 44,000 people.7 

The location capitalises on highly skilled technicians as well as world-class acting, screenwriting and 

directing talent. 

 

About 75% of the UK industry is based in London, with an average of 35 crews shooting throughout 

London every day and thus qualifying London for the 3rd busiest production industry in the world.  

 

Film distribution in the UK is characterised by the dominance of the ten strongest distributors which 

made 95,5% of the sectors revenues on 2015 8. Those top ten include five major US studios and one 

Japanese, Lionsgate as local distributor ranks on 8 with a 4% overall market share. Overall about 130 

distribution companies handled more than 900 titles – thus competition from Indie studios is strong. 

Foreign language films constituted 37% of the films released in the UK with a turnover of €150m in 

2015, in terms of number of titles, France ranks number one with 41 titles. In relation to revenue, 

Hindi titles were in first position with €15,5m.  

 

The budget volume of UK films varies strongly and currently ranges between €0.6m to €33m, in 

2007/2008 Harry Potter and the Half-Blood Prince was produced as British-American Co-production 

with a volume of €225m and distributed by Warner Bros. Cases such as Notting Hill and Harry Potter 

underline the relevance of film for the tourism industry, 10% of overseas tourism revenues were 

generated by visitors strongly interested in film and film locations. 9 

 

There are several public sources for project development and production support in the UK which can 

often be combined. National and regional agencies offer funding for development and production 

funding - there are about ten different programmes – from regional to European, aside from the 

                                                           
6 BFI: The UK Film Industry, online on http://www.bfi.org.uk/sites/bfi.org.uk/files/downloads/bfi-uk-film-

economy-2016-06-30.pdf 
7 Oxford Economics: The Economic Impact of the UK Film Industry, online: 

http://www.bfi.org.uk/sites/bfi.org.uk/files/downloads/bfi-economic-impact-of-the-uk-film-industry-2012-09-

17.pdf 
8 BFI: The UK Film Industry, online on http://www.bfi.org.uk/sites/bfi.org.uk/files/downloads/bfi-uk-film-

economy-2016-06-30.pdf 
9 Olsberg •SPI: Quantifying Film and Television Tourism in England, online on 

http://applications.creativeengland.co.uk/assets/public/resource/140.pdf 
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effective tax relief system that offers up to 25% tax relief of qualifying film production expenditure, 

regardless of budget. 10 Furthermore, a few public Regional Investment Funds support the funding of 

films.  

 

Private Equity is an important source of finance for film production: e.g. via the studio model where 

you get 3 to 5 films together of a similar genre, and approach investors with a slate of similar films. If 

one of these films is successful, it will pay off for itself and the other 2 to 4 other film projects on the 

slate. Alternatively, a producer finds a single investor, a group of investors and personal investments 

from colleagues, friends and family to finance a film project. Pre-sales of film rights s to a distributor or 

to several (for the domestic market and international market) before principal photography start is 

another model.  

 

In addition, several other specific windows open post film release. A popular conventional option has 

been the DVD release which is nowadays more and more being extended and completed in the UK 

market by further channels: digital download releases on platforms such as iTunes and Amazon – here 

sales are driven by major market theatre visits and digital downloads in smaller markets - are 

nowadays established sales channels, another way goes via cable broadcaster or VOD platforms such 

as Netflix and Amazon Prime. In the following the film is released into different market segments like 

rental, retail, pay-per-view, in-flight entertainment, cable, satellite, or free-to-air broadcast television.  

 

TV Market 

 

Television broadcasting in the UK has a long tradition and is characterised by a sound multi-faceted 

scenery. Since 1936 the industry has developed towards a landscape of free-to-air, free-to-view and 

subscription services over various distribution platforms, through which more than 480 channels as 

well as on-demand content can be received.  

 

In 2014, UK television industry generated revenues of €14.6bn - 3.1% more than 2013. TV is still the 

most popular medium for leisure times although the numbers vary strongly by age. The average time 

spent watching TV declines continuously though it still reaches 239 minutes per day. Due to higher 

spend on pay TV subscriptions, the average household spend went up to €34.43 per month. Half of the 

UK households receive either pay or free TV on their main screen. 

 

Revenues for TV in general mainly derive from advertising, BBC licence fees and subscription services, 

both satellite and cable. Advertising made up 29% of the total revenues received and subscriptions 

made 45%. The share of the BBC licence fee devoted to television shrunk slightly to about €2.9bn. The 

most popular broadcasters remain BBC One, ITV, BBC Two, Channel 4 and Channel 5.  

 

VoD Services also enjoying a growth in popularity with 60% of the adult population stating to have 

used such service in the past year. BBCs iPlayer remains on position one with a third of adults using the 

app. Streaming services have naturally also conquered the UK meeting a good coverage of broadband 

internet and a viewers’ landscape that is eager for quality audio visual content. Accordingly; Netflix 

reached 4.4 million households and Amazon Prime 1.2 million. 11  

 

                                                           
10 http://www.bfi.org.uk/film-industry/british-certification-tax-relief/about-tax-relief 
11 OFCOM: The Communications Market Report, online on: 

https://www.ofcom.org.uk/__data/assets/pdf_file/0022/20668/cmr_uk_2015.pdf 
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Independent TV production has well developed in recent years through an OFCOM regulatory system 

– Terms of Trade – which has strengthened the position of the independent production sector in 

relation to the broadcasters, allowing extensive exploitation of their Intellectual Property Rights. In 

2014 Indie TV’s turnover topped €3.3bn. In-house productions by the channel owners generated 

€2.77bn revenues. 12 

 

High End UK Broadcast Production has been extraordinary successful in the global market. Distribution 

opportunities facilitate the exploitation of IPR further strengthening the UK’s positioning in the global 

marketplace in the television sector.   

 

Animation Sector 

 

Animated content is produced for television, feature films, commercials, websites, mobile phones, 

computer games etc. UK animation has established as a successful provider of IP. The industry is well 

known for its expertise in pre-school storytelling, short film and stop frame animation as well as VFX 

for TV and commercials. Also, Tomb Raider’s Laura Croft was created by a UK Artist.    

 

The UK animation industry generates revenues of about €332m. The share of the UK sector within the 

western European animation industry makes 15%. More than 600 companies employ 5,000 highly 

skilled people. Nearly 40% of them work on a freelance or short-term contract basis. 57% of 

businesses employ less than 10 people, 8% employ over 50 people.13 

 

Animated content creates further value in down streaming retail market by initiating licenses and 

merchandise sales, e.g. for popular animation series characters. Animation content owners generate 

further income by selling licenses for ancillary products such as books, DVDs or toys.  

 
Role of Agents 
 

Agents within the UK screen industry have established themselves as relevant stakeholders within the 

creative process. They team up with the producer to ensure a smoother production. Agents assist the 

creative personnel mainly in terms of negotiating a contract and representing the artist to the 

production’s management team. Agents are hired by screenwriters – mainly to negotiate on 

intellectual property rights etc. -  as well as actors – to find the best deal.  

 

A common way to incentivise agencies is the agency packaging involving agency’s services such as: 

talent packaging, financing, sales and international representation. Usually agencies earn their 

revenue based on a 10 to 15% commission of their client’s fee (including actors, writers, producers, 

directors, etc.). Accordingly, the benefit of an agency package lies in the opportunity to get the 

agency’s company during the whole filming process and not only for certain parts of the production.  

Sales agents in the film business are mainly used for the international market as producers tend to 

service the UK market on their own.  

 

 

                                                           
12 OFCOM: Television production sector: a review,2010 figures, online on: 

https://www.ofcom.org.uk/consultations-and-statements/category-1/tpsr/tpsr 
13 Robert Kenny and Tom Broughton: Securing the Future of UK Animation, 

http://www.animationuk.org/files/report-pdfs/docs/4I6KD5YW2J.pdf 
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Games Market  
 

The UK Games market is one of the biggest global markets - in terms of consumer spends - following 

China, USA, Japan, South Korea and Germany.14 In 2015 the games industry reached nearly €4.7bn in 

consumer spend in 2015, up 7.4% from €4.36bn in 2014.15  

 

Nearly 2,000 companies are active in the games sector and generated a turnover of €1,88bn, 95% of 

them are micro or small businesses.16 UK Games companies mainly cluster around London and South 

England, where more than half of the companies are located although several more hubs are based in 

the Midlands and North of England.  

 

In contrast to many other global markets, game consoles sales remain robust and half of total video 

games revenues are from consoles which is opening export or licensing opportunities for international 

game developers’ AAA titles. With the proliferation of smart phones and tablets, mobile games enjoy a 

consistent growth and generated revenues of €735m in 2015 – a 21% increase.17 Worldwide 

bestsellers such as Ustwo’s Monument Valley or King’s Candy Crush Saga contribute to the UK’s 

reputation as successful game development location. 95% of the UK games businesses export their 

products and services, the three main markets for exports are USA, China and Japan. Additionally, the 

UK games sector is an attractive place for overseas investment. 18 

 

Different ways to finance a game development include VC’s Equity, business loans, pre-sales to 

publishers and direct commissioning by a publisher. In 2013 two third of the developers’ studios 

published themselves though. Smaller studios also tend to finance their development works with 

parallel ongoing commissions or freelancing for another project. 

