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Venktesh Prasad 
Business Consultant – Team Leader

1.	YOU’VE REACHED YOUR 7-YEAR MILESTONE AT 

HANDELOT. WHAT DO YOU ENJOY MOST ABOUT 

WORKING HERE, AND IS THERE ANYTHING 

YOU’RE LESS FOND OF?

I joined Handelot right after completing my master’s, eager 

to gain international experience. After a long and rigorous 

interview process, I was fortunate to start my career here, 

and seven years later, it’s been an incredible journey. What 

I enjoy most is the dynamic, multicultural environment 

where learning is an ongoing process. I’ve grown from a 

Business Developer handling Middle East markets to lead-

ing teams and overseeing North America, while managing 

a diverse group of talented people. The exposure I’ve gained 

at Handelot has been truly enriching - whether it’s working 

closely with clients around the world, understanding their 

needs and challenges, and supporting them with person-

alized, one-on-one service, or attending global tech events 

like IFA, where I stay updated on the latest technologies and 

industry trends. I’ve also had the privilege of witnessing the 

company’s growth firsthand, from 2,400 to over 5,300 part-

ners, and being an active part of the Handelot TenMeetings 

event, which focuses on building genuine, long-term rela-

tionships. Every interaction here, whether with colleagues 

or clients, is an opportunity to learn, share knowledge, and 

grow together - and that collaborative, people-first culture 

is what keeps me inspired every day.

Of course, no journey is without its challenges. In a 

fast-paced industry like ours, maintaining work-life 

balance can sometimes be tough, especially when jug-

gling multiple responsibilities and time zones. But the 

supportive management at Handelot makes those busy 

periods much easier to navigate. It’s a place where you’re 

constantly growing, not just in your role, but as a person, 

and that’s what makes it special for me.

2.	LOOKING BACK, WHICH ACHIEVEMENTS DURING 

YOUR TIME AT HANDELOT ARE YOU MOST PROUD OF?

One of the achievements I’m most proud of is being part 

of the team that organised and successfully executed 

the Handelot’ TenMeetings event. From reaching out to 

partners to ensuring every detail was in place, it was in-

credibly rewarding to see the event come together and 

strengthen our business relationships. It wasn’t just an 

event; it was a milestone that reflected our team’s hard 

work and dedication.

Another proud moment for me was being featured as 

the first employee on the cover of Handelot’s magazine. 

Sharing my journey and experiences was not only an 

honor but also a reflection of how far I’ve come with the 

company. Over the years, I’ve taken ownership of various 

responsibilities - whether it’s onboarding new partners, 

driving sales conversions, or helping clients upgrade 

from premium to elite packages. Every small win has 

been meaningful because I know it contributes to the 

bigger picture of growth. And being part of that journey 

is something I truly take pride in.

3.	WHICH PARTS OF YOUR WORK DO YOU FIND 

MOST FULFILLING?

As Team Leader, I find the most fulfilling aspect of my 

role to be working closely with clients to understand 

their needs, challenges, and goals truly. Every client 

has a different story, and being able to support them - 

whether by solving problems, offering tailored solutions, 

or helping them expand into new markets is incredibly 

rewarding. There’s a real sense of satisfaction in building 

long-term relationships, seeing clients return year after 

year, and watching their businesses grow and succeed 

across different regions.

Equally rewarding is witnessing the company’s growth, 

from the addition of new departments like Marketing 

and Energy to the steady increase in client numbers and 
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overall revenue. Leading a diverse team, sharing knowl-

edge, and supporting the professional development of 

colleagues adds another layer of fulfilment. The combi-

nation of client success, company progress, and team 

growth makes the role both dynamic and meaningful.

4.	WHAT ARE THE MAIN CHALLENGES YOU 

ENCOUNTER IN YOUR DAILY WORK?

One of the main challenges in this role is navigating the 

fast-paced nature of the industry, where clients have 

high expectations and often come with urgent or un-

usual requirements that demand quick, tailored solu-

tions. Managing delays in client responses, while still 

ensuring smooth coordination, adds to the complexity. 

Additionally, external factors like geopolitical tensions, 

trade tariffs, and sanctions between countries can di-

rectly impact stock availability, pricing, and logistics. 

Resolving issues such as stock disputes and payment 

terms, and ensuring timely deliveries, requires constant 

attention and proactive problem-solving to maintain cli-

ent trust and satisfaction.

5.	WHAT GOALS WOULD YOU LIKE TO ACCOMPLISH 

IN THE COMING YEAR?

In the coming year, my goal is to grow my client portfolio 

by building strong, long-term partnerships and explor-

ing new potential markets. I also aim to take on more 

leadership responsibilities in decision-making and team 

management. A key focus will be on improving client re-

tention to strengthen partner relationships, and active-

ly expanding our presence in the refurbished and used 

electronics categories. On a personal level, I plan to upskill 

by completing AI certifications, a data analysis course, 

and attending industry workshops/events to stay aligned 

with market trends and bring added value to my role.

6.	HOW DO YOU SEE OUR BUSINESS CHANGING OR 

GROWING OVER THE NEXT FEW YEARS?

The consumer electronics market, encompassing Mo-

bile phones, IT products, and Home appliances, is con-

tinually evolving and expanding. We’re seeing a steady 

rise in new brands entering the market with innovative 

technologies and trend-driven products that are in high 

demand. Additionally, the economic growth in many de-

veloping countries has opened up new, high-potential 

markets that were previously untapped. Many Europe-

an companies are also launching new brands to cater to 

these emerging opportunities, signalling strong growth 

potential in both established and developing regions.

At the same time, there’s a noticeable shift toward sus-

tainability. With growing environmental awareness and 

increasing demand for refurbished and used products, 

governments especially within the EU are promoting 

circular economy practices through legislation and in-

centives. This encourages companies to adapt their 

business models to be more eco-conscious, and the de-

mand for sustainable electronics is likely to continue ris-

ing significantly in the coming years.

7.	IN YOUR VIEW, WHICH PRODUCTS ARE 

CURRENTLY GENERATING THE HIGHEST PROFITS? 

The profit potential in the consumer electronics mar-

ket is highly influenced by timing, product launch cy-

cles, and evolving market trends, rather than any single 

product category. That said, the mobile phone industry 

remains one of the most dynamic and fast-moving sec-

tors, with frequent upgrades and replacements driving 

consistent demand and profit opportunities. Mobile ac-

cessories both branded and non-branded also offer high 

margins due to lower production costs and strong con-

sumer demand. Additionally, there has been a notable 

surge in personal care electronics, including grooming 

and wellness devices, as well as audio-visual products 

such as earbuds, smart speakers, and home entertain-

ment systems. Mid-range products often deliver higher 

profit margins than premium models, particularly when 

aligned with current trends and consumer needs. Over-

all, flexibility and responsiveness to market shifts are key 

to identifying high-profit opportunities in this space.

8.	WHAT ADVICE WOULD YOU OFFER TO NEW 

EMPLOYEES JOINING HANDELOT?

My advice to new employees is to be patient and willing 

to learn. Take initiative, ask questions, and don’t be afraid 

to make mistakes and that’s how you grow. Build strong 

relationships with your team and clients, and stay 

open to new challenges.� 
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Quick Hits
A selection of corporate news from around the tech world

Apple Watch Blood Oxygen 

Feature Makes a Comeback in 

the U.S.

Apple has officially re-enabled the blood oxygen moni-

toring function on Apple Watch Series 9, Series 10, and 

Ultra 2 models sold in the United States. The feature 

returns through the latest iOS 18.6.1 and watchOS 11.6.1 

updates, marking the end of a months-long restriction 

caused by a patent dispute that temporarily blocked 

the technology for U.S. users. In its redesigned form, the 

blood oxygen readings are now processed entirely on 

the paired iPhone rather than directly on the watch, a 

technical change that sidesteps the legal issues while 

keeping the functionality intact. Data appears in the 

Health app’s “Respiratory” section, where users can still 

view historical trends, track daily averages, and monitor 

changes over time. The move comes after a recent deci-

sion by the U.S. Customs and Border Protection, which 

cleared the path for the feature’s return. Apple has em-

phasized that accuracy and usability remain on par with 

the original design, despite the change in data process-

ing location. For many owners, the update restores a key 

health-tracking capability that was a deciding factor in 

their purchase. Analysts expect the reinstatement to 

boost customer satisfaction and potentially drive re-

newed sales for the affected models. Health experts also 

note that regular blood oxygen tracking can be especial-

ly valuable for athletes, people at high altitudes, or those 

managing respiratory conditions.

ChatGPT-5 Brings More Accura-

cy, Speed, and Personalization 

Options

OpenAI has rolled out GPT-5, the most advanced ver-

sion of its flagship AI model to date, delivering signif-

icant upgrades in reasoning, speed, and overall ac-

curacy. The new system reduces “hallucinations,” or 

incorrect outputs, by improving fact-checking pro-

cesses and incorporating more robust training data. 

GPT-5 also introduces four unique conversation “per-

sonalities” — Cynic, Robot, Listener, and Nerd — al-

lowing users to tailor interactions to different moods 

or needs. For Plus and Pro subscribers, the update 

adds integration with Google Calendar and 

Gmail, offering seamless scheduling and inbox 

assistance without leaving the chat interface. Voice 

capabilities are more natural and responsive, while 

interface customization now includes color themes 

for a more personal feel. The model is designed as 

a step toward a fully multimodal assistant, capable 

of understanding text, images, and voice inputs in 

a single workflow. Free users can access GPT-5 in its 

lighter “Mini” and “Nano” versions, while power us-

ers benefit from the full version’s deeper reasoning 

capabilities. Industry analysts suggest that the com-

bination of speed and context retention could make 

GPT-5 an essential productivity tool for professionals. 

However, some early adopters note that the tone 

feels less warm compared to GPT-4, sparking debate 

about balancing precision with personality. OpenAI 

maintains that the improvements will allow GPT-5 to 

act as a more reliable, future-ready partner in both 

work and creative projects.
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Xbox’s 2025–2026 Lineup Packs 

Blockbusters and Fan Favorites

Microsoft has unveiled an ambitious roadmap for 

upcoming Xbox Series X titles, promising one of its 

strongest release calendars in years. Highlights in-

clude the highly anticipated “Gears of War: Reloaded,” 

the cooperative hit sequel “Helldivers 2,” and the hor-

ror-driven “Silent Hill: f.” Fans of action-adventure will 

see the return of “Borderlands 4” and the long-await-

ed “Fable 4,” while “GTA 6” is expected to dominate 

headlines in 2026. Several of these titles will debut 

on Game Pass, reinforcing Xbox’s strategy of making 

high-quality releases more accessible to subscribers 

from day one. Microsoft is also betting on a mix of tri-

ple-A blockbusters and innovative indie titles to keep 

the platform fresh between major launches. Develop-

ers are embracing Unreal Engine 5 and cloud-pow-

ered rendering to push visual fidelity beyond current 

standards, especially for open-world games. Multi-

player communities are already buzzing with specula-

tion about cross-platform support, given Xbox’s recent 

push toward ecosystem integration with PC. Analysts 

believe this lineup could help Xbox regain ground in 

its ongoing rivalry with PlayStation, especially if re-

lease schedules remain steady. The strategy reflects a 

broader industry trend: securing long-term engage-

ment through service-based content and periodic 

expansion packs. For gamers, the next 18 months are 

shaping up to be a rich mix of nostalgia, innovation, 

and blockbuster spectacle.

Google Teases Pixel 10 Pro Fold 

Launch for August 20

Google has confirmed that its next flagship foldable 

smartphone, the Pixel 10 Pro Fold, will be officially un-

veiled on August 20. The company’s teaser hints at a 

sleek, refined design with a 120 Hz foldable OLED display 

and IP68 water resistance, setting it up as a strong com-

petitor in the premium foldable market. Powered by 

the new Tensor G5 processor, the device prom-

ises AI-driven performance boosts, advanced 

photo editing tools, and improved battery 

efficiency. Early leaks suggest that the cam-

era system will see substantial upgrades, 

including enhanced low-light performance 

and computational photography features 

aimed at both casual and professional users. 

The Pixel 10 Pro Fold is expected to launch 

with Android 16 out of the box, leveraging 

Google’s latest AI integrations for real-time 

translation, smart summarization, and con-

textual search. Fold durability remains a key 

focus, with reinforced hinge engineering de-

signed to handle thousands of folds without 

degradation. Analysts predict that Google 

will position the device as both a productivity power-

house and a creative tool, targeting professionals, cre-

ators, and early adopters alike. Competitive pricing will 

be critical, as rivals from Samsung and Honor continue 

to dominate the foldable category. Pre-orders are likely 

to open immediately after the launch event, with ship-

ments starting in select markets by early September. 
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Google Play Tightens Rules for 

Crypto Wallet Apps in 15 Key 

Regions 

Google Play has quietly rolled out new restrictions on 

crypto wallet apps across 15 major markets, including 

the United States and the European Union. The updat-

ed policy now requires developers to hold an official 

government-issued license to remain listed, marking a 

major shift from the previous system where populari-

ty and user reviews could secure an app’s spot. The re-

quirement applies to custodial wallets—those manag-

ing funds on behalf of users—as well as software wallets 

offering storage and transfer functions.

In the U.S., qualifying means registering as a money ser-

vices business with FinCEN or obtaining a state or feder-

al banking license. In the EU, compliance demands rec-

ognition as a crypto-asset service provider under MiCA 

regulations, complete with strict anti-money launder-

ing protocols, legal oversight, and reporting obligations 

similar to those faced by traditional financial institutions. 

For open-source developers used to a more flexible 

landscape, it’s a sharp departure.

Initially, the wording of Google’s policy suggested that 

even non-custodial wallets—where users retain full con-

trol over their private keys—would be subject to the new 

rules. The backlash was immediate, with both develop-

ers and users warning that such a move could under-

mine the very principles of decentralization. Google later 

clarified that non-custodial wallets are exempt for now, 

though the clarification arrived too late to prevent wide-

spread concern.

For large, well-funded companies, meeting these licens-

ing demands is a minor administrative hurdle. But for 

small teams and independent developers, the cost and 

complexity of compliance could be prohibitive. Many 

may be forced to shut down, seek corporate partner-

ships, or pivot to alternative distribution methods like 

web apps or sideloading.

Critics argue that the crackdown risks shrinking diversity 

in the crypto app ecosystem, leaving only heavily cap-

italized players backed by venture funding. Grassroots, 

open-source projects—often the source of innovation 

in the space—may never reach mainstream app stores 

without transforming into full-fledged corporate enti-

ties. In effect, the new policy could reshape the mobile 

crypto landscape, tightening the link between regula-

tion, centralization, and access.� 
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In the fast-moving world of 

smartphones, there’s always a 

“next big thing” — but every so 

often, a device comes along that 

feels like a genuine milestone. 

For industry analysts and early 

adopters, the Samsung Galaxy Z 

Fold 7 is one of those moments. 

Born from years of iteration, it 

represents the most refined 

version of Samsung’s folda-

ble vision: slimmer than ever, 

lighter than some non-folding 

flagships, and packing a cam-

era system that finally rivals the 

best in the company’s lineup. 

Its engineering achievements come at a cost — quite 

literally — making it the most expensive Fold Samsung 

has ever released. That price tag will spark debate, but it 

doesn’t change the fact that, for many, this is the folda-

ble they’ve been waiting for.

In the sections ahead, we’ll explore exactly what makes the 

Z Fold 7 stand out today — from its ultra-thin design and 

upgraded display, to its breakthrough camera, enhanced 

AI capabilities, and the real-world performance that 

could set the bar for the next generation of foldables.

A LEAP IN DESIGN AND PORTABILITY

The Z Fold 7 arrives as the thinnest and lightest device 

in Samsung’s foldable lineup. When folded, it measures 

just 8.9 mm thick — only 0.7 mm more than the Galaxy 

S25 Ultra, a non-foldable flagship. Unfolded, its profile 

drops to a remarkable 4.2 mm, an achievement made 

possible by redesigned internal components and a re-

fined FlexHinge mechanism.

At 215 grams, it is even lighter than the S25 Ultra (218g) 

and substantially lighter than its predecessor, the Z Fold 

6, which weighed 239g. Experts note that this weight 

reduction dramatically improves comfort during pro-

longed use and makes it feel closer to a traditional flag-

ship phone in-hand.

Samsung has paired the slim frame with durable materi-

als, including Armor Aluminum for the chassis, Gorilla Glass 

Victus 2 on the rear, and Gorilla Glass Ceramic 2 on the cov-

er display. The hinge is sleeker and cleaner, while IP48 pro-

tection offers resistance against splashes and dust.

DISPLAY ENHANCEMENTS

The cover display now measures 6.5 inches, with a 21:9 

aspect ratio that offers a more conventional smartphone 

experience. Inside, an 8-inch Dynamic AMOLED QXGA+ 

panel delivers a tablet-like workspace, matching the size 

of an iPad mini and optimized for multitasking, content 

consumption, and productivity.

The inner camera cutout has been redesigned, removing 

the pixel layer previously used to conceal it. This change 

enables a wider 100° field of view and improved clarity 

for video calls and selfies, though the visible punch-hole 

may distract some users in full-screen gaming.

One trade-off is the removal of S Pen compatibility. Ex-

perts attribute this to the device’s extreme thinness, 

which leaves no space for the digitizer layer needed to 

support Samsung’s stylus technology.

Samsung Galaxy Z Fold 7: 
Ultra-Level Thinness Meets Flagship Power
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CAMERA BREAKTHROUGH

The Fold series has historically lagged behind Samsung’s 

Ultra models in camera performance. With the Z Fold 7, 

that gap narrows considerably. The device now features 

a 200MP wide-angle primary sensor — the same 

found in the Galaxy S25 Ultra and S25 Edge.

The rear camera system includes:

	• 200MP wide-angle lens

	• 12MP ultra-wide lens

	• 10MP 3x telephoto 

lens

On the front, the 

cover display hosts 

a 10MP camera, 

while the inter-

nal display also 

gains a 10MP 

sensor, up 

from the 4MP 

used in the 

Z Fold 6. This 

upgrade deliv-

ers sharper selfies 

and clearer video in 

conference calls.

While the lack of a 5x optical zoom remains a limitation, 

imaging specialists report that the 200MP sensor ena-

bles significant cropping without loss of detail, making 

it one of the most capable camera setups ever seen in a 

foldable.
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AI AND SOFTWARE INTEGRATION

Running Android 16 with Samsung’s OneUI 8, the Z Fold 

7 is one of the first Galaxy devices to ship with the lat-

est version of Google’s operating system. Integration of 

Google’s Gemini AI platform is deeper than ever, with 

features designed to take advantage of the foldable’s 

large display.

Gemini Live can occupy one half of the screen while in-

teracting with content on the other, enabling real-time 

multitasking. Google’s Circle to Search function now 

works in games, allowing users to circle an on-screen 

element and instantly receive contextual search results 

without leaving the app.

PERFORMANCE AND BATTERY LIFE

At its core, the Z Fold 7 is powered by the Qualcomm 

Snapdragon 8 Elite for Galaxy — a custom-tuned version 

of Qualcomm’s flagship chip, optimized for AI perfor-

mance. It ships with 12GB of RAM (16GB in the 1TB mod-

el) and storage options of 256GB, 512GB, or 1TB.

Despite its slim form factor, the device retains a 

4,400mAh battery, with Samsung claiming up to 24 

hours of video playback. Efficiency improvements in the 

chip and display are expected to extend real-world en-

durance compared to the Z Fold 6, which delivered just 

over 10 hours in mixed use.

PRICING AND AVAILABILITY

The Galaxy Z Fold 7 is priced from €2,109 for the 256GB 

variant, €2,229 for 512GB, and €2,529 for the 1TB ver-

sion — representing a €100 increase over the Z Fold 

6 at launch. Pre-orders have opened ahead of general 

availability, with shipments starting July 22.

Available colors include Blue Shadow, Silver Shadow, 

and Jetblack, with Mint offered exclusively through 

Samsung’s online store.

WHO THE GALAXY Z FOLD 7 IS PERFECT FOR

Not every smartphone is designed to suit every type of 

user. The Galaxy Z Fold 7 isn’t chasing mass-market ap-

peal; it’s aimed at those who demand more from their 

devices — more power, more versatility, and more ways 

to work and create on the go. Analysts say this is the Fold 

that finally brings high-end practicality to the foldable 

format, without the bulk or compromises of earlier gen-

erations.

It’s perfect for:

	• Professionals who live on multitasking. The 8-inch 

inner display creates a tablet-like workspace, ideal 

for running two or three apps side-by-side, manag-

ing spreadsheets, video calls, or presentations with-

out constantly switching screens.

	• Creatives who want a portable canvas. Wheth-

er it’s editing photos, sketching ideas, or review-

ing design layouts, the expansive AMOLED panel 

and 200MP camera offer both the workspace and 

the visual fidelity needed for professional-level 

results.

	• Tech enthusiasts chasing the next leap. Foldable 

technology has matured, and the Z Fold 7 shows 

just how refined it can be: thinner, lighter, and fast-

er than before, with AI-powered features like Gemini 

Live that integrate naturally into daily use.

	• Content consumers who value immersion. 

Streaming, gaming, and reading feel more cinemat-

ic on the 8-inch screen, while the improved cover 

display makes casual use more comfortable when 

the phone is folded.

	• Users seeking a premium all-in-one device. For 

those who want their phone to replace both a smart-

phone and a small tablet, the Z Fold 7 offers a single 

device that transitions seamlessly between compact 

portability and expansive usability.

EXPERT OUTLOOK

Industry observers view the Galaxy Z Fold 7 as a po-

tential turning point for foldable adoption. Its com-

bination of reduced thickness, lighter weight, larger 

displays, and flagship-grade camera finally addresses 

many of the compromises that have held the form 

factor back.

However, the high price remains a significant barrier. An-

alysts predict that while the device will appeal strongly 

to early adopters and professionals seeking a premium 

multitasking tool, mainstream adoption may still hinge 

on more affordable foldable options, such as the 

Galaxy Z Flip 7 and its FE variant.� 
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B2B Buyers on Alert: 
Stockpiling Before the Storm

Trade policy used to move at the 

pace of treaties; now it moves at 

the speed of a headline. When 

tariff announcements land on 

a Tuesday and carve-outs ap-

pear on a Friday, B2B distribu-

tors don’t wait for certainty—

they act. The pre-emptive move 

is simple, old-fashioned, and, in 

volatile times, extremely ration-

al: pull inventory forward before 

enforcement hits. Over the past 

quarters, that defensive play has 

become a defining feature of the 

U.S. import cycle, visible in port 

throughput, trade balances and 

corporate commentary alike.

In July 2025, America’s busiest gateway, the Port of Los 

Angeles, recorded an import surge that executives ex-

plicitly linked to tariff anxiety and the desire to get holiday 

goods in early. The neighboring San Pedro Bay complex 

(L.A. + Long Beach) set a combined record for import box-

es handled—an unmistakable tell that big buyers were 

front-loading. The shift pulled what used to be an August–

October peak into midsummer and cemented stock-

piling as a mainstream tactic, not a niche reaction.

WHAT STOCKPILING LOOKS LIKE IN 2025

Distributors aren’t just “buying more stuff.” They’re hard-

ening the entire inbound model so a tariff spike be-

comes a price event—not a supply crisis.

	• Lock in costs while you can. Order at pre-tariff 

terms, take delivery ahead of the date, and create 

a temporary moat on price. B2B operators from in-

dustrial MRO to building products have said publicly 

they are building inventory ahead of implementa-

tion; even blue-chip names cite the buffer it gives on 

fill-rates and customer promises.

	• Spread the origin risk. Add Southeast Asia or do-

mestic sources so an order can be swapped if a 

country-specific tariff or retaliation lands. For many, 

that means dual-qualifying vendors so an urgent PO 

doesn’t depend on a single customs lane.

	• Exploit the rulebook (legally). Use Foreign-Trade 

Zones and duty drawback to defer or recover duties, 

and consolidate low-value flows now that de mini-

mis on certain lanes is restricted. Advisory guidance 

to distributors has zeroed-in on these tools in 2025.

	• Refit the planning stack. Predictive models tuned to 

policy timelines (not just seasonality) decide what to 

pull forward, what to ration, and where to position it. 

The goal is to buffer without drowning in carrying costs.

THE SIGNALS IN THE DATA

Pull-forward shows up first at the ports and then in the 

macro prints. In June 2025, Los Angeles reported a re-

bound in imports as retailers moved early on holiday SKUs 

“amid fears of higher tariffs.” In July, volumes stepped up 

again, with the port chief calling out front-loading behav-

ior. And while some May traffic sagged after an immediate 

tariff shock, the pattern since spring has been clear: firms 

rush in the window between an announcement and en-

forcement—or during cease-fires—then throttle back.
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Those containers don’t just fill yards; they move the na-

tional accounts. In April’s advance data for March 2025, 

the U.S. goods trade deficit widened to a record $162 

billion as imports hit an all-time high—with consumer 

goods a big chunk—consistent with tariff-related stock-

piling. A month later, the BEA’s first-quarter GDP print 

showed the economy contracted 0.3%, with forecasters 

pointing to the front-loading of imports as a key drag. 

The basic arithmetic: when imports flood in ahead of 

tariffs, net exports subtract from growth—even if final 

demand hasn’t cratered.

Even households mirror the behavior. In early April, Reu-

ters surveyed shoppers and found a notable minority 

stockpiling everyday goods ahead of tariff deadlines, a 

consumer echo of what distributors were doing in bulk. 

When end-customers accelerate, it validates the industrial 

move to do the same—one more step in a classic bullwhip.

WHO IS STOCKPILING 

—AND WHY THE CALCULUS WORKS

This isn’t confined to one vertical. Industrial distributors, 

electronics wholesalers, food and ingredients suppliers, 

and even apparel retailers have all pulled orders forward. 

Some have said so plainly; others let the ports and POs 

tell the story. Public commentary from the distribution 

trade press has captured CEOs describing inventory 

builds as a bridge over price spikes—“we’d rather carry a 

bit too much than leave customers short.” On the man-

ufacturing side, procurement indices and sector surveys 

report pre-purchases of critical inputs, with U.S. firms 

racing to secure components while Canadian and Mexi-

can suppliers feel whipsawed by order timing.

There’s also a tell in the market plumbing. E-commerce 

infrastructure providers say their enterprise customers are 

mapping SKUs to tariff exposure and telling merchandis-

ers to sequence promotions to burn through high-duty 

items later, after cheaper pre-tariff stock is gone. That is 

pricing strategy built around the inventory clock.

THE RISK LEDGER: BENEFITS, COSTS,  

AND THE HANGOVER

The upside is obvious: you buy time. With a few extra weeks 

or months of tariff-free product on the shelves, you can 

roll through enforcement with fewer price resets, protect 

SLAs, and avoid emergency airfreight when lead times 

stretch. You may even gain share if rivals are shorter.
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But stockpiling is not free. Warehousing rates, linehaul, 

insurance and interest all rise with the pile, and overbuy-

ing can echo for quarters. Analysts have already warned 

of a potential inventory hangover as factories and dis-

tributors digest what they pulled forward for March–

July. If demand underperforms—or enforcement gets 

delayed again—those pallets become a working-capital 

millstone.

There’s a policy sting, too. Research from CEPR and the 

NBER has shown that tariff headlines and implementa-

tions tend to hit equity valuations and dampen invest-

ment plans for exposed firms—signals that carry into 

distributor capex decisions (do you add racking or hold 

cash?) and into lender comfort with elevated inventory 

lines. In short: hedging with stock is prudent, but it can 

crowd out other growth bets.

HOW SMART BUYERS ARE DOING IT  

(AND WHAT THEY AVOID)

The playbook that’s emerged in 2025 is less “all-in hoard-

ing,” more precision buffering.

	• Time-box the build. Use the tariff calendar (en-

forcement dates, truce expiries) to define how 

many turns of inventory you truly need. July’s rush 

into L.A. made sense because enforcement risk sat 

just over the horizon; after a 90-day truce exten-

sion, top-ups slowed.

	• Pair stock with optionality. Buffer finished goods 

now, but accelerate dual-sourcing and alt-origin 

qualification so the next order isn’t trapped behind a 

tariff wall. That means audit trails, country-of-origin 

documentation, and early PPAP/first-article testing 

with backup suppliers.

	• Use trade programs as shock absorbers. FTZs let 

you defer duties on inbound that may sit in inven-

tory; duty drawback recovers levies when goods are 

re-exported. Both matter more as de minimis path-

ways narrow and compliance scrutiny rises.

	• Stage to demand, not to fear. It’s attractive to grab 

an extra month “just in case,” but AI-assisted fore-

casting and network modeling keep buffers tied 

to actual sell-through, not headlines. Firms that 

kept their inventory-to-sales ratio within historical 



27

bands came out of Q1–Q2 stronger than those that 

overshot.

WHERE THE PRESSURE SHOWS UP NEXT

Watch the ports first. If the July step-up was the peak, as 

some executives suggest, volumes should normalize—

but any slippage in talks or new carve-out reversals could 

trigger a second wave of front-loading before year-end. 

Also track warehouse utilization and rates; when buffer 

becomes glut, carriers and 3PLs feel it. Lastly, scan sup-

plier lead-time disclosures in earnings calls: extended 

component lead times are often the early warning for 

the next stock-up.

On the macro side, two dials matter for pricing: how 

quickly pre-tariff stock burns down, and whether con-

sumer demand stays resilient. Analysts warned that the 

import bulge delayed—but did not cancel—price pres-

sure; if inventories are depleted by early Q4, sticker ad-

justments may cluster right as peak season starts. That 

timing risk has merchandisers redrawing promo calen-

dars to stretch the buffer.

CASE-IN-POINT: A MID-MARKET DISTRIBUTOR’S 

THREE-MONTH HEDGE

Imagine a mid-cap electrical distributor with 25 branch-

es and a national e-commerce arm. In April, it sees en-

forcement risk for a basket of tariff-exposed SKUs in Q3. 

Rather than double inventory indiscriminately, the team:

	• Pulls 1.2 turns of incremental stock on the top 200 

tariff-exposed SKUs only, funded by a temporary in-

crease in its revolver.

	• Moves inbound containers into an FTZ-enabled facil-

ity, deferring duty until pick/pack, and tags each lot 

by tariff cohort for pricing control.

	• Re-prices the catalog in phases: keep pre-tariff lots 

at current list; post-tariff lots publish at a visible sur-

charge with a cost-plus explanation for contract cus-

tomers.

	• Launches a supplier B-plan for six items at highest 

risk, qualifying a Vietnam origin and scheduling pilot 

POs to arrive just as pre-tariff stock runs out.

If enforcement slips a month, the buffer stretches; if it 

accelerates, the company is already priced for impact. 

This isn’t panic. It’s inventory as insurance—expensive, 

but cheaper than stock-outs and emergency freight.

THE INTERNATIONAL ECHO

It’s not only a U.S. story. When U.S. tariffs redirect or-

ders, Mexico often backfills supply—an effect docu-

mented in the 2018–2019 round and again discussed 

in 2025. That substitution cushions some downstream 

buyers but can tighten regional capacity and stretch 

lead times, prompting yet more precautionary orders. 