 

In 2014 the UK government introduced a new corporate tax relief with an estimated relief of at least 

€39m for the sector. The supporting scheme enables companies to be eligible for a payable tax credit 

worth 25% of qualifying production costs, and is based on the successes of the film tax relief as well as 

the new High-End TV and animation tax reliefs. 

 

Role of Agents 

 

Few specialised agencies are supporting game developers or distributors in their business.  

Some agencies offer their services in PR and marketing whilst still mainly in-house specialists are 

responsible for these areas.  A small number of agents is active in the field of licensing. The major 

licenses business though takes place between the companies and their in-house departments or 

specialised global brand license agents/agencies. Some agencies have specialised in supporting 

internationalising games businesses and offer strategic and business planning, due diligence, market 

intelligence, customer communications and community strategy, manage third party partnerships with 

                                                           
14 https://newzoo.com/insights/rankings/top-100-countries-by-game-revenues/ 
15 http://ukie.org.uk/research; please note that due to differentiating sources and data analyses which base on 
different data bases and methods, several differing numbers exist. UKIE Video Games Fact Sheet provides an 
extended overview. 
16 NESTA: A MAP OF THE UK GAMES INDUSTRY, online on http://www.nesta.org.uk/publications/map-uk-games-
industry 
17 http://www.mcvuk.com/press-releases/read/uk-games-market-soars-past-pound-4-1bn/0162456 
18 UKIE Factsheet Games, online on http://ukie.org.uk/research 

http://ukie.org.uk/research
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game service providers and similar. Licence negotiations are often accompanied by a specialised law 

firm that helps to find the best suitable conditions. 

 

Several talent agencies focus on the games sector, and their services are particularly in demand when 

it comes to attract international talent, most recruiting though happens via personal networks and 

web portals and social media platforms (including LinkedIn).  

 

 

Circus & Theatre 
 

Circus Market 

 

About 30 – 40 circuses operate in the UK, whilst numerous smaller companies make their business 

with visiting schools to deliver circus-based workshops or trainings or touring holiday camps with a 

show. The traditional circus involves a travelling community touring with a temporary box office, with 

performers’ accommodation and stables and prop storage on site. The Licensing Act 2003 forces 

circuses to purchase a licence for every venue they visit – which can mean an annual spend of up to 

€45,000.  

 

Theatre Market 

 

In 2014, UK theatres presented nearly 60,000 performances of about 5,000 separate shows, attracting 

more than 33 million theatre visits, at 274 venues. Tickets worth more than €1,14bn were sold at the 

theatres’ box office.  The number of productions and performances in all theatre increased by less 

than 1% in comparison to the previous year, box office income improved by more than 10%. An 

average theatre ticket costs €37,11 - 5.7% more than in the previous year. Yet, a musical ticket is 

significantly more expansive with an average of €44,71 than one for a straight theatre performance 

(€28,77).  19 

 

Shows with numerous continuing performances represent only 2 % of all theatre productions, their 

share of box office revenues though makes about 56%. Musicals and pantomime represent other very 

successful genres that would not count for pure theatre.  

 

In 2013 the UK theatre experienced for its first time a dominance of new works towards revivals in 

terms of number of performances. One year later the share has grown to a 62% of all theatre 

productions. New work comprises original plays, adaptations, translations, and devised shows and 

their growing popularity opens new opportunities for new talent and international playwrights.  

 

London dominates the English theatre landscape, contributing 22% of productions, 54% of 

performances, 62% of attendances, and bringing 73% of box office income. Outside the London Area 

Wales currently experiences a growing popularity of theatre.  

 

                                                           
19 The Stage and BON Culture: Theatre 2016, Report, online on https://bonculture.co.uk/wp-

content/uploads/2016/08/Theatre2016_Report.pdf 
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Dramatic cuts in public funding in recent years caused a new emphasis on collaborations and co-

productions. Between 2010 and 2015, the UK government has reduced its Arts Council’s grant from 

€485m to €343m– in addition to the cuts made by local governments of further €34m. 

 

The Theatre Tax Relief brought a new funding scheme to the theatre sector in late 2014.  

The relief is applicable to 20% of total qualifying pre-production costs (25% for touring productions). 

These can include accommodation, directors’ fees, set design and costumes (but not marketing or 

similar costs). In addition, specific theatre funds target the financing of new productions such as the  

Arts Impact Fund - a €7.8m loan finance fund.  

 

 

Role of Agents 

 

Within the circus and theatre sector agents offer personalised service for actors and creatives such as 

play writers. They work closely together with the producers and casting agency when suggesting their 

clients for specific productions and sending them to castings 20. Then they negotiate agreements for 

their clients with the production management and find the best conditions in terms of right 

exploitation e.g. for writers and rehearsal and payment conditions for actors.  

 

 
Literary Agents 

 

Literature 

 

The UK Literary Sector is based on long tradition and boasts outstanding export figures. Even though 

60% of young Brits would prefer to watch a DVD rather than read a book, UK literature is globally well-

known and serves as the basis for numerous successful films over the decades.  Book publishers have 

been facing the challenges of digitisation, meanwhile though, digital sales figures indicate that they 

have managed to adapt well to a digital world, and the market continues to consolidate as a result of 

some recent mergers & acquisitions.  

 
UK book publishers generated revenue sales at home and abroad across physical and digital formats of 
€3.6bn in 2014. The successes in digital transition are reflected in the 17% share that digital sales 
accounted for.  Thus, an overall of 200,330 new and revised titles was published in 2014, 61,300 of 
them digitally during the previous year.21  The loss of print revenue is meanwhile balanced out by the 
rather big margins publishers make on e-books due to the significantly saving costs for print and 
distribution.  
 
In 2014 books worth of €1.6bn were exported out of the UK. Europe represents the strongest export 
destination with a share of 44% followed by Northern America. On the other hand, 2,611 translated 
titles were published in the UK in 2012. All over the country 1,075 booksellers and 3,920 retailers of 
books, newspapers and stationery sold these titles. 22 
 

                                                           
20 'Next!': the secretive world of casting directors, online on 

https://www.theguardian.com/stage/2013/may/21/casting-directors 
21 No data available yet for 2014. 
22 The Publishers Association: The UK Book Industry in Statistics 2015 
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2,270 companies are publishing books. More than a quarter of them are based in London, whilst also 
the South East (460 companies), the East (255) and the South West (255) of the country have a quite 
strong presence of book publishers. 23  Less than 2,000 publishers make an annual turnover of less 
than €1.1m, yet another 80 generated more than €5.5m.  1,770 of the companies had four or less 
employees and only ten book publishers employed more than 250. 24 
 
The Man Booker prize is globally well-known and one of the most relevant awards for Literature 
globally. Fiction from the English-speaking world has been awarded for over four decades. Since 2016, 
the Man Booker International Prize will be awarded annually for a single book, translated into English 
and published in the UK to recognise the growing relevance of international literature for the UK 
market.  
 
At the London Book Fair representatives from all fields of book publishing meet and exchange. With a 
history of 45 years (in 2016) it has become UK’s biggest marketplace for rights negotiation and the sale 
and distribution of content across print, audio, TV, film and digital channels. The London Book Fair 
gathers more than 25,000 publishing professionals from 124 countries. The all-days agent one-to-one 
meetings offer authors the opportunity to talk directly to an agent from a leading literary agency 
about their books. The international rights centre in addition is the meeting place for all agents, scouts 
and publishers active in the international rights business. The annual International Literary Agent 
Award gives Agents the opportunity to enjoy an awards ceremony within the profession itself. 
 
Role of Agents 
 
With the first literary agency opened in 1875, UK agents have established themselves as a relevant 
stakeholder within the publishing industry and act as gatekeepers of publishing. They discover and 
accompany authors talent and enable them to reach out for their audience.  Literary agents advise 
authors in terms of finding the right publisher, negotiating conditions and contracts. On the other 
hand, they create awareness for authors, they act as filters in the flood of manuscripts and sell the 
writer’s work to publishers. All those various activities require a strong knowledge of the literature 
scenery and publishers’ profiles besides many more competences in negotiating, selling, networking 
and advising. Literary agents usually work on a fee based commission and receive an average 10-15% 
of the author’s revenues.  
 
There are numerous agencies in the UK with the clear majority of them located in London, where most 
of the publishing houses are also based. There are many established big agencies with various 
departments covering specific media or genres. Some represent thousands of artists, though the 
majority represent hundreds.  The big ones are naturally a first contact for the larger publishers. These 
obviously tend to look for approved successful content and like to work with familiar partners.  
 
Furthermore; there are numerous25 micro or smaller agencies which are likely to work with only a few 
authors and might be specialised to certain genres. As the competition is getting ever stronger literary 
agents are also becoming more creative in seeking new writers, e.g. by establishing creative writing 
courses. Handling foreign and serial rights is often operated by smaller specialised sub agencies or 
partner agencies which cover the destination’s region.  
 