In Europe and the U.K., procurement advisories now 

routinely list stockpiling critical items as a valid tar-

iff hedge—so long as firms mind the balance-sheet 

strain.

THE RISK OF POLICY WHIPLASH

The hardest part for operators isn’t tariffs per se; it’s tar-

iff volatility. April saw sweeping announcements, carve-

outs, and then a truce; July brought record import flows; 

August extended the cease-fire by 90 days but left high-

er headline rates on the table if talks falter. Each twist re-

sets the optimization problem for inventory managers. 

That’s why the winning posture is dynamic: treat stock 

as a dial, not a switch.

BOTTOM LINE: HEDGE WITH DISCIPLINE

Done right, stockpiling buys time—time to reprice, 

to re-source, to keep promises. The evidence across 

ports, trade data, and corporate guidance shows that 

B2B distributors are using that time wisely: buying 

early when windows open, throttling back when truce 

clocks are running, and pairing buffers with structur-

al fixes like FTZs and second-source qualification. The 

danger isn’t the hedge; it’s forgetting the exit plan 

when demand softens or policy slips. Inventory is a 

shield, and shields are heavy—carry them only as long 

as you must.

What to watch next: tariff calendars and carve-outs; San 

Pedro Bay throughput; inventory-to-sales ratios; and 

any shift in lender appetite for inventory lines. If those 

needles start moving together again, the next surge of 

front-loading won’t be a surprise; it’ll be a scheduled 

drill on every B2B buyer’s playbook.� 
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This isn’t just nostalgia for older technology—it’s a trans-

formation in how devices serve us. Let’s explore the eco-

nomics, the trends, and what comes next for this bur-

geoning market.

SIZE AND SCALE:  

NUMBERS THAT TELL THE STORY

In 2024, the global market for used and refurbished mo-

bile phones was already substantial:

	• Valued at around $69 billion in 2024, the market is 

projected to nearly double—to $142 billion by 2034, 

growing at a steady CAGR of about 7.4%.(OpenPR, 

Vox, Vocal, zionmarketresearch.com)

	• Another forecast pegs the 2024 size at $62.5 billion, 

rising to $117 billion by 2034, with a slightly lower 

CAGR of 6.5%.

	• A different study expects growth to $131 billion by 

2033, at 7.35% CAGR.

	• Looking globally at smartphones shipments, IDC 

reports stronger momentum: the secondary de-

vice market grew nearly 10% from 2022 to 2023, 

while new phone sales shrank over 3%. That puts 

the secondary market at around $65 billion in 

2023, with an expected surge to nearly $110 billion 

by 2027.

Used vs. Refurbished Phones:
A Growing Market Reimagined for Sustainability

For decades, every new phone 

release sparked anticipation—

but beneath the glitz of flagship 

launches lies a quieter revolu-

tion. Consumers and businesses 

are increasingly turning to used 

and refurbished smartphones. 

Fueled by budget pressures, 

environmental concerns, and a 

plateau in hardware innovation, 

the market has become both 

economically and ecologically 

compelling..
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	• In the U.S., refurbished and used mobile phones will 

reach 88.9 million units sold in 2025, rising to 112.4 

million by 2030—a unit growth CAGR of 4.8%.

In short, across multiple sources, the refurbished and 

used mobile phone market is poised for sustained, dou-

ble-digit growth over the next decade.

WHY IT’S SURGING: FORCES BEHIND THE TREND

Three powerful currents are lifting this market:

	• Price Sensitivity & Feature Saturation. As smart-

phone prices climb, especially for flagship mod-

els, value-conscious buyers demand affordabili-

ty. Meanwhile, year-over-year feature gains have 

plateaued, particularly for casual users, reducing 

the appeal of paying top dollar for incremental 

upgrades.

	• Environmental Awareness & Circularity. Refur-

bished phones carry dramatically lower carbon foot-

prints—some estimates suggest up to 90% fewer 

emissions than new devices. Markets are respond-

ing: refurbished phones made up one-quarter of UK 

smartphone sales in 2023.

	• Improved Quality Assurance & Trust. “Refur-

bished” no longer means “risky.” Vendors now of-

fer testing, certification, battery replacement, war-

ranties, return periods, and transparent cosmetic 

grading. Technologies like AI and automated diag-

nostics have raised quality and consistency in re-

furbishing.

WHAT DEFINES “USED” VS. “REFURBISHED”?

Let’s clarify the terminology:

	• Used phones are previously owned devices resold 

as-is, often with unknown condition and limited 

guarantees.

	• Refurbished phones undergo testing, repairs, soft-

ware restoration, cosmetic touch-ups, and certifica-

tion—with warranties and return policies in place.

That distinction matters—refurbished models offer 

peace of mind similar to new devices, with far lower 

price and environmental impact.

MARKET DYNAMICS: 2025 INSIDE THE TRENDS

Even a booming market has short-term fluctuations. For 

instance, India’s organized refurb market saw a 6% drop 

in sales in Q1 2025, driven by a supply crunch; fewer used 

devices are entering organized channels due to offline 

trade-ins staying local.

Nonetheless, global momentum remains upward—and 

for many consumers, the choice is clear: more value, less 

waste, improved quality.

Moreover:

	• Environmental payoff: Refurbishment preserves 

resources, reduces e-waste, and supports broader 

sustainability goals. The mobile industry reduced its 

carbon emissions by 8% from 2019 to 2023, aided in 

part by circular practices.

	• Gen Z demand: Younger buyers prioritize afforda-

bility and purpose. Many find the latest features un-

necessary, showing strong preference for functional, 

cost-effective refurbished models.

Used vs. Refurbished Phones:
A Growing Market Reimagined for Sustainability
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ECOSYSTEM EVOLUTION:  

PLAYERS AND INNOVATIONS

Key actors now drive market integrity and growth:

	• Digital platforms such as Back Market, Gazelle, 

and Revived specialize in high-quality refurbished 

phones—with warranties and buyer protection. Even 

Amazon, eBay, Best Buy, and Walmart offer certified 

devices.

	• Refurbishers like Swappie (Europe) have be-

come scaling stars, buying end-user trade-ins, 

providing refurb service, and reselling with 12–36 

month warranties—reporting €207 million reve-

nue in 2023.

	• Service innovation: AI-powered grading, robotic 

testing, and quality certification systems are ena-

bling safer, faster, and more assured refurbishment 

at scale.
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SUSTAINABILITY: NOT JUST BUZZWORDS

The environmental case extends far beyond greenhouse 

calculations:

	• E-waste reduction: Recycling and refurbishing prevent 

toxic components from ending up in landfills. Each re-

furbished device conserves raw materials and energy.

	• Companies like CWG track these efforts. By process-

ing millions of parts and electronics, they prevent 

over a million pounds of phone scrap from polluting 

landfills annually.

From landfill to launchpad, every refurbished phone is a 

step toward a more circular economy.

WHAT THIS MEANS FOR CONSUMERS  

AND THE INDUSTRY

Consumers:

	• Save hundreds of dollars on reliable smartphones.

	• Enjoy warranties and return policies comparable to 

new devices.

	• Make a positive environmental impact through 

smarter purchasing.

For industry:

	• Manufacturers have new channels to extend device 

lifecycles.

	• Retailers gain revenue streams from re-commerce.

	• Tech infrastructure expands—for testing, refurbish-

ment, and certification.

A NUANCED OUTLOOK: RISKS AND GAPS

There are challenges:

	• Supply bottlenecks: In some regions, organized 

channels face shortages of trade-in units.

	• Quality consistency: Without standards, refurbished 

devices can vary in performance; certification is critical.

	• Regulatory and warranty alignment: Resold devic-

es need clear representation, especially when con-

sumers expect parity with new products.

THE BOTTOM LINE: A MARKET REDEFINED

The global market for used and certified refurbished mo-

bile phones is anything but niche. Valued at tens of billions 

today, it’s expected to double in value in the next decade. 

Driven by affordability pressures, environmental urgency, 

technological maturity, and consumer mindshift, the re-

furbished segment has become a mainstream pillar.

Every device that avoids the landfill, every dollar saved by 

a customer, every carbon pound avoided—counts. And as 

retail platforms, refurbishers, and conscious consumers 

converge, this ecosystem is maturing into a sustain-

able and sizable segment of the tech economy.� 
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A New Market for Smugglers: 
How Trump’s Tariffs Are Breathing Life Into a Prohibition-Style Economy

History repeating itself. Every 

time governments raise barri-

ers to trade—whether by ban-

ning a product outright or by 

taxing it into rarity—they set 

off a chain reaction. Legal sup-

ply shrinks, official prices climb, 

and someone somewhere fig-

ures out a way around the rules. 

The United States has seen this 

before. In the 1920s, Prohibi-

tion banned alcohol, but pub-

lic thirst didn’t dry up. Bootleg-

gers moved in, building supply 

chains that bypassed the law 

entirely.

Fast forward a century, and tariffs are doing some-

thing similar. Donald Trump’s revived duties on im-

ports from China, Mexico, and other partners aim to 

protect American manufacturing and punish unfair 

trade practices. But they also create an irresistible prof-

it margin for modern-day smugglers. These aren’t 

rum-runners in flat-bottom boats—they’re freight for-

warders, logistics operators, and organized crime syn-

dicates moving containers of legal goods through 

illegal channels.

HOW TARIFFS CREATE SMUGGLING 

OPPORTUNITIES

At the heart of the problem is a simple price distortion. 

Tariffs add cost at the border, which flows directly into 

retail prices. If demand is strong enough, the higher 

price doesn’t kill the market—it just changes its shape.

	• Tariff shock → A 25% duty on a $100 landed cost in-

stantly pushes it to $125, before adding VAT and re-

tail markup.

	• Demand resilience → Popular 

products like smartphones, 

car parts, or appliances still 

find buyers, even at higher 

prices.

	• Arbitrage gap → The differ-

ence between high-tariff and 

low-tariff markets becomes a 

smuggler’s profit margin.

	• Route engineering → Goods 

are re-routed, re-labelled, or 

undervalued to slip past the 

tariff wall.

This is not a theoretical 

risk—it’s an observed pat-

tern in trade data. Econo-

mists have long measured 

how tariff hikes correlate 

with increases in misreport-

ed origin, under-invoicing, and 

suspicious routing.

FROM COUNTERFEIT HUBS TO “CLEAN” 

CONTRABAND

For decades, customs seizures were dominated by 

counterfeit goods—fake brands, pirated electronics, imi-



37

tation luxury. But a high-tariff environment changes the 

mix. Now, perfectly genuine products are crossing bor-

ders illicitly.

	• False origin: Chinese goods re-labelled as Malaysian 

or Vietnamese to dodge anti-dumping duties.

	• Transshipment: Routing through third countries to 

change tariff classification.

	• De minimis abuse: Splitting large shipments into 

low-value parcels to exploit duty-free thresholds.

The goods themselves are legal, the problem lies 

in their path to market. And for criminal net-

works, this shift is ideal: the stigma of buy-

ing “fake” disappears, replaced by the 

allure of getting the “real thing” for 

less.

PORTS, COURIERS, AND THE GEOGRAPHY OF EVASION

Just as Prohibition’s bootleggers favoured lightly pa-

trolled coastlines, modern smugglers map the weak 

points in the system. Large container ports like Long 

Beach or Savannah process enormous volumes and op-

erate under commercial pressure to keep freight mov-

ing. That pressure limits the percentage of containers 

that can be opened and inspected.

	• Container hubs: High volume, low inspection rates, 

predictable patterns.

	• Express couriers: Millions of parcels per 

week, each with minimal scrutiny.

	• Timing tactics: Flooding en-

tries during peak traffic or holiday 

surges to dilute enforcement.
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These channels are not 

inherently illegal—

they’re the same 

infrastructure legiti-

mate trade relies on. 

That’s what makes 

them so easy to ex-

ploit without raising 

suspicion.

PARALLELS  

WITH PROHIBITION

The similarities to the 1920s are strik-

ing. Back then, criminal syndicates 

scaled up to meet demand for alcohol, 

operating supply chains from distillery 

to speakeasy. Law enforcement strug-

gled because these networks adapt-

ed quickly, used corruption to shield 

operations, and—over time—normal-

ised the illegal supply.

Today’s smuggling ecosystem mirrors 

that adaptability. The products are dif-

ferent, but the incentives are the same. 

Tariffs create artificial scarcity in the of-

ficial market; unofficial networks fill the 

void. In both eras, the state faces the 

same bind: crack down too hard and 

you choke legitimate trade, go too 

soft and you cede market share to 

the black and grey market.

WHO GAINS, WHO LOSES

The winners are those who 

can navigate—or circum-

vent—the rules most ef-

fectively:

	• Organised crime groups 

with cross-border logis-

tics already in place.

	• Rogue intermediaries 

like freight forwarders or 

customs brokers who facili-

tate paper-based evasion.
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	• Opportunistic traders who move quickly to exploit 

tariff changes.

The losers are the compliant businesses that play by the 

rules. They absorb the tariffs, pass the cost to consumers, 

and then watch as undercutting erodes their sales. Con-

sumers sit somewhere in between: they benefit from 

lower prices in the grey market, but they give up war-

ranty rights, regulatory protections, and in some cases, 

product safety.

POLICY VOLATILITY AS AN ACCELERANT

Tariffs are one thing; unpredictability is another. In 2025, 

Washington announced sweeping increases, then is-

sued carve-outs for some electronics, then negotiated 

a temporary truce with China. Each change created a 

burst of arbitrage.

	• Before a hike: Traders stockpile goods to sell at 

post-tariff prices.

	• After exemptions: Flood the market with newly 

spared products.

	• During truces: Push as much volume as possible 

before the window closes.

For smugglers, volatility is opportunity. For legitimate 

importers, it’s a compliance nightmare—long-term 

planning becomes almost impossible.

THE HIDDEN COSTS

While lost tariff revenue and unfair competition are obvi-

ous outcomes, the secondary effects can be more dam-

aging.

	• Diversification of crime: Routes proven safe for tar-

iff evasion can later move counterfeit medicines or 

restricted tech.

	• Entrenched corruption: Bribes to smooth goods 

past customs don’t end when tariffs do.

	• Cultural normalisation: Buying “off-book” starts to 

feel savvy rather than suspect.

These are the legacies that outlast the policy that cre-

ated them. In Prohibition, organised crime didn’t van-

ish with repeal—it reinvested in new illicit ventures. The 

same could happen here.

CAN IT BE CONTAINED?

Eradication is unrealistic, but incentives can be reduced. 

Policy options include:

	• Narrowing the tariff gap with competitors to shrink 

arbitrage margins.

	• Tightening origin verification and auditing high-risk 

sectors.

	• Using data analytics to flag suspicious routing or val-

uation patterns.

Yet each comes with trade-offs. Lower tariffs may clash 

with domestic political goals; more inspections slow le-

gitimate trade; aggressive audits risk alienating compli-

ant traders.

LESSONS FROM HISTORY

Two lessons from Prohibition stand out. First, if the le-

gal price is far enough above the illicit one, the illicit will 

win on volume. Second, once an illegal supply chain ma-

tures, it doesn’t just disappear when the law changes—it 

looks for new products to move.

That’s why experts argue for preventative action before 

these networks become too entrenched. Waiting until 

smuggling is a fully professionalised industry makes dis-

mantling it far harder.

LOOKING AHEAD

As of the end of 2025, the U.S.–China tariff truce is hold-

ing, but only on a short leash. Exemptions have blunted 

some of the impact for consumer electronics, yet many 

components remain exposed. Political rhetoric on both 

sides stays heated, and the threat of fresh measures 

hangs overhead.