 

                                                           
23 http://thecreativeindustries.co.uk/industries/publishing/publishing-facts-and-figures 
24 The Publishers Association: The UK Book Industry in Statistics 2015 
25 No official data is available, the portal litrejections lists 111 agencies in the UK: 

http://www.litrejections.com/agency-database/  

http://www.litrejections.com/agency-database/
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Communication & Advertising Services26 
 

The UK advertising industry enjoys a global reputation for sophisticated digital innovation. The UK is 

one of the most significant advertising markets in Europe. 

 

Advertising revenues are expected to reach €22bn in 2015, with €7bn spent each year on internet 

advertising, including €1,1bn on mobile and further estimated €1bn for social media advertising.  UK 

advertising & marketing generated €14.7bn of Gross Value Added (GVA) in 2014 – an increase of 

10.9%.  

 

About 10,000 agencies are located throughout the UK creating 482,000 advertising and marketing jobs 

in the national creative economy, with 329,000 representing advertising and marketing roles in other 

industries. In 2014 advertising and marketing services worth of €4.5bn were exported, increasing on 

an ongoing basis. The top 20 UK Ad Agencies’ generated 35% of their total revenue by overseas 

business – almost €332m. Most of these exports go to Europe, followed by the Americas and Asia. In 

terms of exporting advertising services, the UK is far ahead of its European neighbours – Germany and 

Italy have higher imports than exports. 27 The impacts of Brexit are still unforeseeable though. 

 

Communication and advertising have moved more towards a holistic approach to planning audience 

engagement with brands and all channels and processes have now become very integrated. This is 

especially important in the digital world.  Social Media is a vital communication channel for the Digital 

Natives generation, new media channels and communication forms need to be found to reach the 

client base. The share of digital in the overall advertising spend is higher than anywhere else in the 

world.  

 

Role of Agencies 

 

Communication and advertising agencies are established partners in building and communicating 

brands. As described above, it is becoming more difficult to define boundaries in their services offered. 

Accordingly, mainly perceive themselves as “a marketing implementation agency”, producing 

advertising and other marketing communications across all media. 

 

Agencies and clients share the same goal, which is to end up in a long-term relationship which that 

designs brands and corporate reputations. Thus, an agency expertise in promoting a company and its 

brands is required. 

 

In contrast to the business models of agents described previously, an advertising and communication 

agency doesn’t work on a percentage basis but is rather paid for the delivered services. The difference 

naturally also lies in the differentiating services that is differing from a talent or licence agent. 

 

Specialised talent agents in communication and advertising do exist, but they mainly focus on 

designers and accompany them throughout their careers. As in most of industries recruiting often 

happens via personal networks, recruiting web platforms and in-house databases and departments.  

                                                           
26 Precise definitions of industries vary in different official surveys, resulting in some discrepancies in the 

reported sectors and their statistics  
27 Advertising Association: Advertising Pays 4: Export value and global impact, online on 

http://adassoc.org.uk/wp-content/uploads/2016/03/AdAssoc_AdvertisingPays4_REFERENCE_SPREADS.pdf 
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Design Sector 
 

The UK Design Sector represents the second-largest Design sector in the world and the largest Design 

industry in Europe. With a long history going back to the early times of days of the Royal Society of 

Arts in the 18th century design in the UK is a well-recognised driver of innovation and quality 

standards.   

 

Digitalisation and the new era of visual communication opens new opportunities particularly for 

graphic designers and illustrators whose work spans digital media – games, animated content, visual 

content on websites and in mobile applications.  

 

The Design economy generated €79.46bn in gross value added (GVA), equivalent to 7.2% of total GVA. 

The UK ranks fifth behind Hong Kong, Switzerland, Italy and Germany in total value of design exports 

and exports 50% more design than it imports.  

 

The design industry is the ninth biggest employer in the UK, with about 580,000 people working across 

the sector, and a further one million designers employed in non-design industries. The structure is 

characterised by most design businesses are now small enterprises employing under ten people and 

on the other hand some of the leading large design consultancies – some of them are part of a bigger 

company network.  

 

The sector has a sophisticated infrastructure that includes well known cultural assets such as the 

Design Council, the Victoria and Albert Museum, and the Design Museum. The London Design Festival 

offers the best opportunity for designers and clients to meet and exchange. Numerous spots all over 

the city are visited by approx. 375,000 people from more than 75 countries, with over 2,000 

international design businesses exhibiting their designs.   

 

Role of Agencies / Agents 

 

Most of the design businesses are operating as full service agency, the bigger players include brand 

and communication design in their services.   

 

Agents play an advisory as well as a role in marketing in the illustration and graphic design sector. 

Many of the talent agencies representing bigger artists’ in the field of Film, TV, Theatre or Literature 

also include designers or illustrators in their portfolio. There are also numerous specialised agencies 

with a smaller artist base but rather specific expertise.   

 

In terms of license or IP management the designers’ landscape is divided into the bigger ones with in-

house divisions for rights management and the other side has mostly smaller companies who lack 

capacities to pay sufficient attention to rights management. 28 

 

Licensing and Retail Agents  

                                                           
28 The Intellectual Property Office: UK design as a global industry: International trade and intellectual property, 

online on https://www.gov.uk/government/uploads/system/uploads/attachment_data/file/310359/ipresearch-

ukdesign-201207.pdf 
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License Market  

 

The UK’s licensing industry is the third-largest market for licensed children’s merchandising behind 

only the US and Japan. Almost €11bn was generated by the UK License industry in 2015. €6.9bn was 

generated by solely from character/entertainment Licensing in the UK, in addition, licensed toys enjoy 

strong growth rates. Also, film and nostalgia find a stronger audience – mainly due to global animation 

hits such as the Minions or Frozen.   

 

In the UK entertainment licensing business, it is common that licensees pay royalty rates of approx. 

12%29. UK’s retail market is one of the most developed in the world for licensed children’s 

entertainment merchandise but there is still some potential for better partnering with the licensed 

offer. 

 

Retail Market 

 

With a third of all consumer spend going through retail, the industry is vital to the UK economy. With 

the ongoing digital transformation and strong international competition, the sector faces robust 

challenges. The retail sector expects a high degree of volatility in sales in the coming year as consumer 

confidence and spending remains sensitive to the economy and Brexit news.  

 

In 2015, 192,000 retail companies generated revenues €375bn revenues. 2.8 million people are 

employed in the retail sector, e.g. in the 290,315 retail outlets that are spread all over the country. The 

online sales significance is constantly growing with an annual growth rate of 10% and a share of 12% in 

the overall retail market.  

 

The store-based retailing corporates build up an omni-channel presence and make strong investments 

in online retail (for maintenance and security) and click and collect services which are becoming more 

and more attractive to consumers. 

 

Non-grocery continued to gain share in overall retailing sales in 2015 mainly due to a lower share of 

grocery due to the strong price competition that was caused by the rising presence of German 

discount retailers Aldi and Lidl. Still the big four grocery retailers, with Tesco, J Sainsbury, Asda and 

Wm Morrison lead the sales figures. 30 

 

Role of Agents 

 

Some agents in the field of retail are acting as retail property consultants. Some of them include advice 

to property owners and retailers in their services. 

 

Licensing agents are a vital intermediary in the licensing sector between licensor and licensee: In the 

commercial use of IP.  Accordingly, agents negotiate the terms of the agreements through whereby a 

                                                           
29 Patrick Callan: British Royalties, online on: http://kidscreen.com/2016/01/24/british-royalties-why-the-uk-

licensing-sector-is-poised-for-growth/ 
30 http://www.retaileconomics.co.uk/top10-retailers.asp 
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licensee leases the rights to a legally protected piece of intellectual property from a licensor –who 

owns or represents the property — for use in conjunction with a product or service. 

 

 

3.2. GERMANY 

3.2.1. General Overview  

Relevance of Agents and Managers 
 

Agents and Managers play a decisive role in certain sectors within the creative industries such as the 

literature, theatre and screen industries, retail and licenses market – based on a long tradition of the 

agents’ position within these sectors. In the games, communication & advertising and design agents 

and managers are rare as their tasks are fulfilled by in-house departments, law firms or recruiting 

platforms. The concepts in general differ from e.g. the US approach that differentiates the activities of 

agents and managers whilst German agents are much likely to take over management tasks for their 

clients that are not defined as an agent’s business.  

 

Most Relevant Industries and current Developments  
 

Entertainment industries 

 

Agents and managers in the film, TV, theatre and associated media fields represent and manage their 

clients. They vary related to the sector and profile of the representative artists and are very much 

related to their historical background as well as current political and cultural developments.  

 

Obviously, theatres presented the typical performance opportunity for actors and in historical times 

during the “Kaiserreich” (German Empire from 1871 to 1918) and Weimar Republic (1919-1933) 

agents played a decisive role in the creative process, acting as intermediary between theatre houses 

and creative employees. Following the “Nazireich” and its massive expulsion of artists and their agents 

and managers the theatre system changed from the scratch. The recruiting process was put into 

governmental structures, and was centrally managed by the ZBF Institution31  - a central recruiting 

platform for creative personnel in the stages, film and TV sector.  

 

Only in 1994 the monopoly was abolished and a reformation of private recruitment agencies has been 

initiated in 2002.32 Accordingly, only very few actors’ agents are active in the theatre field and have 

rather shifted their business towards film and TV. Recruiting within the theatre scenery is nowadays 

happening via personal networks and relationships of the actor, the theatre manager in collaboration 

with the in-house creative production management selects his company. The company can completely 

change with the arrival of a new theatre manager. Therefore, the focus of a theatre actor’s agent shifts 

from creative recruiting and intermediation towards representing and advising the actor- mainly in 

terms of contract and its conditions.  

 

                                                           
31 Zentrale Bühnen-, Fernseh- und Filmvermittlung (ZBF) – Central Mediation for Stages, TV and Film 
32 Inga Ziegert: Verehrt - Verboten – Verwirklicht: Private Schauspielagenturen im Kontext der Zeitgeschichte, 

unpublished Master Thesis, FU Berlin, 2011 
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Within the film and TV industry, agents play a decisive role in finding the right talent for the 

production and dealing the best conditions for the artists. They work closely together with casting 

agencies, provide suggestions for actors on all levels and ensure that their clients are well prepared.  

 

Here as well as in the theatre business agents work on a revenue-share basis – usually 10-15%. Some 

agents active in the entertainment sector also represent writers or directors, the same model is 

applied here. 

 

The sole agent-specific business association or network in Germany established in the field of Theatre, 

TV and Film is the Verband der Agenturen für Film, Fernsehen und Theater e.V. (Association of 

Agencies for Film, TV and Theatre) which will be portrayed in the following case study. 

 

 

Case Study: Verband der Agenturen für Film, Fernsehen und Theater e.V. (Association of 

Agencies for Film, TV and Theatre)33 
 

The Association of Agencies for Film, Television and Theatre (VdA) is a legal association based in Berlin, 

representing artists and authors in the film, television and theatre sectors in the German-speaking 

world. 

 

The Association was founded in 1998 by 16 agencies and currently comprises 61 agencies, who 

represent more than 2,600 artists, authors and directors. As a professional interest representation, the 

VdA aims to guarantee and drive the quality standard of its member agencies. The Association is 

present at any relevant industry events nationwide.  

 

Specific knowledge of the sector means the association can seek the appropriate remedy in the case of 

disputes, therefore the Association of the Agencies for Film, Television and Theater e.V. (VdA) has 

established a conciliation body that is also open to non-members. 

 

Members must be proposed and seconded by two referees and have a proven track record. The 

admission fee is currently €750. The basic membership fee constitutes €750 per year; €250 per year 

for each additional agent acting in the agency.  

 

Benefits for members 

 

The VdA has established specific working groups that cover relevant issues such as “Rights” and 

“Professional Profile”. They offer seminars to train and educate their members. A qualified regular 

press review provides the latest information and industry developments.  

 

The Association also hosts an extended members-only database with more than 2,700 entries that 

provide information, show reels and pictures of all artists. Opportunities to meet and exchange are 

provided by the regular regional meetings, the annual members’ celebrations and meet ups during 

industry events. 

 

                                                           
33 http://www.verband-der-agenturen.de (only in German)  

http://www.verband-der-agenturen.de/
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The network plays a strong role in political lobbying as well. Since 2012, the VdA has been an 

extraordinary member of the top organisation of the Filmwirtschaft e. V. (SPIO). Its political positions 

are being published regularly and further panel discussions regularly organised within big industry 

events. Successes were e.g. reached in the limitation of extra fees for actors. 

 

 

Literature  

 

As in the theatre and film sector, agents play a strong role in the literary scene.  They act as an 

intermediary between publishing houses and authors. Publishers receive filtered manuscripts, and 

agents assist the author in finding the right publisher for their book. The agency industry has now 

finally recovered from its weakness during the Nazi era and is getting stronger with several younger 

agencies now beginning to establish. 

 

For their work agents receive a commission which depends on the amount of the contract and 

comprises an about 15% share of revenues on average. Still a major part of rights imports is operated 

via Swiss agencies.  

 

Other Sectors 
 
Comparatively few agents operate their business in the further sectors covered in this report, i.e. 
games, design, circus, communication & advertising, retail and licensing.  
 
In the above-mentioned sectors recruitment takes place via personal or social networks.  
 
Sale of rights and licenses in these sectors is mainly operated in-house or supported by specific law 
firms. The numerous agencies in the communication & advertising as well as design sector have 
developed towards full-service-agencies that integrate an extended package of services and do not act 
as “real agents”.  The market for license and commercial agents continuously grows particularly in the 
international business. 
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3.2.2. Description of Market by Sectors  

Animation, Film, TV 
 

The screen industries represent one of the most significant creative industry sub-sectors in Germany.  

 

Film Market 

 

Germany ranks number three in Europe in terms of revenue generated by the film industry and 

number two when it comes to the number of employees within the sector. 34 In 2015, with a market 

share of 27.5% in 2015, German films had their most successful year ever.  

 

About 7,300 companies are active in the film industry generating revenues of €7.6bn 35 and employing 

about 76,000 people 36. In 2014 German cinemas generated revenues of €1,17bn by selling tickets 

representing a growth of nearly 20% in comparison to the year before.  An average of 222 films per 

year has been produced between 2011 and 2015. Co-Productions made nearly 40% of all German 

productions in 2015.  

 

About 1,700 companies are active in the production of audio-visual content. Amongst them about 900 

businesses are defined as “core” producers – producers in a narrow sense. Amongst them about two 

thirds of the production houses mainly generate revenue from broadcast content, whilst another third 

mainly focus on cinema productions. 37 

Film funding is characteristic of German Cultural Affairs and is mainly operated on a regional level. 

There are three main film regions backed by strong regional funding bodies which are located in 

Bavaria, Berlin and North Rhine Westphalia.  Berlin and Munich –  which have the largest production 

complexes at Studio Babelsberg and Bavaria respectively – dominate the landscape with smaller 

facilities in Cologne (which is more television- focused), Hamburg and Leipzig. Whilst each regional 

funding body’s budget comprises between and €35m the national subsidy for film funding provides 

about €60m (€10m for the 2016 established German Motion Picture Fund plus €50m for the German 

Film Funding Fund (Deutscher Filmförderfonds (DFFF).  This fund is open to international productions 

regardless of content or language. Still a German partner – such as a local studio – must be involved as 

the funding conditions set a minimum 25% budget spend in Germany.  

 

Film distributors play a major part on the film financing market. Film distributors acquire film rights 

from producers, market the film to the public, and distribute it to cinema operators in exchange for a 

share in turnover.  Another way of financing film is the pre-sale of licenses prior to production, to 

Germany’s mainly public broadcasters such as ZDF (Zweites Deutsches Fernsehen) for a secondary 

exploitation. Private broadcasters mainly focus on producing their own original programming.  

                                                           
34 EPRS: An overview of Europe's film industry, online on 

http://www.europarl.europa.eu/RegData/etudes/BRIE/2014/545705/EPRS_BRI(2014)545705_REV1_EN.pdf 
35 Incl. Revenues from TV  
36 FFA: Market Research and Statistics, http://www.ffa.de/market-research-and-statistics.html  
37 Produzentenallianz: PRODUZENTENSTUDIE 2012 - Key facts on the German film and television production 

sector, online from 6.9.2016: 

http://www.produzentenallianz.de/index.php?eID=tx_nawsecuredl&u=0&g=0&t=1475073894&hash=bf5949391

d613fe189b2e82837e974cb97f84e77&file=fileadmin/data/dokumente/Foko/Produzentenstudie_Summary.pdf   

http://www.ffa.de/market-research-and-statistics.html
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Furthermore, some Hollywood majors – such as Fox, Disney and Warner Bros.  –  have added a local 

production arm to their distribution mainly to improve their qualification for national funding 

schemes. Additional sources are minimum guarantees from national and world distributors and 

investments made by co-producers.  

 

Budgets of German films vary between micro-budgeted documentaries to international co-

productions such as Cloud Atlas with a volume of €89m. A typical budget is €1- 3m. Only very few 

productions happen without any public funding. In addition, a major part of the producers’ income is 

generated nationally – research shows that a clear majority of German producers sell film and 

television programmes to the domestic market. 38 

 

International productions principally enter the German market via local or international distributors 

and sales agents. The distribution market is primarily dominated by the US Majors, i.e. Walt Disney 

Studios Motion Pictures (former Buena Vista International), Warner Bros. and 20th Century Fox. 

Biggest German distributors are Constantin Film, Concorde Filmverleih and Studiocanal (formerly 

Kinowelt). 

 

The European Film Market (EFM), is a Film market held during the Berlinale, the Berlin Film Festival. It 

is a major industry meeting point for the international film industry.  The market serves distributors, 

film buyers, producers, financiers and co-production agents.  

 

TV Market  

 

The German TV market is very diverse and highly competitive. Due to current developments in 

technology, distribution platforms and regulatory issues there is a strong dynamic in the industry.  

Still television and radio remain the most popular leisure activities amongst Germans.  97% of the 

population watch TV at least once a week and the average time used to watch TV remains relatively 

stable throughout the past ten years – with about 200 minutes per day. 39  

 

In 2015 revenues of €15,3bn were generated in the TV segment. The biggest part is based on license 

fees – €5.1bn in 2015 – for public broadcasters. Further €4.3bn were generated by TV advertising.  