For those willing to bend or break the rules, this is 

fertile ground. The demand is steady, the margins 

are healthy, and the enforcement environment is 

stretched thin. Whether it’s containers of misdeclared 

imports or a thousand small parcels slipping under 

the radar each day, the principle is identical to that 

which drove the rum-runners of the 1920s: if the offi-

cial gate is too costly to pass, someone will build a 

side door.� 
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The Benefits of Rental
in a Consumer Electronics Industry: A Shift in Ownership

From Possession to Purpose. 

In a world where gadgets be-

come obsolete before the box 

is tossed, the notion of owning 

electronics is evolving. Many 

consumers—especially young-

er cohorts—no longer find 

sense in buying high-cost de-

vices outright. Instead, they turn 

to rental models that let them 

pay for access without the bur-

den of depreciation or disposal. 

As markets embrace the idea of “usership” over own-

ership, electronics rental is transitioning from a niche 

alternative to a mainstream consumption model. 

The shift reflects economic necessity, environmental 

awareness, and a desire for flexibility that matches our 

mobile lifestyle.

MARKET MOMENTUM: NUMBERS TELL THE STORY

Once considered a stopgap for those who couldn’t afford 

to buy, electronics rental has undergone a remarkable 

transformation. In just a few years, what began as a niche 

service for short-term needs has evolved into a billion-dol-

lar global industry. Consumers are no longer merely look-

ing for the cheapest way to get a gadget; they are seeking 

smarter, more flexible ways to access technology. This 

shift is fueled by rapid innovation cycles, the soaring 

cost of premium devices, and a growing awareness of envi-

ronmental impact. Renting allows users to stay on the cut-

ting edge without the financial burden or guilt of frequent 

upgrades. Businesses, too, are tapping into this model to 

manage costs, test equipment, and avoid large capital ex-

penditures. Behind the trend lies a broader cultural change, 

especially among younger generations, who value access 

over ownership. They are reshaping the consumer elec-

tronics market with their priorities of sustainability, conven-

ience, and digital-first engagement. As the numbers show, 

this isn’t a passing fad. It’s the beginning of a new era in 

how technology is consumed—and it’s only gaining speed.

In summary - The scale of the electronics rental boom 

is striking:

	• In 2024, the global consumer electronics and ap-

pliances rental market reached approximately 

$73.7 billion, and is expected to grow to $82.2 billion 

in 2025, marking a CAGR of 11.5%. By 2029, forecasts 

project it to reach $125.7 billion, continuing at ~11.2% 

CAGR.(Cognitive Market Research, The Business Re-

search Company)

	• Millennials and Gen Z are key drivers—skewing to-

ward affordability, flexibility, and environmental sus-

tainability, and championing rentals via online plat-

forms and apps.

These figures show that what once was a fringe conven-

ience is now emerging as a viable mainstream model.

KEY BENEFITS: WHY ELECTRONICS RENTAL WORKS

The rental model for electronics offers compelling advantag-

es—for consumers, businesses, and even manufacturers:

For Consumers

	• Lower upfront investment – Renting eliminates the 

need to pay the full purchase price for new electron-

ics, making it especially appealing for budget-con-

scious users or those with short-term requirements.
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	• Access to the latest technology – Subscription-style 

or rental agreements let customers regularly up-

grade to cutting-edge devices without committing 

to a full purchase.

	• Hassle-free experience – Many rental services in-

clude delivery, professional setup, and easy return 

processes, removing the stress from acquiring and 

managing tech.

	• Reduced environmental footprint – Renting max-

imizes device reuse, helps keep products in circula-

tion for longer, and minimizes e-waste.

	• Adaptable to changing needs – Perfect for tempo-

rary or situational use, such as renting a high-end TV 

for a single event and returning it afterward.

For Businesses

	• Cost efficiency – Companies can secure high-perfor-

mance equipment without tying up large amounts 

of capital.

	• Scalable inventory – Rental arrangements allow quick 

adjustments in the amount or type of equipment 

needed, reducing waste and idle stock.
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	• Built-in technical support – Maintenance, repairs, 

and replacements are often included, ensuring min-

imal downtime and fewer operational headaches.

For the Industry & Environment

	• Promoting circular consumption – Multiple rental 

cycles extend a product’s useful life and reduce its 

per-unit environmental impact.

	• Strengthening the rental ecosystem – Manufac-

turers, marketplaces, and service providers collab-

orate in models focused on uptime, service quality, 

and long-term engagement rather than one-off 

transactions.

RENTAL MODELS IN ACTION:  

DEVICE-AS-A-SERVICE & MORE

The rental model is moving far beyond the limits of tra-

ditional leasing, transforming into a flexible, service-driv-

en approach. At the forefront is the Device-as-a-Service 

(DaaS) concept—a subscription-based system where 

electronics are regularly refreshed in sync with techno-

logical advancements.

This model:

	• Provides controlled refresh cycles and profession-

al-grade support, ensuring that users always work 

with up-to-date equipment while benefiting from 

expert assistance.

	• Promotes sustainability by making providers re-

sponsible for the proper recycling and disposal of 

outdated devices.

	• Lowers entry barriers for advanced workflows, allowing 

individuals and businesses to access enterprise-level 

technology on a budget-friendly, flexible plan.

From smart TVs to smartphones, laptops, and projectors, 

DaaS combines the ease of a rental service with the re-

liability and performance standards of enterprise-grade 

solutions—delivering convenience without compromise.

CULTURAL WINDS: HOW GENERATION  

AND IDEOLOGY FUEL THE RENTAL WAVE

Young consumers, particularly Millennials and Gen Z, 

embrace access over ownership. They value ad-

aptability, minimalism, and sustainability. Rent-

al models align with these preferences—and many 

platforms now provide seamless, app-based rental 

and return experiences for devices ranging from lap-

tops to cameras.

Indeed, for renters, the question is not “How much will it 

sell for?” but rather “How well does it serve today—and 

what comes after?”

RENTAL DRAWBACKS:  

COST SHEETS AND CONSUMER CAVEATS

While rental offers clear advantages, it’s not without its 

drawbacks. Let’s see them in more details. 

	• Higher long-term costs – Over extended periods, 

renting can end up costing more than outright own-

ership, particularly for devices intended for heavy, 

ongoing use.

	• Availability constraints – Major product launches or 

seasonal demand spikes can limit the stock of rental 

units or drive up prices.

	• Limited customization – Because the devices remain 

the property of the provider, renters may face restric-
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tions on deep personalization, hardware upgrades, 

or cosmetic modifications.

These factors mean rental is an excellent solution for 

flexibility, sustainability, and short-term access, but it 

may fall short for those seeking permanence or a fully 

personalized ownership experience.

STRATEGIC TAKEAWAYS:  

WHERE RENTAL ADDS VALUE

Moreover, to fully leverage the potential of electronics 

rental, businesses, investors, and policymakers can ex-

plore strategies such as:

	• Integrating rental subscriptions for high-value 

electronics – Ideal for equipment like advanced au-

dio-visual systems or professional-grade cameras, 

where purchase costs can be prohibitive.

	• Offering “rental-to-own” pathways and loy-

alty incentives – Encouraging repeat rentals 

while giving customers a potential path to own-

ership.

	• Educating consumers on the rental advantage – 

Framing it as a way to unlock purchasing power and 

access top-tier tech, rather than a compromise on 

ownership.

	• Policy incentives for sustainability – Supporting 

rental models as a way to reduce e-waste, conserve 

resources, and promote the circular economy.

A GROWING SECTOR  

WITH STRATEGIC DEPTH

Electronics rentals are no longer a niche workaround—

they’re a fast-growing market shaped by financial savvy, 

environmental urgency, and shifting consumer values. 

With a projected CAGR of 11.2–11.5%, the pathway from 

$73 billion to $125 billion in under five years signals more 

than adoption—it signals evolution.

Rent-to-use is gaining ground on buy-to-own. And 

although nuances remain—cost, availability, person-

alization—the benefits are clear: flexibility, lower entry 

costs, greener access, and lifecycle alignment with 

digital lifestyles.� 
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For years, rooftop solar pan-

els have been a symbol of pro-

gress—an emblem of the shift 

toward cleaner, more sustaina-

ble energy. Across Europe and 

much of the world, govern-

ments have incentivized home-

owners and businesses to install 

photovoltaic systems, leading 

to a boom in distributed re-

newable power generation. But 

as these systems have grown 

more connected and sophisti-

cated, an uncomfortable truth 

has emerged: the very networks 

that make solar energy efficient 

and manageable also open the 

door to cyberattacks.

The issue is no longer theoretical. Cybersecurity experts 

have already identified multiple vulnerabilities in the 

hardware and software used to operate solar systems. In 

some cases, these flaws could allow hackers to remotely 

interfere with the inverters that convert solar energy into 

electricity, shutting down production or even dest-

abilizing the grid. In a worst-case scenario, coordi-

nated attacks on thousands of installations could have 

cascading effects, triggering blackouts and disrupting 

energy markets.

A NEW KIND OF INFRASTRUCTURE RISK

Traditional power grids were designed as centralized 

systems, with electricity flowing from large plants to 

consumers in a one-way stream. Today’s energy land-

scape is vastly different. Rooftop panels, home batter-

ies, and smart meters have transformed the grid into a 

complex, decentralized network. Each solar installation, 

whether on a suburban home or a commercial build-

ing, is a small node in that network—capable of sending 

power back to the grid, but also of being hijacked if not 

properly secured.

This decentralization brings clear benefits—resilience 

against single-point failures, greater efficiency, and re-

duced carbon emissions.

Yet it also means the potential attack surface has ex-

panded exponentially:

	• Millions of entry points: Each connected rooftop sys-

tem is a possible target.

	• Internet-connected components: Remote monitor-

ing and updates can be exploited.

	• Integration with the wider grid: Breaches can have 

system-wide consequences.

VULNERABILITIES HIDDEN IN PLAIN SIGHT

The hardware that keeps rooftop solar running—par-

ticularly inverters—has become a prime target. These 

devices often connect to the internet for monitoring, 

firmware updates, and integration with energy man-

agement platforms. Researchers have found exploit-

able flaws in several popular inverter brands. Some 

weaknesses allow attackers to access sensitive infor-

mation about the device and its owner; others could 

Your Rooftop Solar Panels 
Could Be the Next Target for Cybercriminals
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let them alter settings, shut down production, or over-

load components.

Compounding the risk is the prevalence of weak security 

practices:

	• Default factory passwords left unchanged.

	• Simple, easily guessed credentials.

	• Remote access enabled without proper safeguards.

Once inside, an attacker could potentially pivot from a 

single inverter to other connected devices, or—if target-

ing many systems simultaneously—affect grid stability.

FROM LOCAL BREACH TO GRID-WIDE IMPACT

In a 2024 analysis, cybersecurity specialists demonstrat-

ed how controlling a relatively small number of vulner-

able systems could cause wider disturbances. Inverters 

are designed to protect the grid by shutting off if they 

detect instability. If an attacker forces hundreds or thou-

sands of them offline at once, it could create exactly the 

kind of imbalance that triggers these shutdowns—re-

sulting in a chain reaction of outages.

Energy experts warn that:

	• Even partial control of a network could cause signifi-

cant disruptions.

	• State-sponsored hacking groups might view renew-

able infrastructure as a strategic target.

	• Ransomware attacks could lock operators out of 

their own systems until a payment is made.

INDUSTRY AND POLICY LAG BEHIND

Despite these warnings, current regulations often fail to 

address the unique challenges of distributed energy re-

sources. Many cybersecurity standards were developed 

with centralized grids in mind and do not fully account 

for millions of independent, internet-connected 

devices feeding into the system.
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In April 2025, SolarPower Europe and consultancy DNV re-

leased a joint report urging policymakers to act. The doc-

ument highlighted the urgent need to integrate rooftop 

solar security into broader energy regulations, including:

	• Mandatory cybersecurity requirements for manu-

facturers and installers.

	• Standardized security protocols across the industry.

	• Inclusion of distributed renewables in national cy-

ber-resilience strategies.

BORROWING FROM THE IT PLAYBOOK

Some solutions are straightforward, drawn from dec-

ades of experience in securing computers and networks:

	• Strong authentication: Unique, complex passwords 

and multi-factor verification.

	• Encryption: Securing communications between de-

vices and platforms.

	• Timely updates: Regular firmware and software 

patches to fix vulnerabilities.

Other measures are more specialized. Network segmen-

tation—isolating solar equipment from critical grid con-

trols—can prevent a breach in one area from spreading 

unchecked. Regular security audits and penetration 

tests reveal weaknesses before attackers exploit them. 

AI-driven intrusion detection systems can monitor for 

unusual behavior and respond in real time.

THE HUMAN FACTOR

Technology alone cannot solve the problem. A signif-

icant percentage of breaches stem from human er-

ror—misconfigured devices, overlooked updates, or 

falling for phishing emails. Training installers, main-

tenance teams, and even homeowners is critical. 

Awareness programs could make cybersecurity as rou-

tine as panel cleaning or output monitoring.

INNOVATION ON THE DEFENSIVE FRONT

Research teams are developing advanced tools to pro-

tect solar systems:

	• AI anomaly detection: Neural network models capa-

ble of spotting attacks like false data injection or de-

nial-of-service with over 99% accuracy.

	• Attack simulations: Stress-testing smart grids to under-

stand the potential impact of coordinated cyber events.

	• Adoption of global standards: Implementing frame-

works such as NIST, ISO/IEC 27001, and IEC 62443 for 

renewable infrastructure.

THE COST OF INACTION

The urgency is underscored by the volume of attacks 

already targeting the energy sector—over 1,000 cyber-

attacks per week on utilities worldwide, according to in-

dustry estimates.

Recent blackouts in Spain and Portugal, though not 

caused by cyberattacks, have shown how quickly dis-

ruptions can escalate and how ill-prepared some sys-

tems remain.

SECURING THE FUTURE OF SOLAR

Rooftop solar is more than just a tool for generating 

clean electricity; it is a pillar of the global energy tran-
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sition and a symbol of a more democratic, resilient 

grid. By decentralizing power generation, it empow-

ers communities to take control of their energy future, 

reduces dependence on fossil fuels, and enhances re-

silience in the face of physical disruptions like extreme 

weather.

However, the same qualities that make rooftop solar 

so powerful—its connectivity, scalability, and distribut-

ed nature—also create new vulnerabilities. If these sys-

tems remain under-secured, they risk becoming entry 

points for cybercriminals, hacktivists, or even hostile 

state actors. 

A single, poorly protected installation might be in-

consequential, but thousands of them, coordinat-

ed through a single exploit, could destabilize local or 

national grids. The stakes extend beyond individual 

households: this is about safeguarding the integrity of 

entire energy systems.

To ensure that the clean-energy transition does not in-

advertently introduce new risks, a multi-layered and pro-

active approach is essential:

	• Unified Collaboration Across the Ecosystem: Poli-

cymakers must work hand-in-hand with manufac-

turers, installers, and end users to establish shared 

standards for device security, data protection, and 

emergency response. A fragmented approach will 

leave critical gaps.

	• Security by Design: Cybersecurity should be inte-

grated into every stage of a solar system’s lifecy-

cle— from the design of hardware and software, to 

installation protocols, to maintenance schedules. 

Retrofitting security after deployment is costlier and 

far less effective.

	• Continuous Vigilance and Adaptation: The threat 

landscape evolves rapidly. Regular system moni-

toring, firmware updates, and security audits are 

non-negotiable. As attackers innovate, defenses 

must evolve in lockstep.

	• Global Standards, Local Enforcement: International 

cybersecurity frameworks (like ISO/IEC 27001 or IEC 

62443) should be adapted for the renewable sector 

and enforced at the national or regional level. Com-

pliance must be auditable and incentivized, not op-

tional.

	• Public Awareness and Education: Homeowners and 

small businesses need accessible, actionable guid-

ance on securing their systems—just as they receive 

advice on energy efficiency. Cybersecurity literacy 

should become part of the standard solar installa-

tion package.

Failing to address these needs risks undermining pub-

lic trust in renewable energy, slowing adoption, and 

handing attackers a powerful new tool for disruption. 

Conversely, acting decisively today could set a global 

precedent for secure, scalable, and resilient clean ener-

gy systems.

The renewable revolution will not be judged solely on 

how much carbon it cuts, but also on whether it can 

withstand the pressures of an increasingly digital, inter-

connected world. A future in which solar power is both 

green and secure is not only possible—it is imperative. 

The window to build that future is open now, and it is 

closing fast. The choice before us is clear: either we forti-

fy our solar infrastructure today, or we risk watching to-

morrow’s clean energy dream become tomorrow’s 

critical vulnerability.� 
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Grey Market 
Gold Rush: 
How Tariffs Fuel Parallel Import Profits

The “grey market” refers to the sale of genuine products 

through unofficial channels, outside the brand’s author-

ized distribution network. In the European Union, this is 

typically legal under the regional exhaustion principle: 

once a product is lawfully sold in any EU member state, 

it can be resold anywhere else in the bloc without the 

trademark owner’s permission.

When tariffs raise official retail prices in a high-demand 

market, opportunistic importers exploit price differences 

across regions. This arbitrage—buying low in one place 

and selling high in another—can yield margins that rival, 

or exceed, those of official distributors.

WHY TARIFFS ARE SUCH A STRONG TRIGGER

High tariffs or other trade barriers create price dispar-

ities between markets. In electronics, where con-

sumers are highly price-sensitive and model cy-

cles are short, even small differences matter.

When a country or bloc (like the EU) applies tariffs on fin-

ished devices or on critical components, official channel 

costs increase. In parallel:

	• Importers and traders source devices from markets 

with lower tariffs or cheaper local pricing.

	• They reintroduce them into high-price markets, un-

dercutting official retail by enough to attract price-sen-

sitive buyers, while still pocketing healthy profits.

	• In the smartphone sector, online platforms—both 

global marketplaces and local classifieds—make 

these goods easy to find.

Grey-market devices are typically genuine and often 

brand new, but may come without local warranty, have 

different software builds, or lack support for all network 

bands used in the destina-

tion country.

Tariffs are meant to protect 

domestic industries, raise gov-

ernment revenue, or serve as 

a bargaining tool in trade dis-

putes. But in the consumer 

electronics sector—especially 

smartphones—they can have 

an unintended side effect: they 

make the grey market more 

profitable than ever. 
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MEASURING THE GREY MARKET IN SMARTPHONES

Exact numbers are elusive because grey market activity is 

inherently untracked by official sales channels. However:

	• Industry estimates often put parallel imports and 

grey market sales at 20–30% of the global mobile 

phone trade, amounting to hundreds of thousands 

of units per day.

	• In markets with higher taxes, tariffs, or delayed 

launches, that share can spike well above the global 

average.

	• Europe, while a single customs union internally, is still 

vulnerable because many premium devices launch 

first in Asia or North America, or are sold cheaper in 

certain EU member states than others.

CONSUMER IMPACT: PROS AND CONS

Advantages of grey-market purchases:

	• Lower prices: savings of 10–30% com-

pared to official retail.

	• Early access: buyers can get the latest 

flagship weeks or months before the lo-

cal official launch.

	• Model variety: some variants not offi-

cially released in the buyer’s country.

Drawbacks and risks:

	• Warranty limitations: official service centers may 

refuse repairs or charge full rates.

	• Compatibility issues: missing 5G bands, incompati-

ble chargers, or region-locked software.

	• Uncertain updates: firmware may lag behind local 

releases or lack region-specific features.

	• Resale value: grey devices often fetch less on the 

secondary market because of these risks.

For many consumers, the decision comes down to 

whether the upfront savings outweigh these long-term 

trade-offs.

IMPACT ON BRANDS AND AUTHORIZED RETAILERS

The growth of grey market channels 

can significantly erode official sales:

	• Revenue loss: every grey-mar-

ket unit sold is one less sold through 

authorized distributors, reducing vol-

ume leverage.

	• Brand perception risks: custom-

ers with grey devices may still expect 

full support, leading to frustration if 

denied.

	• Price erosion: constant under-

cutting from parallel imports forces 

official channels to offer heav-

ier discounts, squeezing 

margins.

	• Inventory man-

agement issues: un-

even demand due to 

grey competition makes 

forecasting harder.

In the EU, legal tools to 

block grey imports are lim-

ited because of the regional 

exhaustion doctrine. This 
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pushes brands to fight with commercial strategies—

pricing alignment, faster product availability—rather 

than purely legal action.

THE TARIFF-GREY MARKET FEEDBACK LOOP

Here’s how tariffs accelerate grey market activity:

	• Tariff increase raises the cost of either the finished 

smartphone or key components.

	• Official retail prices go up to protect margins.

	• Price gaps widen between markets with and with-

out the tariff.

	• Parallel importers swoop in to exploit the gap.

	• Grey market share grows, further undermining offi-

cial channels.

A notable pattern: even the anticipation of tariffs can 

spike grey-market flows, as traders “front-run” price in-

creases by importing and selling before tariffs take effect.

EUROPE’S UNIQUE POSITION

Inside the EU, there are no internal tariffs between mem-

ber states, but external tariffs on goods from outside the 

bloc can still impact pricing. Even without new tariffs, 

high VAT rates or environmental levies can make official 

prices in some countries much higher than others.

This means:

	• Importers may bring in devices from lower-VAT EU 

countries to higher-VAT ones, exploiting intra-EU 

price gaps.

	• When global tariffs shift (e.g., U.S.–China disputes af-

fecting component prices), EU prices can rise even 

without direct EU-imposed tariffs—creating similar 

arbitrage opportunities.

MITIGATION STRATEGIES FOR BRANDS

Brands and official distributors have a limited toolkit but 

can still slow grey-market growth:

	• Price harmonization: narrowing regional price dif-

ferences reduces arbitrage potential.

	• Faster roll-outs: launching simultaneously in more 

markets limits the “early access” incentive.

	• Supply controls: restricting bulk orders in low-

price markets that are known grey-market sources.

	• Product traceability: using serial number tracking, 

QR codes, or blockchain authentication to trace par-

allel-import origins.

	• Channel incentives: rewarding official retailers with 

promotions or service advantages unavailable to 

grey sellers.

These measures don’t eliminate grey imports, but 

they raise the difficulty and reduce profitability for par-

allel traders.

LEGAL FRAMEWORK: EU REGIONAL EXHAUSTION

The EU operates under a regional exhaustion system for 

intellectual property rights:

	• Once a branded product is sold within the EEA (Eu-
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ropean Economic Area), the trademark owner can-

not prevent its resale elsewhere in the EEA.

	• This means parallel imports from one EU country to 

another are legal, even if the brand disapproves.

	• Imports from outside the EEA can still be restrict-

ed—but once they enter via an official channel, they 

can circulate freely.

As a result, the fight against grey imports in the EU is 

more about market strategy than legal enforcement.

THE BOTTOM LINE: TARIFFS = FUEL FOR GREY 

MARKET GROWTH

When tariffs raise official retail prices, grey-market activ-

ity almost always increases. Consumers chase cheaper 

options, even at the cost of warranty and support, while 

importers exploit the gap for profit.

Takeaways:

	• Tariffs create arbitrage opportunities by widening 

price gaps between regions.

	• Grey market share in smartphones is estimated at 

roughly 20–30% globally, higher in certain high-tax 

or delayed-launch markets.

	• EU law allows parallel imports within the single mar-

ket, making control difficult.

	• Brand strategies, not lawsuits, are the most effective 

tool for mitigation.

For now, the grey market will remain a fixture in Europe’s 

smartphone ecosystem—especially when trade policy 

volatility keeps official prices unpredictable.� 
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The Cost of Play: 
Gaming Accessories Hit by Tariffs

Here’s how we want to put it: 

Tariffs Play Hardball—Gamers 

and Studio Supply Chains Feel 

It. Tariffs are often cast as a blunt 

economic instrument, but for 

the gaming industry, they’ve 

become a precise—even bru-

tal—leveler of design, logistics, 

and consumer expectations. 

From controllers to headsets 

and ultra-thin gaming GPUs, 

the fallout of new U.S. tariffs is 

hitting the tactile world of play 

in ways both subtle and jarring.

Recent trends show that the price of gaming gear is no 

longer determined solely by specs. The trade war turns 

capitalism into an arms race, where the new frontier of 

design and performance is momentarily overshadowed 

by raw import cost. Let’s explore how this plays out—lit-

erally—across gaming peripherals and hardware.

HOW HIGH CAN GAMING GEAR PRICES CLIMB?

Research by the Trade Partnership Worldwide, shared 

through TechRadar and Tom’s Hardware, paints at least 

one stark scenario: tariffs could drive price increases in 

tech products by anywhere between 11% to a stag-

gering 70%, depending on the category. When 

countries like China face combined levies nearing 145%, 

the math gets grim fast.([turn0search1])

That puts gaming consoles in the firing line. Analysts 

model consoles rising by up to 69%, potentially push-

ing an expected PlayStation 5 Pro to $1,200—up from 

its baseline near $699. When GPUs, controllers, and ac-

cessories share supply chains with these affected cate-

gories, their sticker tags can’t help but creep upward as 

well.([turn0search2])

WHAT’S GETTING HIT THE HARDEST?

Gaming gear isn’t spared; in fact, it may have become 

a direct target, categorized as “toys” or peripherals—an 

administrative designation that eases tariff application. 

Companies like 8BitDo, known for their gaming control-

lers, slammed the pause button on China-to-U.S. ship-

ments when hit with debilitating rate hikes—leading 

them to rely only on limited U.S. stockpiles.([turn0news6])

Microsoft hasn’t been immune either: it raised global Xbox 

pricing, including consoles, controllers, and headsets. 

Though not calling it out, executives confirmed that tough 

tariffs—especially those reaching up to 145%—behind the 

scenes are squeezing cost structures. The result: a $100 bump 

on hardware like the Xbox Series X and stepped-up prices on 

games and accessories.([turn0news10], [turn0news7])

WHEN PLAY GETS PRICIER: HOW TARIFFS 

ARE DRIVING UP THE COST OF CONTROLLERS, 

HEADSETS, AND GPUS

Controllers, headsets, and GPUs have emerged as three 

of the most visibly impacted product categories under 

the new tariff regime, and the reasons are as structural as 

they are economic. Controllers—whether for consoles or 

PC—are heavily reliant on precision electronics and mold-

ed plastics, both of which are predominantly sourced 

from Chinese manufacturers. When import duties climb, 
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even a marginal 

increase of 10–15% on those 

components can translate into a retail price 

hike of $15–$30 per unit. Headsets face a similar 

fate: their high reliance on neodymium magnets, 

micro-drivers, and wireless chipsets—often as-

sembled in a single factory cluster—means there’s 

little room to offset added costs without cutting qual-

ity. GPUs, perhaps the most tariff-sensitive of all, are hit 

twice: once on the silicon wafers themselves, and again 

on the finished cards, many of which are final-assembled 

in East Asia. This double exposure can add $100–$300 to 

the MSRP of mid-to-high-end models, pushing flagship 

GPUs into the $1,500–$2,000 bracket for the first time.

Key cost drivers include:

	• Component origin: The vast majority of microchips, 

plastics, and wiring harnesses for these accessories 

originate in tariff-affected zones.

	• Assembly concentration: Few alternative manu-

facturing hubs exist with the scale and expertise to 

match current output levels.

	• High freight sensitivity: Tariff-induced delays in-

crease reliance on faster, more expensive shipping 

methods to meet launch windows.

In practical terms, these hikes not 

only pressure consumer budgets but 

also force difficult trade-offs—gamers may delay 

upgrades, settle for mid-tier hardware, or turn to sec-

ond-hand markets, reshaping demand patterns across 

the industry.

WHY DOES GAMING GEAR GET SLAMMED SO HARD?

It’s about global sourcing and exotic logistics. These 

products typically ratioed:

	• High import dependency—most headsets, 

controllers, circuit boards, and GPUs come from 
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Asia, especially China and Southeast Asia.

	• Complex assembly chains—tiny components, pre-

mium materials, and high-end electronics are often 

spread across multiple countries.

	• Low price elasticity—gamers expect value but are 

sensitive to cost bumps, making every dollar added 

politically painful.

Tariff hikes squeeze margins immediately. When con-

soles and GPUs cost hundreds more, accessories get 

bundled into delayed spends—or simply get omitted 

from carts entirely.

CONSUMERS ARE ALREADY FEELING IT 

—OR BRACING FOR IT

The real-world grind lines are emerging:

	• Price increases are showing up pre-launch for con-

soles like the Switch—Nintendo managed to hold 

pricing stable by launching in a tariff freeze window, 

but noted that accessories like docks and straps are 

already costlier. Gamers may pay more later in the 

holiday season.([turn0news5])

	• Gaming-focused retailers and platforms are prep-

ping for tug-of-war pricing. A public shift already un-

derway: PS5 Pro, accessories, and GPUs may all carry 

surcharges—even before tariffs fully land. Retailers 

and game studios are watching the same supply 

chains and forecasting accordingly.

THE IMPACT SPLIT: RESISTANCE, STILLNESS,  

OR GAME OVER?

Winners?

	• Consumers, momentarily. If a product is stocked pre-

hike, you can buy it at old prices—at least until wave 

two hits.

	• Retailers with local inventory or alternative sourcing 

may lock margins temporarily.

Losers?

	• Gamers on thin budgets delaying purchases, espe-

cially when upgrades (controllers, headsets) jump by 

20–50%.

	• Smaller peripheral brands who cannot absorb or 

pass on tariff pain may fold or shrink reach.

Strategic pathways:

	• Brands might shift assembly to countries not target-

ed by tariffs (e.g., Vietnam, India), but logistics and 

certification take time.

	• Dual-Sourcing policies may keep accessory launch-

es on time—but they raise complexity and still risk 

margin squeeze.

WHAT SHIFTING TARIFFS TEACH THE GAMING 

BATTLEFRONT

Stocking matters. If you assemble in advance, you gain 

a brief window of neutral margins. Nintendo used one 

effectively for the Switch 2 launch.

Consumer patience is thin. Price hikes slow demand. A 

$500 GPU becoming $1000 deters upgrades, hits second-

ary markets, and risks delaying entire PC refresh cycles.

Market structure constrains quick swings. You can’t 

instantly switch factory footprints—exemptions, exemp-

tions, and policy delays mean your last phone controller 

might be your only salvo before a price hike.

THE VERDICT: TARIFF CASUALTIES 

 AND TACTICAL OPPORTUNITIES

Gaming accessories and hardware are caught in the cross-

fire of tech policy. Tariffs upend the business of play by:

	• Forcing pay-more-now-or-late decisions on con-

sumers.

	• Pressuring margins for peripherals, consoles, and GPUs.

	• Slowing innovation cycles where cost dominates 

specification.

However, smart actors can pivot:

	• Utilize inventory hedging.

	• Diversify assemble locations.

	• Communicate transparently with fans.

Gamers may grumble, but the ecosystem’s evolution—

fast-tracking regional supply, shipping contingencies, 

and data-driven pricing—is already underway.