Revenues deriving from Pay TV and VOD made €2.1bn40 

 

Public and commercial broadcasting constitute a "dual system". Besides established players, new 

players – VoD services, web channels etc. - enter the scenery mainly providing their content nonlinear 

and online and gaining growing popularity – especially amongst the younger TV audience.  

 

The market share between commercial and public broadcasters is almost equal with a slight majority 

for private channels (52 vs 44%). The strongest commercial broadcaster is RTL whilst ARD dominates 

the free-to-air– even more when including regional programming which cover the different federal 

states and regions nationwide.   

                                                           
38 Produzentenallianz: PRODUZENTENSTUDIE 2012 - Key facts on the German film and television production 
sector, online from 6.9.2016:  
http://www.produzentenallianz.de/index.php?eID=tx_nawsecuredl&u=0&g=0&t=1475073894&hash=bf5949391
d613fe189b2e82837e974cb97f84e77&file=fileadmin/data/dokumente/Foko/Produzentenstudie_Summary.pdf   
39 http://www.ard-werbung.de/media-perspektiven/projekte/ardzdf-studie-massenkommunikation/  
40 VPRT Market Data, http://www.vprt.de/marktdaten?c=2 

http://www.ard-werbung.de/media-perspektiven/projekte/ardzdf-studie-massenkommunikation/
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Commercial broadcasters recently shifted from free TV to subscription business models – e.g. for HD 

distribution via cable or satellite. The strongest growth in the TV industry was recorded in the Pay TV 

segment through subscriptions and video-on-demand as Pay TV providers increasingly establishing in 

the market with current revenues of about €2.5bn paid by 7.4 million subscribers. Sky’s Pay TV only 

made its first profit since its launch in the first quarter of 2016.41  

 

VOD income is becoming an increasingly important part of the film recoupment chain as streaming 

services are gaining growing popularity. Though the content offered by the (free-to-air) TV 

broadcasters’ online platforms (OTT) is often more popular than subscription based platforms. 42 

 

The independent production sector remains in quite a weak position concerning broadcast 

commissions – a “Total Rights Buyout” is still normal practice, and few productions manage to secure 

rights for further exploitation. 

 

Animation Market  

 

In recent years Animation, has established itself as a significant part of the German entertainment 

content sector.  Content deriving from games or comic characters made it into animation series, and 

especially in children's entertainment, there are numerous animation titles.  

 

270 companies are active in the German animation sector and generate yearly revenues of €15.6m. In 

2014, admissions to animation features rose to €14.4m, an increase of 5.7% compared to the average 

of the 5-year period 2010-2014. Admissions to animation films represent 12% of all theatrical tickets, 

and the market share of German animation in the national market is of 13.6%.43 

 

Animation content is part of video games, movies, or television programmes. Revenues are 

additionally generated by licensing animation characters to the brands and retail market. The volume 

of animation production is growing in Germany – major studios are in Baden-Württemberg, Berlin, and 

Hamburg, often working in association with film studios and support services. The rise of Germany’s 

VFX sector in recent years has resulted in German companies’ contribution to larger international 

productions such as Harry Potter and the Deathly Hallows: Part 1, Captain America: The First Avenger, 

and X-Men: First Class. 

 

Role of Agents  

 

Licenses for TV, film or animation productions, are managed in-house within the bigger production 

and broadcasting houses, which have specific international departments. Or, they are digitally 

distributed via platforms such as mediapeers 44 which acts as digital marketplace for audio-visual 

content. 

                                                           
41 http://www.medienpolitik.net/wp-content/uploads/2013/10/TIME_2013_TV-platforms.pdf  
42 ARD/ ZDF Online Studie 2015: http://www.ard-zdf-

onlinestudie.de/fileadmin/Onlinestudie_2015/0915_Kupferschmitt.pdf 
43 European Audiovisual Observatory: Mapping the Animation Industry in Europe, online on 

http://www.obs.coe.int/en/publications/2015 
44  https://www.mediapeers.com/  

http://www.medienpolitik.net/wp-content/uploads/2013/10/TIME_2013_TV-platforms.pdf
http://www.ard-zdf-onlinestudie.de/fileadmin/Onlinestudie_2015/0915_Kupferschmitt.pdf
http://www.ard-zdf-onlinestudie.de/fileadmin/Onlinestudie_2015/0915_Kupferschmitt.pdf
https://www.mediapeers.com/
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International sales agents support foreign productions entering the German market by supporting the 

marketing process, identifying best business partners, dealing with the legal agreements and selling 

their distribution rights for the respective territories. In return, an international sales agent receives a 

share of the production’s revenues.  

 

In addition, agents in the German TV and film sector mainly operate in the recruiting or personal 

management field – they intermediate between the production company and actors, directors, screen 

writers, and on a minor level production staff such as director of photography or similar professions.  

 

Agents base their business on their strong personal experience within the sector and their vast 

personal networks. Based on their expertise in the industry they support their clients in finding the 

best conditions with the commissioning parties. They mainly operate on a personal level and their 

business model is also based on a revenue percentage. Digital portals such as crew united 45 play a 

relevant role in the recruiting business and are popular means for the acquisition of projects amongst 

artists in the field of content production. 

 

 

Games 

 
Europe’s strongest gaming market is based in Germany - about half of the population (41.5 million) 

perceives itself as gamers and 23.1 million of these pay for this entertainment format – though there is 

a slight decrease in average spending in 2015 to about €144 down from €152 in 2014. 46  

 

The industry’s revenues increased to €2.8bn in 2015 – a 4.5 percent growth towards 2014. The major 

share of this revenue comes from game purchases with sales of €1.2bn, followed by hardware 

purchases (€897m) including consoles and other gaming equipment. Further sources of revenue are 

virtual goods (€562m) and subscriptions (€145m) 47. 

 

Germany’s games business is characterised by a strong variety. From high level Triple A Studio 

Productions with high quality graphics that often engage hundreds of developers up to casual mobile 

games with short sequences and simple graphics often developed by a handful of coders within some 

weeks or even days. Those smaller studios dominate the landscape with strong clusters in Berlin, 

Hamburg and Frankfurt. 30,000 people work within the games sector, in production, sales, 

distribution, research, or institutions. 276 of the 450 companies are defined as developers, another 67 

publishes games, the rest of 107 act as developer and publisher in parallel.48 The majority of the about 

450 companies is rather small or medium sized with up to 50 employees. 70% of German games 

                                                           
45 http://english.crew-united.com/ 
46 Newzoo Market Research: The German Games Market, online on: 
https://newzoo.com/insights/infographics/german-games-market/ 
47 GTAI: The Games Industry, online on: GTAI, GAME Association and Newzoo Market Research,  GAME 
Association, online on: http://game-bundesverband.de/umsatzprognose-fuer-2015-stabiler-markt-mit-trend-zu-
smartphones-und-tablets/ and Newzoo Market Research: The German Games Market, online on: 
https://newzoo.com/insights/infographics/german-games-market/ 
48 GAME Association, http://game-bundesverband.de/umsatzprognose-fuer-2015-stabiler-markt-mit-trend-zu-
smartphones-und-tablets/ 

http://game-bundesverband.de/umsatzprognose-fuer-2015-stabiler-markt-mit-trend-zu-smartphones-und-tablets/
http://game-bundesverband.de/umsatzprognose-fuer-2015-stabiler-markt-mit-trend-zu-smartphones-und-tablets/
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companies had less than 15 employees in 2012, only 10 % 50 or more. 49 Amongst them are Wooga, 

Bigpoint, Gameforge and Gameduell – all active in the field of browser social media or mobile games. 

 

Most big international games companies have their offices in Germany, mainly focussing on sales and 

marketing activities. Import numbers prove the popularity of international productions. Consumer 

spending in the games market reach up to more than €2bn, German companies generate revenues of 

about €1bn. 50 The import rate is currently at about 54%. The different market segments show 

differentiated dynamics. The PC games and console market currently shows stable numbers. Triple A 

console titles that are globally successful also dominate the German market. 

 

After rapid growth in past years’ sales numbers in web / casual games declined currently, on the other 

hand tablet or mobile games show growth rates of about 20%51. This development goes along with the 

overall shift in media consumption on mobile devices. In 2015 already every second German citizen 

had become the owner of a smartphone.52   

 

Following the boom of social games – mainly implemented on social platforms such as Facebook - and 

correlating with successful market shares of German companies such as Wooga or Bigpoint – the trend 

goes now to games for mobile devices. Most of them base on free-to-play models that generate 

revenues by the sale of extra items within the games. Revenues of about €200m were generated by 

virtual add-ons in 2013 – a growth to up to €400m in 2017 is forecasted for the German market.  The 

virtual add-ons as a business model will be used in more games formats such as console or any other 

mobile format. 53  

 

There is huge potential in relation to gaming and Big Data. German Analytics service providers such as 

GameGenetics or Glispa follow the trends. Their services improve marketing and customer relationship 

management, the better analyses through big data support the business model the more effective 

digital processes will be. Games engines (a software framework designed for the creation and 

development of video games) of German origin are amongst the globally prevalent – e.g. CryEngine by 

Crytec. 