As we approach the next console season, every joystick, 

headset, and unlocked resolution may come with a hidden 

tariff tax. The throttle between innovation and inflation is 

tightening—and the best strategy is to stay nimble, in-

formed, and ready to game the changes.� 
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Tariffs: What They Are, How They Work
– and Their Impact on the EU Electronics Market

In recent years, the topic of tar-

iffs has once again dominated 

headlines, policy debates, and 

boardroom discussions. While 

tariffs may sound like an abstract 

economic tool used by govern-

ments, their effects are felt in 

tangible ways — from the price 

tags on the latest smartphones 

to the competitive landscape of 

European tech companies. 

The global electronics sector is particularly sensitive to 

these measures. The European Union (EU), a major im-

porter and exporter of electronics, has found itself at the 

crossroads of global trade tensions — particularly dur-

ing the U.S. administration’s tariff wars, which targeted 

multiple sectors, including high-value electronics and 

components.

Understanding tariffs is crucial for anyone involved in 

the EU electronics market: manufacturers, importers, 

distributors, and even consumers. This article breaks 

down what tariffs are, how they work, and why their im-

pact on the EU electronics market is far-reaching and 

sometimes unexpected.

1.	TARIFFS EXPLAINED: THE BASICS

At their core, tariffs are taxes imposed by governments 

on imported goods and services. They serve two 

main purposes:

	• Revenue Generation – Historically, tariffs were a 

primary source of government income before the 

widespread adoption of income taxes.

	• Trade Protection – They shield domestic indus-

tries from foreign competition by making imported 

goods more expensive.

Tariffs can be:

	• Ad valorem tariffs – A percentage of the good’s val-

ue. For example, a 10% tariff on a €500 laptop adds 

€50 to its price.

	• Specific tariffs – A fixed fee per unit. For instance, 

€15 on every imported smartphone, regardless of its 

market price.

	• Mixed tariffs – A combination of both.

In the electronics sector, ad valorem tariffs are most 

common because device prices vary widely. A high-end 

workstation and a budget tablet both face proportion-

al taxes, even though their market positioning is vastly 

different.

2.	HOW TARIFFS ACTUALLY WORK  

IN PRACTICE

When a shipment of electronics arrives at an EU port 

from outside the bloc, customs authorities assess the 

declared value of the goods. Based on the EU’s Com-

mon Customs Tariff, they determine the duty owed. 

For example, if a batch of gaming consoles imported 

from Asia is valued at €1 million and the tariff rate is 5%, 

the importer must pay €50,000 before the goods are 

released into the EU market.

This cost is rarely absorbed by the importer alone. In-

stead, it is typically passed along the supply chain: 

wholesalers, retailers, and finally the consumer. As a re-

sult, tariffs can directly influence retail prices and, in turn, 

consumer demand.



71

3.	THE EU’S TARIFF FRAMEWORK

The EU operates a Customs Union with a shared tariff 

policy. This means:

	• All member states apply the same tariff rates to 

goods entering the EU from non-member countries.

	• Once goods clear customs in one EU country, they 

can circulate freely across all others.

For electronics, the EU’s tariff policy is shaped by:

	• World Trade Organization (WTO) rules

	• Bilateral trade agreements (e.g., EU–Japan Eco-

nomic Partnership Agreement)

	• Specific sectoral deals like the Information Tech-

nology Agreement (ITA), which eliminates tar-

iffs on certain high-tech goods.

However, not all electronics benefit from zero 

tariffs under these agreements. Products not 

covered — or products imported from coun-

tries without preferential trade deals — are 

subject to the standard Common External Tariff.

4.	TARIFFS AS A POLITICAL TOOL:  

THE TRUMP ERA EXAMPLE

One of the most significant recent disruptions in glob-

al trade came during the administration of U.S. Presi-

dent Donald Trump, whose policies introduced tariffs 

on a wide range of imports. While these were primarily 

aimed at China under the banner of addressing unfair 

trade practices, their ripple effects reached Europe.

The EU electronics market was affected in two ways:

	• Direct Impact – Some EU electronics exports to the 

U.S. faced retaliatory tariffs, making them less com-

petitive in the American market.

	• Indirect Impact – Global supply chains were disrupt-

ed. For example, a European company sourcing micro-

chips from China for final assembly in Germany faced 

higher component costs due to U.S.-China tariffs, even 

if the goods were not destined for the U.S. market.

These measures highlighted how interconnected the 

electronics supply chain has become — and how tariffs, 

even when not targeted directly at Europe, can create 

significant knock-on effects.
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5.	THE ELECTRONICS SUPPLY CHAIN:  

WHY TARIFFS HIT HARD

Electronics manufacturing is inherently global. A single 

laptop may have:

	• Design in the U.S.

	• Microprocessors from Taiwan

	• Displays from South Korea

	• Assembly in China

	• Distribution across Europe

Tariffs at any point in this chain can:

	• Increase production costs.

	• Delay shipping due to customs procedures.

	• Force companies to re-evaluate sourcing strategies.

For example, if the EU imposes a 7% tariff on imported 

printed circuit boards from a non-preferential country, 

every manufacturer relying on those boards will face 

higher costs. Those costs will inevitably filter through to 

retailers and consumers.
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6.	CONSUMER IMPACT:  

PRICES AND PRODUCT AVAILABILITY

For consumers, the consequences of tariffs in the elec-

tronics sector can be significant and multifaceted:

	• Higher retail prices – Import duties are typically 

passed down the supply chain, meaning end-users 

pay more for devices such as smartphones, laptops, 

TVs, and gaming consoles. Even small tariff percent-

ages can translate into noticeable price increases.

	• Reduced product variety – If importers or dis-

tributors find certain models unprofitable after 

tariffs, they may stop offering them, leading to 

fewer options on store shelves and online mar-

ketplaces.

	• Delayed product launches – Tariffs can cause 

uncertainty in pricing and contracts, prompting 

suppliers to postpone releases until costs are re-

negotiated.

	• Limited access to niche products – Specialty elec-

tronics or components that are not mass-market 

often become too expensive to import in small vol-

umes under new tariff regimes.

	• Example during U.S.–China tensions – Multiple 

European retailers postponed launching flagship 

smartphone models because suppliers had to ad-

just pricing and delivery schedules to account for 

shifting tariff structures.

7.	STRATEGIC RESPONSES BY THE INDUSTRY

Also, EU electronics companies have deployed various 

strategies to adapt to tariff challenges:

	• Supplier diversification – Sourcing components 

or finished products from multiple countries, es-

pecially those with preferential trade agreements 

with the EU, to reduce exposure to tariffs from any 

single region.

	• Localized production – Moving assembly or manu-

facturing into the EU (or into countries with zero-tar-

iff trade agreements) to avoid import duties entirely.

	• Temporary cost absorption – Maintaining retail 

prices while absorbing tariffs internally to protect 

market share, even though this can erode profit 

margins.

	• Lobbying for tariff exemptions – Engaging with 

policymakers to secure temporary suspensions or 

lower rates for components that are not available 

from domestic sources.

	• Tariff engineering – Redesigning or reclassifying 

products so they fit into tariff categories with lower 

or zero duties (e.g., making small technical modifica-

tions to qualify under a different HS code).

	• Inventory timing – Stockpiling goods before tariff 

hikes or scheduling imports to coincide with 

lower-duty periods, when applicable.
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8.	LONG-TERM IMPACT  

ON THE EU ELECTRONICS MARKET

Although tariffs are sometimes temporary, they can re-

shape the EU electronics market in lasting ways:

	• Reconfigured supply chains – Development of 

more regional or EU-based manufacturing hubs to 

limit dependence on volatile global trade routes.

	• Push for innovation – Pressure on companies to 

design products that are less dependent on tariff-af-

fected components, or that can be produced more 

cost-efficiently.

	• Market consolidation – Smaller players, unable to ab-

sorb or adapt to tariff costs, may be forced out, allow-

ing larger, financially stronger companies to dominate.

	• Encouragement of technological self-sufficiency 

– Tariffs have in some cases accelerated EU invest-

ment in strategic sectors like semiconductor fabrica-

tion, aiming to reduce reliance on foreign suppliers.

	• Shift in competitive dynamics – Companies that 

successfully adapt may strengthen their market po-

sition long after tariffs are lifted, creating lasting ad-

vantages over slower competitors.

	• Consumer impact over time – Even if tariffs are re-

moved, changes in supply chain structures and pric-

ing strategies adopted during tariff periods often 

persist.

9.	SO… ARE TARIFFS ALWAYS BAD?

While tariffs often get a bad reputation, they can have 

benefits:

	• Protecting nascent industries – Encouraging do-

mestic production of strategic goods.

	• Negotiating leverage – Serving as a bargaining chip 

in trade agreements.

	• National security – Preventing overreliance on po-

tentially hostile foreign suppliers.

However, these benefits come at a cost, and the chal-

lenge for policymakers is finding the right balance be-

tween protection and openness.

10.	THE ROAD AHEAD:  

TARIFFS IN A CHANGING GEOPOLITICAL CLIMATE

Looking forward, the EU electronics market will remain 

exposed to tariff risks due to:

	• Ongoing U.S.–China trade frictions.

	• Possible EU–U.S. disputes over digital taxes and sub-

sidies.

	• The growing trend toward economic nationalism in 

several countries.

For electronics businesses, this means building tariff re-

silience into their strategies: diversifying supply sources, 

leveraging free trade agreements, and investing in re-

gional production capabilities.

A TAX THAT SHAPES THE TECH LANDSCAPE

Tariffs are more than just numbers on a customs form 

— they are strategic levers that can reshape entire in-

dustries. In the EU electronics market, they influence 

pricing, innovation, supply chain design, and even con-

sumer choice.

For businesses, staying ahead means not only track-

ing tariff changes but also anticipating their broader 

implications. For policymakers, the challenge lies in 

protecting strategic interests without stifling com-

petition and innovation. And for consumers, under-

standing tariffs offers a glimpse into why the price 

of that new smartphone might be just a little higher 

than expected.� 
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Short answer: prices could 

rise—especially for U.S.-bound 

flagships—because tariffs on 

China-tied hardware inflate 

costs somewhere in the chain. 

But the outcome depends on 

a moving target: which prod-

ucts are covered, how long the 

exemptions last, how much 

brands absorb, and how quick-

ly they can shift production. 

Below is a clear, fact‑checked 

guide to what’s happening, 

how it hits the bill of materi-

als, and what it means for your 

next upgrade.

1.	WHAT CHANGED—AND WHY  

THIS SUDDENLY MATTERS

In early 2025, the U.S. dramatically escalated tariffs on Chi-

nese imports. Analysts warned that if those levies stuck, 

top‑end iPhones could jump by 30–43%—with a notional 

$1,599 model modeled near $2,300 if all costs were passed 

through. Apple shares sold off on the fear of sticker‑shock. 

Days later, Washington excluded smartphones, 

computers, and several other electronics from the 

steepest tranche, 

taking imme-

diate pressure off 

finished phones—but leaving a 

web of duties and policy uncer-

tainty in place. Analystrs noted the administration still 

kept a 20% tariff related to fentanyl policy on all Chinese 

imports; it also signaled further chip‑focused measures 

could come. Translation: even with phone exemptions, 

portions of the component stack remain exposed, and 

policy can flip again. 

Meanwhile, older Section 301 tariffs from the last trade 

round are still in the background (25% on large swaths 

of China‑origin goods after the 2018–2020 actions), and 

the U.S. in 2024 set higher rates on some battery parts 

and critical minerals (with staged start dates through 

Will Your Next Smartphone Cost More?
Blame the Tariffs
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2026). Not all of this hits 

phones directly, but it 

increases the chance 

that pieces of a flagship’s 

BOM (battery cells or up-

stream materials) carry 

tariff lift. 

To further complicate the 

backdrop: Washington 

and Beijing have been 

operating under on‑again, 

off‑again tariff truces. As 

of August 12, 2025, the 

two sides agreed another 

90‑day extension, averting a 

fresh spike but keeping un-

certainty elevated.

2.	 HOW TARIFFS 

TRANSLATE  

INTO PHONE PRICES  

(THE MECHANICS)

Flagship pricing is a cocktail of 

(a) BOM + assembly, (b) logis-

tics and duties, and (c) brand 

margin + channel costs. Tariffs 

hit (b) directly and (a) indirectly 

when taxed components flow 

into the BOM.

	• Direct hit on finished 

goods: If a finished phone is tar-

iffed, the importer pays at the 

border. Even if firms try to absorb 

some of it, part typically passes 

down to retail.

	• Indirect hit via components: If the chips, PCBs, cam-

era modules, batteries, displays or other subassem-

blies are tariffed, the BOM rises. Enough small uplifts 

can move end‑prices even when finished phones 

are exempt.

	• Currency & cross‑market decisions: Global brands 

try to avoid massive price gaps between regions. A 

U.S.‑specific tariff can still ripple into global MRSP 

strategy if it dents margins on the world’s largest 

premium market.

In practice, companies rarely pass through 100% of 

a shock at once. In April, CFRA told Reuters Apple 

might only be able to pass 5–10% without cratering 

demand—implying mix‑shifts (more promo on older 

models), storage tweaks (higher base storage to justify 

price), or staggered hikes (e.g., holding until the next 

cycle). (Reuters)

3.	SO… ARE PHONES ACTUALLY  

GETTING MORE EXPENSIVE?

It’s already happening in pockets, and the risk skew is 

upward:

	• Risk case (April 2025): If punitive rates had stayed on 

finished phones, modelling showed potential price 

jumps of 30–43%. That worst‑case was dialed back 

after the exemption for smartphones.

	• Current base case (mid‑2025): Finished phones 

are exempt from the harshest list, but not all 

components or baselines are clear of duty, and 

policymakers continue to float new chip meas-

ures. The churn is already depressing shipment 

growth forecasts: Counterpoint trimmed its 2025 

global smartphone growth outlook, citing tariff 

uncertainty. 

	• Forward risk: The White House and USTR have pur-

sued (or examined) higher tariffs on semiconduc-

tors—including “legacy” chips used in everyday elec-

tronics—alongside other tech‑related duties. If that 

proceeds, component‑level inflation is likely. 

Bottom line: the probability‑weighted outcome to-

day looks like modest price creep (and/or value‑en-

gineering to hide it) rather than shock rises—unless 

exemptions lapse or new component tariffs land si-

multaneously.

4.	WHERE EXACTLY THE COST PRESSURE LIVES IN A 

FLAGSHIP

Most premium BOMs are dominated by silicon, memo-

ry, display, camera stack, and enclosure. Where do tar-

iffs bite?

	• Silicon (SoC, PMICs, modems, RF): Chips are de-

signed by U.S. /Korean firms but fabbed mainly 

in Taiwan and Korea; tariff exposure depends on 
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HS codes, country of origin, and any new U.S. meas-

ures. The concern isn’t just “AI chips”—Washington 

has talked up new tariffs/curbs on legacy Chinese 

semis, the cheap workhorses sprinkled across phone 

boards. A tariff there raises platform costs at scale. 

	• Displays & camera modules: The April exclusions 

listed flat‑panel displays among spared electronics. 

That relief reduces immediate display risk—while it 

lasts. Camera modules often integrate parts from Ja-

pan/Korea, assembled across Asia; risk is routing & 

rules‑of‑origin more than a single China tag. 

	• Batteries & parts: The 2024 review raised U.S. tariffs 

on certain battery parts and non‑EV lithium‑ion cells 

on a schedule through 2026. That doesn’t automat-

ically map to phone packs, but it pushes upstream 

materials and complicates sourcing. 

	• PCBs/Interconnect: Many boards and passive com-

ponents are still China‑linked. Even when a final 

phone is exempt, taxed subparts nibble BOM—

death by a thousand cuts.