 

E-sports - and the activities in the e-sports league – enjoy a growing popularity amongst gamers. E-

sports events attract more than 15,000 viewers to a stadium to watch an e-sports game show the 

commercial potential of this gaming trend. Recently major clubs in the German football league started 

their engagement in the fields of e-sports establishing their own e-sports teams.  

 

Web video platforms that broadcast live gaming have established themselves as a relevant market 

player, the globally most successful Twitch (taken over by Amazon in 2014) has more than 10 million 

daily active users. 54 German platforms such as Mediakraft occur with million viewers for channels 

broadcasting entertaining, lifestyle gaming content and more. Amongst them are single gaming 

                                                           
49 MfG Innovation Agency: GamesBW – Games made in Baden-Württemberg, online on 

http://innovation.mfg.de/polopoly_fs/1.43221.1470987897!/file/gamesbw_broschuere_august%202016.pdf 
50 GAME Association 
51 GAME Association and Newzoo 
52 BITKOM 
53 BIU Marktdaten: https://www.biu-online.de/marktdaten/downloads-umsaetze-in/ 
54 https://www.twitch.tv/p/about 
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channels such as the „Lets Play “formats that reach up to 30 million clicks per month and generate 

their revenues by advertising partnerships and similar ad related profits.  

 

Gamification is a growing market meeting the demands of various sectors - from transport services to 

advertising or marketing campaigns. The mechanisms of gameplays are more and more used to 

change processes or behaviours. There is anticipated potential in educational training applications, 

such as simulation.  

 

Virtual Reality games and applications are coming to the fore in the German market. VR is perceived as 

a major important new development and will become a relevant platform for games and for other 

digital media over the next few years. With strong demands for industrial applications – mainly in the 

automotive and machine building sector – strong clusters of VR and AR technology for industrial and 

educational applications are currently being developed, mainly by the industrial sector in Southern 

Germany.  

 

Since 2009 Cologne hosts Europe’s biggest trade fair and conference for games gamescom – that 

yearly attracts up to 350,000 visitors as well as hundreds of exhibitors from currently 96 countries.  

Furthermore, in Berlin the International Games Week takes place every year and boasts an impressive 

conference programme with up to 12,000 participants. 

 

Games productions are either operated independently by a “Indie studio” and after finishing are sold 

to a publisher or published on global portals such as the app sores or platforms such as Twitch or 

Mediakraft. Independently published games often struggle with a lack of visibility and market 

coverage resulting in a trend to distribute the game via a publisher who has stronger expertise in 

marketing and promotion. Publishers take over at any stage of the development process from early to 

beta test stages. Another way of financing a game occurs when a publisher commissions a games 

developer, which is either happening based on previously purchased licenses – e.g. for a popular comic 

character -  or following a submission from the developer.  

 

Public funding is available on regional, federal and European level – though the ranges remain on a low 

level – games gain a growing recognition as economic and innovation drivers. Models to support 

international collaboration are only developed at European level where game developers benefit from 

programmes that support creative as well as technological achievements.   

 

Role of Agents  

 

Within the German games sector agents mainly offer their services in promotion and communication. 

These activities are undertaken by the games publishers themselves. A few agencies are active in 

licensing. Major licensing deals are facilitated by specific in-house departments of game publishing 

houses or specialised global brand license agents/agencies.  

 

Recruiting mainly happens via individual contacts, in-house departments or digital portals. A few high-

profile game designers/illustrators though work with agents when it comes to deal with clients in 

terms of contracts and conditions. 55 Still this is happening on a global basis and is not very common in 

the German market where often specialised law firms are involved in negotiation/contract processes.  

                                                           
55 Please see chapter Design – Role of Agents  
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Circus & Theatre 
 

Circus Market 

 

Circus in Germany is not perceived as an established sector within the creative industries as it is in 

other European countries. A depreciative attitude derives from the dark times of the Third Reich still 

prevails in terms of recognition of circus as a cultural/creative business sector. Accordingly, there are 

no national economic statistics regarding revenues or employees.  

 

Following a strong market consolidation in the 1960s – due to growing competition caused by new 

entertainments genres such as cinema, television or entertainment parks – only the late 1970s 

brought a fresh momentum to the German circus landscape- with creating a rather romantic 

sophisticated overall entertainment experience. Recent years brought a new culture and growing 

recognition to the sector, mainly based on the major success of the Canadian Cirque du Soleil, and 

resulting in the “Cirque Nouveau” scene whose techniques involve dance and variety elements.  Still 

local productions struggle to finance their productions and a lack of permanent locations to rehearse 

and perform shows.  

 

A European study stated about 450 circus companies in 2003, though only 30-40 of those may be 

counted as rather big traditional houses – which hire external artists and further employees in contrast 

to family businesses with rather few employees that are often part of the wider family. 56 Those small 

family based circuses tour to specific regions or federal states whilst the bigger houses travel and 

perform nationwide and sometimes run international guest performances.  

 

Whereas traditional productions, variety and dinner variety formats base on business models that 

allow one production to be performed several times and thus monetising the productions and 

development costs new circus productions lack of opportunities to perform and thus often result in 

financial difficulties. Only few international productions such as Cirque Du Soleil manage to attract 

sufficient visibility and audience.  

 

International productions enter the German market mainly via festivals or guest performances – often 

in “solid” variety locations in bigger cities. Variety theatres have established as a relevant part of the 

German circus landscape since the late 1980s. There are about 15 “solid” theatres with throughout the 

year performances and numerous further varieties with seasonal business and touring shows. The 

biggest European variety companies is based in Germany the GOP Entertainment Group with about 

600 employees. Recruiting of national and international artists is mainly operated via in-house 

departments. Still those variety houses act as the main entry to German stages for international circus 

artists and productions. Most performing artists in German variety theatres come from Canada, France 

or Sweden. 57 

 

Getting to know relevant players in the market happens via personal networks, festivals such as 

Zirkusfestival Berlin, Düsseldorf Festival or Tollwood Festival in Munich provide opportunities to meet 

and match. Locations that host circus or variety performances invite international productions – 

                                                           
56 http://netzwerk-zirkus.de/zirkuslandschaft/traditioneller-zirkus/ 
57 Verena Schmidt: PRODUKTIONSBEDINGUNGEN DES ZIRKUS IN DEUTSCHLAND, online on http://netzwerk-

zirkus.de/wp-content/uploads/Gesamtdokument.pdf 
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mainly via their in-house departments which are often excellently connected through a personal 

international network.  

 

Theatre Market 

 

Within the German theatre landscape, you will find 142 public theatres, town theatres and 

countryside stages as well as 130 orchestras incl. theatre orchestra, 221 privately run theatres and 77 

theatre festivals spread all over the country.  In the 2014/15 season 39 million people attended these 

stages. 21 million visitors came to 67.437 events that were presented on public stages.  

 

Public theatres are amongst the biggest subsided cultural sectors in the country. In the last season, 

most public theatres and orchestras received support in the region of €2.37bn 58. In addition to this 

public funding, theatres are supplementing their own income. Therefore, revenue can go up to €535m 

for public and private theatres. 44,143 employees are based in theatres and orchestras, together with 

27,238 freelancers.  

 

Production/ensemble theatres are performing own or buy foreign productions and working with a 

fixed group of actors and other production staff whilst presenting theatres work with external 

productions that include their own companies. The production manager is based in the production 

theatre or in the company and responsible for all issues related to the production including recruiting 

and rights management.  

 

Playwrights are mainly sold and bought by theatre publishers who are acting as literary agents. 

Amongst them are several publishing houses that are specified on playwrights for theatre only, 

additionally there are general publishers who distribute theatre plays besides genres such as fiction 

whilst others cover a mixed genre portfolio incl. various media such as music and television 

programmes’ scripts.  

 

The main business markets are represented by various “Stueckemaerkte” (playwright markets) that 

mainly take place in parallel to major theatre festivals. The most relevant one runs alongside the 

Theatertreffen in Berlin (since 1978). It has established as the main forum for new European 

contemporary plays and yearly attracts the whole sector. International productions find opportunities 

to network and explore the market here.  

 

  

                                                           
58 As Culture in Germany is subject to the federal states, public finding mainly derives from the federal states or 

regions whereas the BKM has additionally set up funds to support theatres. Furthermore, there is a row of 

cultural foundations and institutions that fund theatres’ operations. Especially the German Goethe Institute has 

set up programmes to support international coproduction.  
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Role of Agents  

 

There are few agents present in the German circus and theatre landscape.  

 

In the circus business agents often act as managers involving not only administrational/contract 

related questions but also running promotion and marketing activities to assist the artist/the 

production. Circus agents and managers are characterised by a strong network - often deriving from 

previous professional engagement in the sector and strong knowledge of the industry’s dynamics, 

relevant players and opportunities. Bigger international circus productions aiming to tour throughout 

Germany are recommended to find an international agent who will identify a national tour promoter 

which is responsible for the overall concept of the tour – similar to the organisation of music events. In 

contrast, a circus artist should engage his personal network and request an agent or manager 

specialised in genre and the region s/he targets for his performances, the agent then identifies the 

suitable locations such as regional variety theatres or festivals to find opportunities to perform.  