Recent third‑party BOM analyses (e.g., on Galaxy S25 

Ultra) show component inflation even before full tariff 

pass‑through: a ~3.4% BOM increase vs. the S24 Ul-

tra, led by pricier chipsets. That’s not a tariff 
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proof point by itself, but it shows how little headroom 

brands have before nudging MSRP. (counterpointre-

search.com)

5.	HOW THE INDUSTRY WILL TRY TO KEEP 

STICKERS IN CHECK

Expect a mix of playbook moves to soften visible 

price hikes:

	• Spec/range engineering. Raise the base storage or 

add a new ultra‑thin chassis or AI features to jus-

tify a $50–$100 bump—rumors already swirl about 

the iPhone 17 generation and price upticks. (Leaks 

aren’t law, but they show where expectations are 

heading.) 

	• Staggered pass‑through. Even reliable sources 

suggest large hikes are hard to push in one go; you’ll 

see promo‑heavy older models anchor price ladders 

while Pro/Ultra models carry quiet increases. 

	• Geographic hedging. More final assembly in India 

or Vietnam to reduce direct China exposure—even 

though those countries have also faced their own 

U.S. levies at times. The April fear episode included 

talk of tariffs on India/Vietnam builds too, underscor-

ing the fragility of this hedge.

	• Supplier reshoring & multi‑sourcing. Brands diver-

sify PCB, pack, and accessory sourcing to non‑tariff 

geographies where possible. This is slower than it 

sounds because quality yield and reliability matter 

more than raw unit price at flagship tiers.

	• Absorption vs. margin mix. Firms can absorb 5–10% 

for a while, especially on hero SKUs, and make it back 

via services, trade‑in economics, or higher‑margin 

accessories—but investors notice; it’s not sustaina-

ble indefinitely. 

	• Pre‑buy surges. When tariff deadlines loom, pre‑tar-

iff buying and channel stuffing can goose quarterly 

sales (we’ve already seen tariff‑front‑running in 2025 

earnings coverage). That pulls demand forward but 

doesn’t remove the underlying cost. 

6.	U.S. VS. EU VS. THE REST: WHO PAYS WHAT?

	• United States: The U.S. is the epicenter—poli-

cy originates there, and the premium segment 

is large. With phones currently exempt from the 

steep list, the most plausible near‑term outcome 

is mild price creep or feature‑justified bumps—

unless exemptions lapse or new component‑only 

tariffs bite. 

	• European Union: The EU has not introduced par-

allel phone tariffs. Europe will still feel global BOM 

inflation and brand‑level pricing strategies (compa-

nies prefer coherent global tiers). If the U.S. hikes 

component tariffs broadly, global supply contracts 

may re‑price—and EU MRSPs can move even with-

out EU tariffs.

	• China: Beijing has retaliated with its own measures; 

foreign OEMs’ China sales have faced pressure in-

dependent of tariffs (competition + policy climate). 

Weakness in China demand can push brands to lean 

harder on ASP elsewhere. 

7.	SCENARIOS FOR LATE‑2025 TO 2026

Mild (most likely if truce holds, exemptions roll): 

Phones remain exempt from extreme rates; some com-

ponent categories taxed. Brands nudge $50–$100 on 

flagships or keep MSRP but trim promos. Mix shifts to-

ward higher storage to justify perceived value. Ship-

ment growth remains tepid vs. pre‑2020 trendlines. 



82

Base (exemptions wobble, chip tariffs widen): Se-

lective legacy‑chip tariffs and stricter rules‑of‑origin lift 

BOM 2–5%. Combined with freight, labor, and input in-

flation, MSRP edges up 3–7% on Pro/Ultra tiers, offset 

with generous trade‑ins.

Severe (exemptions lapse; reciprocal hikes resume): 

Finished phones lose their carve‑out; a repeat of April’s 

modelling kicks in—double‑digit sticker jumps possible, 

especially on 1TB/Ultra flagships. Upgrade cycles elon-

gate; premium brands push finance plans and services 

bundles to protect unit count

8.	WHAT TO WATCH (THE REAL TELL‑TALES)

	• Exemption lists & re‑lists: Analysts documented the 

April 11–13 carve‑outs for smartphones, computers, 

semis and displays. Any reversal or expiry is your ear-

ly warning for abrupt price risk. 

	• Chip‑specific actions: New tariffs on legacy semicon-

ductors (not just AI datacenter parts) would affect 

everyday electronics—the most price‑sensitive tier 

of the stack. 

	• Tariff‑truce deadlines: The 90‑day truce extended on 

Aug 12, 2025 is a hard calendar item. If talks fail, es-

calation risk returns instantly.

	• Shipment outlooks: If Counterpoint keeps cutting 

growth forecasts on tariff headlines, it’s a market tell 

that brands expect harder sell‑through at higher 

prices. 

9.	THE TAKE: WILL YOUR NEXT  

FLAGSHIP COST MORE?

Yes, in many cases—though not necessarily by 40%. 

With phones spared from the harshest list (for now), 

the central expectation is measured price increases 

wrapped in feature upgrades, storage bumps, and 

promotion math—not a sudden $600 jump at the 

register. That said, the policy path is unstable: an-

alysts weren’t scaremongering in April; they were 

stress‑testing a real possibility if exemptions go 

away. 

If you’re buying in the U.S., keep one eye on exemp-

tion renewals and truce dates. In Europe, expect 

global pricing discipline to trickle in even without EU 

tariffs, particularly if U.S. rules squeeze components. 

Across markets, don’t be surprised if brands hold the 

line on entry models while quietly edging up Pro/

Ultra tiers—and use trade‑ins to make the math feel 

the same.� 
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From China to India:
The New Electronics Manufacturing Powerhouse - A shift decades in the making

For more than 20 years, China 

has been the workshop of the 

world. From budget handsets 

to flagship smartphones, sup-

ply chains converged on the 

Pearl River Delta and other in-

dustrial hubs. Skilled labour, 

vast component ecosystems, 

efficient ports, and scale econo-

mies made it almost impossible 

for rivals to compete. But the 

tectonic plates of global manu-

facturing are shifting.

Rising geopolitical tension between Washington and 

Beijing, coupled with pandemic-era supply chain shocks, 

has accelerated a change that was already under way: 

the relocation of high-value electronics production to 

alternative hubs. The headline beneficiary? India. Once 

a marginal player in the smartphone manufacturing 

map, it is now positioning itself as the next global power-

house—and Apple, Xiaomi, Samsung and others are re-

drawing their production blueprints to reflect that reality.

WHY COMPANIES ARE MOVING

The motivations are both political and practical.

	• Geopolitical risk reduction: U.S.–China trade dis-

putes have added tariffs, export controls, and reg-

ulatory uncertainty. Producing everything in main-

land China exposes companies to sudden, costly 

disruptions.

	• Diversification of supply chains: Relying on a single 

country for a critical product line is a business risk; 

boardrooms are now factoring resilience alongside cost.

	• Government incentives: India’s Production Linked 

Incentive (PLI) scheme offers subsidies and tax 

breaks to manufacturers who set up locally.

	• Market proximity: India is the world’s second-largest 

smartphone market; producing closer to consumers 

cuts shipping costs and lead times.

	• Labour cost advantage: Wages in China have risen 

steadily, narrowing the gap with developed economies 

and making India’s lower labour costs more attractive.

These drivers aren’t about abandoning China wholesale. 

They’re about creating a “China plus one” strategy—

keeping some production in China while building paral-

lel capacity elsewhere.

APPLE’S PIVOT

Few companies embody the China supply chain model 

more than Apple. For years, Foxconn and Pegatron as-

sembled the bulk of iPhones in Chinese mega-factories, 

orchestrating tens of thousands of workers on just-in-

time schedules. That’s changing.

	• Assembly in India: Apple has expanded iPhone as-

sembly lines in Tamil Nadu and Karnataka, produc-

ing newer models closer to launch rather than rele-

gating India to older SKUs.

	• Component sourcing: Localisation is moving slowly—

many parts are still imported from China or Southeast 

Asia—but investment in Indian suppliers is increasing.

	• Exports: India-made iPhones are now being exported 

to Europe and other markets, signalling that quality 

from Indian facilities meets Apple’s global standards.86



Apple isn’t leaving China—it still depends on Chinese 

plants for scale and component integration—but its 

India output is growing fast enough to hedge against 

shocks in the U.S.–China relationship.

SAMSUNG’S DUAL FOOTPRINT

Samsung, which competes with Apple at the high end 

and with Chinese brands at the mid-tier, has long invest-

ed in diversified manufacturing.

	• Noida mega-factory: One of the largest mobile 

phone plants in the world, capable of producing 

over 100 million units a year, sits in Uttar Pradesh.

	• Balanced production: Samsung maintains massive 

operations in Vietnam and South Korea, with India 

forming part of a multi-country network.

	• Supply chain integration: Component vendors have 

followed Samsung into India, creating clusters that 

reduce reliance on imports.

Samsung’s approach is less about escape from China—

where its mobile manufacturing footprint is already lim-

ited—and more about deepening presence in markets 

with growth potential.

XIAOMI AND THE CHINESE BRAND CALCULUS

For Chinese brands like Xiaomi, Realme, and Oppo, the 

shift to India is more delicate. They face scrutiny in India 

over data security and trade balances, yet they cannot 

ignore its vast consumer base.

	• Local assembly for market access: India requires a 

percentage of components to be sourced locally 

to avoid high import duties on finished phones.

	• Brand positioning: Local production supports 

marketing narratives about being “made for 

India.”

	• Political navigation: Building factories and em-

ploying local workers can help defuse nationalist 

sentiment and regulatory headwinds.

For these brands, India is both a key battleground 

for sales and a way to maintain competitiveness in 

price-sensitive segments.
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INDIA’S MANUFACTURING APPEAL

The reasons go beyond geopolitics and cheap labour. India’s 

pitch to electronics manufacturers rests on several pillars:

	• Demographics: A young, growing workforce eager 

for manufacturing jobs.

	• Infrastructure upgrades: New industrial corridors, ports 

modernisation, and expanded rail freight capacity.

	• Policy support: The PLI scheme for electronics man-

ufacturing offers per-unit incentives, especially for 

high-end devices.

	• Market growth: Smartphone penetration is still ris-

ing, leaving headroom for volume expansion.

There are challenges—bureaucracy, land acquisition 

hurdles, and electricity reliability among them—but the 

trajectory is toward a more hospitable environment for 

large-scale manufacturing.

THE LIMITS OF THE SHIFT

It’s tempting to frame this as a wholesale migration from 

China to India, but reality is more nuanced.

	• China’s entrenched ecosystem: Decades of suppli-

er relationships, tooling expertise, and logistics effi-

ciency are hard to replicate.

	• Component dependency: Many parts for Indian-as-

sembled devices still come from China; moving final 

assembly doesn’t remove all geopolitical risk.

	• Skill and scale: Training and retaining a workforce 

capable of handling the precision of flagship device 

assembly takes time.

For now, most companies are building parallel capacity 

rather than closing Chinese plants. The goal is resilience, 

not replacement.

GEOPOLITICS AS A LONG-TERM FACTOR

U.S. export controls on advanced semiconductors, Chi-

nese restrictions on critical mineral exports, and tit-for-

tat tariffs are reshaping boardroom risk models. The cal-

culus is simple: if your flagship product can be caught in 

the crossfire of a trade dispute, you need options.

	• Trade policy volatility: Sudden tariff announcements 

or export bans can freeze supply chains overnight.

	• Strategic autonomy: Producing in multiple jurisdic-

tions insulates companies from being overly behold-

en to one government’s policies.

	• Signalling to investors: Demonstrating supply chain 

diversification reassures markets that geopolitical 

shocks won’t derail quarterly performance.

THE RIPPLE EFFECT ON SUPPLIERS

When major OEMs move, their suppliers follow. This “fol-

low the anchor” dynamic is visible in India:

	• Component parks: Vendors for displays, batteries, 

camera modules, and casings are setting up near fi-

nal assembly plants.

	• Job creation: Each large factory spawns hundreds of 

smaller supplier and service firms, from PCB assem-

bly to packaging.

	• Technology transfer: As suppliers establish opera-

tions, local employees gain skills that raise the base-

line for the entire manufacturing sector.

This clustering effect mirrors the way Shenzhen evolved 

from a fishing village into a global electronics capital—

though on a compressed timeline.

COMPETITIVE LANDSCAPE:  

VIETNAM, INDONESIA, AND BEYOND

India isn’t the only country benefiting from “China plus 

one” thinking. Vietnam has attracted major investments 

from Samsung, Apple suppliers, and other electronics 

giants. Indonesia is courting battery and EV component 

manufacturers.

What sets India apart is scale—both in potential labour 

force and in domestic consumer demand. While Viet-

nam excels in speed of doing business and regulatory 

clarity, it cannot match India’s sheer market size.

RISKS AND ROADBLOCKS

Even with momentum on its side, India’s path to be-

coming a true alternative manufacturing base is not 

without obstacles.

	• Infrastructure gaps: Ports and roads have improved, 

but bottlenecks remain in freight handling and 

last-mile delivery. 89



	• Policy consistency: Manufacturers prize stability; 

sudden shifts in import duties or localisation rules 

can unsettle investment plans.

	• Power supply: Intermittent outages in some regions 

can disrupt just-in-time production models.

Addressing these issues will determine whether India’s 

current gains become permanent advantages.

WHAT THIS MEANS FOR CONSUMERS

For buyers of Apple, Samsung, or Xiaomi devices, the re-

location of manufacturing might be invisible at first. But 

over time, there are tangible impacts:

	• Pricing: Local assembly can avoid certain import 

duties, potentially keeping prices lower than they 

would be under full import.

	• Availability: Shorter supply lines mean faster product 

launches in the local market.

	• Perception: “Made in India” labelling can ap-

peal to national pride, while also signalling to global 

consumers that the country can meet international 

quality standards.

A NEW BALANCE OF POWER

The shift from a China-centric model toward a more dis-

tributed manufacturing footprint marks a rebalancing 

of global electronics power. India is not replacing China 

outright, but it is moving from the periphery to the cen-

tre of the map.

If the momentum holds, the next decade could see In-

dia handling a much larger share of the world’s high-

end device assembly, exporting not just to its own con-

sumers but to Europe, the Middle East, and perhaps 

even North America.

For now, the picture is one of parallel tracks: Chinese fac-

tories continue to churn out millions of units, but Indian 

plants are no longer an afterthought. They are an essen-

tial part of corporate strategy, insurance policies against 

political storms, and a statement of intent about where 

the future of manufacturing might lie.� 90
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Lockwood Fulfilment Ltd is a London-based 

e-commerce fulfilment provider delivering 

fast, flexible, and reliable logistics solutions  

for businesses of all sizes — locally and globally.

We offer end-to-end services including  

pick & pack, warehousing, same-day shipping, 

branded packaging, and seamless integration 

with leading platforms like Shopify, Amazon, 

and WooCommerce. We also specialise 

in Amazon FBA prep services and returns 

management, ensuring your entire logistics 

operation runs smoothly from inbound stock 

to last-mile delivery and customer returns.

Whether you're a growing startup or an 

established e-commerce brand, Lockwood 

Fulfilment is your trusted partner for scalable, 

tech-driven fulfilment with a personal touch.

Contact: Zee Lichtenstein   +44 7984 716291

Amazon FBA Prep Made Simple

From labelling and bundling to 

poly bagging and quality checks, 

we handle your Amazon FBA prep 

to ensure your inventory meets all 

requirements and is Prime-ready.

Streamlined Returns Management

Our efficient, customer-friendly re-

turns handling system ensures your 

products are inspected, restocked, or 

processed quickly — reducing fric-

tion and retaining customer trust.