 

Whilst the landscape of theatre agents has changed over time and they were recognised for their 

strong presence in the creative process, Agents support actors and other theatre employees, in terms 

of working conditions and contracting. The theatre manager has the responsibility to find a company – 

an agent no longer has a stake in employing creative talent. The scenery of theatre companies and the 

number of theatre actors has decreased and has shifted towards theatre and film.  Theatres have 

become more and more reluctant to work with agents in the traditional way – also due to a payment 

system (dating back to 1910) which dictates that the agents’ fee is to be shared between the actor and 

the theatre. Agents are playing a stronger role when working with ensemble theatres – and will find 

the best deal for their clients and advice regarding their contracts.  

 

 

Literary Agents 
 

Book Market   

 

Germans love books!  On average, Germans read nine books per person, per year. The German book 

market experienced a slight decline of 1.5 % in revenues to €9.19bn in 2015 though.59 Per 

Börsenverein des Deutschen Buchhandels this drop was mainly caused by the lack of mega sellers that 

strongly effected the global market the year before. About 48% of the revenues are generated by 

bricks and mortar bookshops, another 17.4% is generated by online retail.  Publishers raised the share 

of their revenues by direct sales up to 20.9% of the overall market.  There are 21,600 companies 

related to the book market in Germany. Amongst them are about 2,100 publishing houses and nearly 

3,900 bookshops. The best-selling segment is Fiction (32.1%), followed by children’s and youth 

literature (15.8%). 60 

 

 

 

                                                           
59 http://www.boersenverein.de/sixcms/media.php/1117/wipk16-ig1.pdf  
60 Frankfurter Buchmesse: Buch und Buchhandel in Zahlen 2015, online on 
http://www.buchmesse.de/images/fbm/dokumente-ua-
pdfs/2015/details_buchmarkt_deutschland__2014__neu__53367.pdf 

http://www.boersenverein.de/sixcms/media.php/1117/wipk16-ig1.pdf
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The German book market is regulated by ‘fixed book price legislation ‘that states that a book cannot 

be priced differently on different platforms. E-books’ relatively market shares remain relatively modest 

with only 4.5% of all books sold (in 2015, 4.3 in 2014) 61 – across all genres and book types – despite 

the prices for e-titles went down constantly from €10-11 in 2010 to about €7,50 in 2014. With their 

own e-book reader Tolino German publishing houses and book sellers cooperating with the 

telecommunication giant Deutsche Telekom aim at fighting against Amazon ’s market dominance. 

Currently Tolino and Amazon ’s Kindle share the market equally, whilst Amazon 's stake in the total 

online book sales still covers about 70% according to the Association of German Mail-Order 

Booksellers 62.  

 

German readers like foreign book translations into German. Accordingly, the share of first editions and 

reissued titles that were published as translations stays rather constant between 12 and 13% in recent 

years63. English titles dominate the market with about 2/3 of the overall translated works.  

 

Two market opportunities taking place yearly for all book market stakeholders and furthermore 

provide the best opportunity to network, to promote or to access the local market for international 

players:  Each spring the east German city of Leipzig welcomes the sector to the Leipzig Book Fair and 

organises an extensive programme all over the city. 195,000 visitors participate in the fair and meet 

2,250 exhibitors from 42 countries. In 2016, more than 400 international exhibitors presented their 

titles - traditionally mainly based in Central, South East and Eastern Europe. Though there is no regular 

country specific focus, the Leipzig Book Fair has featured international regions such as the Baltic 

states, the Nordic countries, Israel and Korea in the past years.  

 

Based on a 500-year tradition in 1949 the Börsenverein des Deutschen Buchhandels newly established 

the Frankfurt Book Fair which attracts a large number of readers and professionals from the literary 

sector each October. In 2015, 7,100 exhibitors from more than 100 countries participated in the fair – 

66% of them were international. About 276,000 visitors incl. 140,000 professionals attended the five-

day event.  Due to its long tradition with international relations the relevance of Frankfurt for 

international interest is much stronger than that of Leipzig. Experts even speak of a “Frankfurt effect” 

– when invited Guest of Honour countries experience a strong increase of translated publications sold. 

Thus e.g. in 2014, Finland represented the international focus and could almost double the number of 

Finnish licences sold from 47 to 81.   

 

The Literary Agents and Scouts Centre represents the wold’s biggest centre for the negotiation of 

rights and licenses and yearly gathers about 300 agencies with more than 600 registered agents from 

over 30 countries are represented in the LitAg each year in the frame of the Frankfurt Book Fair.  

The International Rights Directors Conference furthermore gathers yearly about 200 rights and license 

managers and agents to meet and discuss.  

 

 

 

  

                                                           
61 http://www.boersenverein.de/sixcms/media.php/1117/wipk16-ig1.pdf 
62https://www.goethe.de/en/kul/lit/20468494.html 
63 source: Frankfurter Buchmesse: Buch und Buchhandel in Zahlen 2015 ( 
http://www.buchmesse.de/images/fbm/dokumente-ua-
pdfs/2015/details_buchmarkt_deutschland__2014__neu__53367.pdf 
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Role of Agents 

 

Literary agents act as intermediary between publishing houses and authors. An estimated 60% of all 

German authors commissioned literary agents in 2013.64 Estimates about the number of agents range 

between 100 and 200. Publishers are supported in the selection process in finding interesting texts. 

Literary agents establish relations to publishers for their authors, they identify suitable publishing 

partners, set up collaboration, and take over negotiation about exploitation rights and communication 

between the two parties.  In international business agents mediate between the original publisher and 

licensees. For their work, they receive a commission which depends on the amount of the contract and 

comprises an about 15% share of revenues on average.  About 2/3 of the titles of bigger publishing 

houses have been initiated by agencies, licences for foreign language books are bought via agencies. 65  

 

The Nazi Regime caused the expulsion of a major part of Germany’s artists in literature, film, theatre 

and many more branches and with them their accompanying agents – the landscape of artists’ agents 

has only developed slowly since World War II. Still major agencies for the German speaking countries 

are in Zurich and about 60-70% of the English American rights imports are operated via Swiss agencies. 

Agencies focussing on buying translation rights for foreign titles are defined as “sub agencies” 

(Subagenturen).   

 

 

Communication & Advertising Services 
 

Communication and advertising represents the strongest German creative sector. 66 With €25.5bn that 

have been invested in advertising activities operated by 30,717 advertising companies in 2015 plus 

another €19bn that have been generated by commercial communication the overall market volume 

reaches €45bn. The advertising and communication industry employs 900,000 people67 and has its 

strongest client base in communication services in the automotive sector, followed by banks/finance 

service providers and food/food retail. Television remains the most relevant advertising platform with 

revenues of about €4.4bn followed by newspapers and online and mobile on 4th position with €1,8bn 

ad-spending - media in general cover about 60% of all advertising expenses. Accordingly, the 

advertising sector faces the growing impact of the digitisation of media and is actively developing new 

ways to measure and target its activities and their impact to consumers.  

 

As in any other sector new players are mixing up the scenery, new coalitions are being formed to catch 

up with recent developments. The growing digital media distribution as well as Big Data and 

algorithms’ growing relevance pave the way for IT providers such as IBM, SAP or Adobe establishing 

their own digital advertising systems (programmatic advertising) disrupting the market of advertising 

media agencies 68. Differentiating media such as the broadcaster RTL and publishing House Gruner + 

Jahr form an advertising sales alliance to improve their performances. Finally, social media is 

disrupting the communication as a whole –on the individual and on the public level. New search and 

                                                           
64  Josephine Valeske: Auf der Jagd nach neuen Titeln, in Berliner Zeitung · Nummer 233 · 5./6. Oktober 2013 

http://www.berlinagency.de/fileadmin/user_upload/Bilder/pdfs/auf-der-jagd-nach-neuen-titeln.pdf  
65 Gabi Strobel: Keine Mondpreise, in: 24 . 2015 börsenblatt, page 34.  
66 http://www.zaw.de/zaw/aktuelles/meldungen/160519-ZAW-Jahresbilanz-Werbewirtschaft-2015.php 
67 ZAW, http://www.zaw.de/zaw/branchendaten/wirtschaft-und-werbung/?navid=116153116153  
68 http://www.horizont.net/marketing/kommentare/SAP-Warum-die-Attacke-aus-Walldorf-den-digitalen-
Werbemarkt-veraendern-wird-140427  

http://www.berlinagency.de/fileadmin/user_upload/Bilder/pdfs/auf-der-jagd-nach-neuen-titeln.pdf
http://www.zaw.de/zaw/branchendaten/wirtschaft-und-werbung/?navid=116153116153
http://www.horizont.net/marketing/kommentare/SAP-Warum-die-Attacke-aus-Walldorf-den-digitalen-Werbemarkt-veraendern-wird-140427
http://www.horizont.net/marketing/kommentare/SAP-Warum-die-Attacke-aus-Walldorf-den-digitalen-Werbemarkt-veraendern-wird-140427
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discovery recommendation systems are finding their way into communication and advertising and 

specialised social media service providers are just evolving.  

 

Within advertising business is split between advertising designers such as graphic artists, art directors, 

illustrators, copywriters or advertising agencies, who employ these creative experts and on the other 

hand advertising media agencies focussing on the promotion and mediation of advertising time and 

space. Advertising design is represented by more than 95% of the advertising companies and is 

characterised by the highest share of freelancers – which is about a third.  11.6% of all companies 

export their services and 1.4 % of the overall revenues are generated by exports.  

 

Advertising designers’ business has developed towards an integrated communication which is 

including all communication external and internal including specific advertising activities. Accordingly, 

advertising has become mainly part of an overall integrated communication strategy to create a 

brand’s image. Therefore, advertising and communication services overlap increasingly, and it is hard 

to find an agency that is specialising in one field but rather providing integrated services. With the 

upcoming landscape of digital agencies whose services include marketing, social media & PR on digital 

platforms the separation of services is even harder.  

 

Düsseldorf is the advertising metropolis of Germany whilst Berlin hosts the main political 

communication as well as online advertising agencies in Germany. As a business location, Berlin 

accounts for around €1.5bn of the €30bn invested nationally in online advertising, with such agencies 

as APERTO, POPULIS MEDIA, or TLGG serving the online media segment. 

 

One of the most relevant events for the sector’s representatives to meet and initiate business is the 

yearly dmexco event which this year brought together more than 50,000 international participants 

meeting more than 1,000 exhibitors – half of them internationals – and has a focus on the digital 

communication market. The sector also celebrates its achievement in the frame of the ADC Festival 

which awards creative works in the field of advertising and communication. 

 

Role of Agents 

 

Despite the advertising and communication sector’s size, it is characterised by micro business and 

SMEs. Most agents act as a full-service advertising agency, specialised in business-to-business, 

commerce and institutions and include consulting, creative planning and quick implementation into 

their services.   

 

Recruiting in the advertising and communication sectors goes a common way in Germany – via a 

personal network, recruiting portals or specialised talent agencies but is not primarily happening via 

agents.  

 

 

Design  
 

With its impact into all economic sectors design has been increasingly recognised as a driver for 

innovation. Design Thinking has established as a popular approach for developing concept throughout 

all economic areas, usability design has become inevitable for all kinds of digital products and 
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applications. With the growing popularity of a visual culture, visual design – as illustration or graphic 

design – design finds an unlimited coverage especially in the digital age.  

 

The sector counts for more than 56,000 companies that generate annual revenues of €18.8bn. Nearly 

138,000 people work in the design sector of which nearly 82,000 are employed. The design industry is 

characterised by high percentage of freelancers and micro businesses. A third of revenues derive from 

these generating revenues below €2m per year. A third of freelancing designers are active in the field 

of advertising design, followed by photographers, graphic and communication and interior designers.  

 

The export share is 3.4 % of all revenues in the design sector with a strong contribution of the 

jewellery branch whilst the export rate amongst graphic and communication design remains on a low 

level - with only 1.1 percent.69   

 

Ongoing digitisation makes it harder- also for the design sector - to define boundaries between the 

different sectors and professions – there are designers designing sophisticated games characters in the 

creation of complex AAA title games and there are Illustrators designing company’s logos for social 

media channels. Especially Illustrators find an extended operating field with new opportunities in 

animation, games, VFX or the development of Apps.  

 

The yearly International Design Festival Berlin unites participants from all design disciplines. 300 

designers from 18 countries presented their works at the festival and about 10,000 visitors from across 

the world attended the exhibitions in 2015.  

 

Role of Agents 

 

Agents in the design sector take only a marginal role.  In general, license or IP related activities are 

usually operated in-house or by a law firm/lawyer. Acquisition of commissions or recruiting of 

personnel is happening either via personal networks or via specialised recruiting or crowd based 

platforms or portals which present portfolios or professionals. There are a few agents specialised in 

design, communication or illustration that act as personal managers – their services include the 

acquisition of projects, dealing with the clients in terms of contract and acquisition and sometimes 

advising the designer or illustrator regarding their careers.  

 

 

Licensing and Retail  
 

Retail trade is Germany’s third strongest economic sector, following industry and the crafts, the sector 

revenues of €512bn. The German retail market is highly competitive, and shows a continuous growth.  

Particularly strong growth in terms of value sales is in outlets, e-commerce and specialised goods and 

non- grocery sales channels. Large domestic retailers dominate the structure; 366,000 active 

companies employ 3 million people. Food and apparel are the largest retail segments. 

 

                                                           
69 Monitoring zu ausgewählten wirtschaftlichen Eckdaten der Kultur- und Kreativwirtschaft 2014. BMWi (Hrsg.) 

2015. 
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More than 460 large shopping centres are in Germany, though about half of them are facing a decline 

in profits. Due to E-Commerce, changing consumer expectations and competing urban innovative 

retail concepts, their attractiveness is decreasing. 

 

The German license market has a strong potential for growth, characters well known from comics, 

television or games formats are most likely to be successful as the higher the degree of popularity the 

higher is their potential. Within the German licensing sector, apparel, toys, publishing and food & 

beverages represent the strongest segments. 

 

Only within the toys market licenses generated revenues of €450m in 2015 with Star Wars leading the 

brands’ ranking with €50m.  The German Football League ranks amongst the most successful global 

licensors. And regular Football Championships continue to play a role in sports and entertainment. 

 

Role of Agents  

 

Commercial agents act as an intermediary between different levels in the market – e.g. between 

wholesale and retail. As in general nowadays, sales and distribution deal with a difficult landscape of 

saturated competitive market hiring an external commercial agent represents an effective and cost-

saving opportunity for retail and wholesale. Accordingly, outsourcing sales and distribution to b-2-b 

commercial agents is popular in nearly all industries. Commercial agents are characterised as cost 

effective supporters with a strong knowledge of market and solid local presence.  

 

The commercial agents’ sector is multifaceted and complex, there are commercial agents operating 

between manufacturers and wholesale, between manufacturers themselves; partly even between 

wholesale and retail. Commercial agents cover import and export as well as national or regional 

business. Commercial agents represent brands or products or whole companies.  

 

In Germany 60,000 agents employ 204,000 people – a fourth of Germany’s commercial agents work 

solely on a freelance basis. The sector generates revenues of approx. €178bn incl. €5bn of personal 

sales volume. Therefore 30% of all goods (nationally) are intermediated by commercial agents. The 

various types of commercial agents are reflected by the variety of their clients, manly deriving from 

manufacturing (industry 47%, craft 19%). About 54% of the agents are active for the retail industry, 

52% for the wholesale, 7% for the food service sector and almost 15% for public institutions.70  The 

highest revenues are generated in the field of machinery (16.7% of the number of companies) and 

technical equipment, followed by furniture, household and hardware (11.2%). Textile, clothes and 

shoes represent 7.4 % of all generated revenues and 8.2% of all commercial agent companies. 71 

 

In general, commercial agents represent more than one business, representing 4.6 principals on 

average – a slight decrease in comparison to 2010 (5.4). The importance of overseas business has 

increased steadily in the recent years. Currently, approximately half of agencies act for at least one 

overseas company. The fashion sector is the most international sector.   

 

                                                           
70 CDH: Market and Data, online on: http://en.cdh.de/handelsvertreter/daten-fakten, Data referring to Creative 

Industries percentages is not available.  
71 Branchenbrief „Handelsvertreter“, online on https://www.vrbankonline.de/content/dam/f0137-

0/mediathek/Branchenbriefe/Handelsvertreter.pdf 

http://en.cdh.de/handelsvertreter/daten-fakten
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Commercial agents’ services include market exploration, market intelligence and sector information, 

advisory and training, service provision such as representation to fairs, exhibitions, special campaigns 

and even storage and logistics. Commercial agents work on commission basis and receive a specific 

share of the revenues plus occasionally a service fee. There are no sector-wide rules for calculating a 

“typical commission rate” – each percentage is individually negotiated. The agents cover all expenses 

from travel to personnel themselves.  

 

The share is usually agreed on in the frame of a commercial agent’s contract. The average provision 

covers 4% of the intermediated revenues. The height is usually depending on several factors, such as 

intensity of customer contact, grade of competitiveness, required service range and the market 

positioning of the represented company or brand. 72Accordingly, a mass product will cause a lower 

share than a high-quality product that is sold in lower numbers. The provision of a product that is easy 

to sell will clearly be lower than of one that requires an awareness campaign. Average in the retail 

sector can be drawn from Capital and FMCG (Fast Moving Consumer Goods); 2.8% capital goods with 

4.5%, consumer goods 4.6%, convenience goods 5.4% and food and beverages with 2.6%. 

 

  

                                                           
72 Branchenbrief „Handelsvertreter“, online on https://www.vrbankonline.de/content/dam/f0137-

0/mediathek/Branchenbriefe/Handelsvertreter.pdf 
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4. APPENDICES | Listings of Main Players and Professional Organisations 

4.1 UK 

4.2 GERMANY   

4.3 FURTHER EU MARKETS 