Same-Day Dispatch, Guaranteed

Orders placed by our daily cut-

off time are picked, packed, and 

shipped out the same day — help-

ing you delight customers with 

rapid delivery.

No Setup Fees or Volume Minimums

We support both new and estab-

lished brands with transparent 

pricing, no hidden fees, and zero 

volume commitments.
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Custom Packaging & Kitting Services

Enhance your brand experience 

with bespoke packaging, gift sets, 

and kitting solutions tailored to 

your needs.

Seamless Tech Integration

Real-time syncing with Shopi-

fy, Amazon, WooCommerce, and 

more gives you full visibility into 

stock, orders, and returns.

London-Based, Human Support

Your business matters — our ded-

icated, UK-based support team 

is here to help with fast response 

times and personalised service.

Returns services

We have various options for returns 

management to maximise profit 

for our clients
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Global Specification products and maintain a 24/7 logistics system that ensures 

swift, secure delivery to more than 40 countries. At MediaMarket, our commitment 

is simple: genuine products, trusted sources, and exceptional service.

mediamarketint.com



Below you’ll find a practical breakdown—what the law 

actually says, when the obligations kick in, who’s cov-

ered, which carve‑outs exist, and how this interacts with 

the EU’s wider energy strategy.

WHY THIS MATTERS NOW

	• The law is live. The revised EPBD entered into force 

in May 2024; countries must transpose it by 29 May 

2026. That’s the countdown for national rules and lo-

cal permitting workflows to be aligned. 

	• Solar-ready becomes the new design baseline. All new 

buildings with permits filed after 29 May 2026 must be 

designed to optimise solar potential—think orientation, 

roof/facade design, structural capacity—so that future 

solar can be added without costly structural changes. 

	• Actual solar installations roll out in stages for differ-

ent building types (public, non‑residential, residen-

tial, and even roofed car parks). The obligations come 

“where technically suitable and economically and 

functionally feasible.” Those feasibility filters are codi-

fied and must be detailed by each Member State. 

	• This push sits inside the broader REPowerEU and EU 

Solar Energy Strategy agenda, including the goal to 

reach ~700 GW of solar PV by 2030 (from ~338 GW in 

2024), and the political “EU Solar Rooftop Standard” 

label used to describe the new mandate. (Energy, 

solarpowereurope.org)

The EU’s Rooftop Solar Mandate: 
What’s Changing, When, and What It Means for Builders, Businesses, and Buyers

Europe is moving from “nice to 

have” solar to a clear, staged le-

gal obligation to put solar on (or 

design for it in) many new roofs. 

The legal anchor is the recast 

Energy Performance of Build-

ings Directive (EPBD) adopted 

in 2024 and now in force across 

the EU. It requires Member 

States to transpose and imple-

ment detailed solar-readiness 

and rooftop solar installation 

rules on a strict timeline, with 

room for national criteria and 

sensible exemptions.
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THE LEGAL CORE: ARTICLE 10 EPBD (2024)

Article 10 of the EPBD sets the solar rules. It does three 

big things:

	• Makes new buildings solar‑ready. Member States 

must ensure all new buildings are designed to opti-

mise on‑site solar generation potential (solar irradi-

ance at the site, structural capacity, orientation, etc.). 

This design‑stage obligation applies to permits filed 

after 29 May 2026.

	• Applies fast-track permitting from the Renewable 

Energy Directive. Rooftop solar on buildings bene-

fits from simplified permitting and grid connection 

procedures referenced directly in Article 10(2) (RED 

II/RED provisions). Expect smoother processes com-

pared to typical energy infrastructure. 

	• Introduces a phased-in obligation to install 

solar “where suitable and feasible” across building 

categories and dates (see timeline below). Member 

States must also publish national criteria defining 

suitability, feasibility, and any exemptions (heritage, 

shading, structural limits, etc.).

THE TIMELINE AT A GLANCE  

(WHAT’S MANDATORY, AND WHEN)

Key concept: obligations apply where technically 

suitable and economically and functionally feasible. 

Each country will set the practical criteria and possi-

ble exemptions, but the EU dates below are binding 

targets. 

	• By 31 Dec 2026 New public and non‑residential 

buildings with useful floor area > 250 m²: install 

solar.

	• By 31 Dec 2027 Existing public buildings > 2,000 m²: 

install solar. Existing non‑residential > 500 m²: install 
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solar when the building undergoes a major renova-

tion or any roof/technical system work needing an 

administrative permit. 

	• By 31 Dec 2028 Existing public buildings > 750 m²: 

install solar.

	• By 31 Dec 2029 All new residential buildings: install solar. 

All new roofed car parks physically adjacent to build-

ings: install solar.

	• By 31 Dec 2030 Existing public buildings > 250 m²: 

install solar. 

The Commission’s user‑facing guidance page mirrors 

these dates and also clarifies special cases (e.g., social 

housing follows residential rules). It reinforces that 

Member States set suitability criteria and that existing 

residential buildings are not mandated EU‑wide (coun-

tries may still choose national rules or grant‑linked 

conditions). 

THE “SUITABLE AND FEASIBLE” FILTER  

(HOW EXEMPTIONS WILL WORK)

The EU sets the obligation and dates, but it explicitly 

tasks each Member State with publishing criteria that 

define technical, economic, and functional feasibility, 

plus any exemptions. Expect national rules to address 

scenarios like:

	• Structural integrity (e.g., older roofs can’t bear add-

ed weight without disproportionate reinforcement).

	• Shading and orientation (sites with persistently 

poor irradiance).

	• Green roofs / roof insulation interactions and con-

servation constraints.

	• Heritage/visual protections for listed buildings 

and districts. These criteria must be public and de-

veloped with stakeholder input and grid‑stability 

considerations. 

HOW THIS CONNECTS  

TO “ZERO‑EMISSION BUILDINGS” (ZEB)

The EPBD also makes zero‑emission buildings the new 

standard for new builds on the 2028/2030 horizon (pub-

lic first, then all), which naturally pulls solar into the de-

sign—either on‑site generation or, where appropriate, 

connection to efficient district systems. Solar‑ready 

design and rooftop deployments are complementary 

steps toward ZEB compliance. 

PERMITTING AND ADMIN: FASTER BY DESIGN

One pain point for rooftop solar has been permitting. 

The EPBD points to streamlined procedures from the 

Renewable Energy Directive—a big deal for developers 

and installers. Expect shorter timelines and simplified 

notifications for standard rooftop systems and faster 

grid connections, subject to national transposition. 

PRACTICAL IMPLICATIONS

For developers and builders

	• Design today for tomorrow’s compliance. From 

mid‑2026 permit dates onward, solar‑ready design 

is non‑negotiable. That means roof structure 

loading, layout for PV (or solar thermal), cabling 
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pathways, inverters/plant room allowances, and ori-

entation strategies. 

	• Check your thresholds. The 250 m² and 500 m² 

thresholds matter. If you’re above them (and outside 

an exemption), rooftop solar becomes mandatory 

on the indicated dates.

	• Plan for grid and storage. Article 10 and Commission 

guidance highlight integration with building sys-

tems and grid stability; in practice, battery or ther-

mal storage may optimise self‑consumption and 

compliance. 

	• Watch national criteria. Your national authority will 

publish the feasibility/exemption rules—these will 

decide edge cases (e.g., heavy shading, protected 

skylines, green roofs).

For businesses (owners & tenants)

	• New premises (non‑residential) will typically come 

with rooftop solar post‑2026/2027 when above the 

size threshold, reducing running costs and exposure 

to energy price volatility. 

	• Major renovations of existing buildings >500 m² trig-

ger the solar requirement—coordinate early with 

architects to integrate PV (or solar thermal) into the 

scope rather than bolt it on later. 

For public bodies

	• Large public buildings move first (from 2027), step-

ping down to >250 m² by 2030. The public sector will 

therefore anchor early demand, helping installers 

scale and normalise rooftop solar in procurement.

For households

	• No EU‑wide mandate on existing homes, but new homes 

with permits from 2030 will require solar where suitable/

feasible. In parallel, many countries will incentivise volun-

tary uptake for existing houses via grants and rebates.

HOW BIG IS THE AMBITION?

The Commission’s solar strategy projects ~700 GW EU solar 

by 2030, and the EPBD’s rooftop provisions are a major lever 
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to get there. Industry groups dub this the “EU Solar Roof-

top Standard”—a shorthand for the legal rollout in Article 10 

that, if robustly implemented, could power tens of millions 

of homes via rooftops alone. (Energy, solarpowereurope.org)

WHAT VARIES BY COUNTRY?

Although the EU sets binding dates and categories, the 

“how” varies:

	• Transposition: National parliaments must encode 

Article 10 obligations and define feasibility/exemp-

tions (e.g., structural limits, heritage zones). Dead-

line: 29 May 2026.

	• Permitting details: EU law streamlines rooftop so-

lar, but each country fine‑tunes forms, time limits, 

and grid connection processes. 

	• Complementary policies: Many Member States will 

align grants, tax incentives, or tender schemes to ac-

celerate compliance—especially for public buildings 

and SMEs. (These sit on top of the EU framework and 

differ nationally.)

COMMON QUESTIONS (AND STRAIGHT ANSWERS)

Is every new building forced to carry PV modules—

no matter what? No. The obligation is contingent on 

suitability and feasibility. Member States must publish 

criteria and may allow exemptions for, say, structural 

limits, persistent shading, or heritage constraints. But 

where a building is suitable and feasible, installations are 

mandatory on the timeline given. (EUR-Lex)

If the roof can’t take PV, can solar thermal count? Ar-

ticle 10 is technology‑neutral among “solar energy instal-

lations” (PV or solar thermal). Your national criteria will 

clarify options—often either may satisfy the obligation, 

provided it meets the intent and feasibility tests. 

What about car parks? All new roofed car parks 

physically adjacent to buildings must include solar by 

end‑2029 (think PV canopies). (EUR-Lex)

When do homebuilders really need panels on new 

houses? For new residential buildings, the trigger is per-

mits from 1 January 2030 (equivalently: by 31 Dec 2029 

in the EU rollout timeline). Until then, new homes still 

must be solar‑ready if permitted after 29 May 2026.

THE BOTTOM LINE

The EU has codified a rooftop solar shift:

	• Design for solar on all new buildings from mid‑2026 

permit dates.

	• Install solar on new public and non‑residential 

(>250 m²) from end‑2026, on large existing public 

stock from 2027, on renovated non‑res (>500 m²) 

from 2027, on all new residential from 2030, and on 

new adjacent roofed car parks from 2029—subject 

to published feasibility criteria. 

This is not a slogan; it’s law. Expect national criteria and 

guidance to fill in the practicalities, faster rooftop per-

mitting to reduce friction, and public‑sector projects to 

lead the early wave. For developers, businesses, and lo-

cal authorities, the smart move is to design and budget 

for rooftop solar as a default—and document feasibility 

clearly where an exemption is warranted.

Key sources: the Commission’s dedicated EPBD page and 

Article 10 legal text (Official Journal), plus the Commission’s 

“Solar energy in buildings” explainer with dates and FAQs. 

These are the authoritative references you’ll need for 

compliance planning. (Energy, EUR-Lex)� 
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As tariffs make their mark, the 

gaming landscape is undergo-

ing a shift that feels both inevi-

table and disruptive. In the past, 

major console cycles were the 

heartbeat of the industry—each 

new hardware launch trigger-

ing waves of excitement, retail 

foot traffic, and accessory sales. 

Today, that rhythm is slowing. 

Consumers are buying fewer 

consoles, and it’s not just be-

cause the market is saturated 

or because the next big launch 

hasn’t landed yet. The geopolit-

ical and economic backdrop is 

now an active player in the story.

Tariffs and trade tensions—particularly between the U.S. 

and manufacturing powerhouses like China—have raised 

the cost of importing consoles, graphics cards, and other 

gaming hardware. What used to be a predictable price 

point for a PlayStation, Xbox, or Nintendo system is now 

more volatile, often inflated by duties that manufacturers 

pass directly to the buyer. For many gamers, that means 

putting off a console purchase until prices settle or 

opting for more affordable, accessible options.

But here’s the twist: gaming itself isn’t slowing down. 

Players are still investing heavily in experiences—they’re 

just doing it differently. Instead of dropping hundreds on 

a new console, they’re funnelling that budget into down-

loadable titles, expansions, in-game skins, season passes, 

and subscription services. Digital storefronts, cloud gam-

ing platforms, and live-service models have matured to 

the point where the thrill of “something new” doesn’t re-

quire a trip to the electronics store. A high-speed internet 

connection can deliver it in minutes.

The data backs it up. While console sales have dipped, 

downloads and in-game spending are climbing year 

over year. Microtransactions, DLCs, and subscriptions 

are not just stopgaps; they’re now central pillars of gam-

ing revenue. It’s a pivot toward nimble, low-friction con-

sumption—a shift that lets players explore more content 

without the upfront cost and logistical commitment of 

new hardware. For publishers and developers, it’s a cue 

to double down on engagement strategies that keep 

players inside their ecosystems for longer. For console 

makers, it’s a challenge to adapt without losing the aspi-

rational appeal of hardware ownership.

What’s emerging is a bifurcated market: one where the 

console remains a premium gateway for some, while for 

others, the device they already own—be it a last-gen con-

sole, gaming PC, or even a smartphone—is “good enough” 

so long as the digital content keeps flowing. The industry’s 

future growth will depend on how well it can serve both 

sides of that divide, navigating the headwinds of tariffs 

while riding the tailwinds of a digital-first audience.

SO… WHY CONSOLES ARE SLUMPING

Several factors converge:

	• Tariff shocks increase hardware cost. U.S. tariffs and 

rising import duties have made consoles pricier, 

prompting companies to either raise prices or de-

lay launches. For example, Nintendo delayed U.S. 

Game Downloads Up, Consoles Down:
The Post-Tariff Gaming Shift
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pre-orders for the Switch 2 due to tariff uncertainty.

([turn0news17])

	• Ambiguous product cycles. With fewer flagship list-

ings or next-gen reveal confidence, consumers hold 

off on upgrades.

	• Shift to convenience. In an era of game streaming, 

mobile access, and digital storefronts, physical con-

soles lose some urgency.

	• Real-world indicators. In 2024, console game reve-

nue dropped roughly 3.9%, while subscriptions and 

microtransaction revenue rose—signaling a move to 

software-driven value.([turn0search15])

Quick snapshot: Console contraction

	• Console gaming revenue in 2024 fell by around 3.9%

	• Paid game sales dropped 14%, but microtransactions 

and subscriptions rose sharply

DOWNLOADS AND DIGITAL SPEND ARE SURGING

Physical device purchases may be slowing, but in-game 

spending is accelerating:

	• Microtransactions on the rise. In 2024, microtransac-

tion revenue on consoles and PC increased by 

4.5%, while subscription services grew by 14.1%.
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([turn0search15])

	• Live-service dominance. Titles like Fortnite or sports-

based battle passes exemplify how games now 

monetize post-launch indefinitely.

	• Engagement up, spend normalized. Overall play-

time rose 6% year over year, especially on PlaySta-

tion (+21%). Still, gamers favor familiar titles—57% of 

gameplay time in 2024 went to games older than six 

years.([turn0search15])

	• Mobile and PC outpace consoles. Mobile gaming 

revenue grew +5.5%, PC gaming posted +4.4%, while 

consoles declined.([turn0search2], [turn0search9])

Key insights: Digital growth outpaces hardware

	• Microtransactions and subscriptions are fueling 

growth even as console sales decline

	• Players spend more time in existing ecosystems 

than investing in new hardware

THE TARIFF CONNECTION

Tariffs aren’t the direct cause of digital uptake—but they 

accelerate it:

	• Higher hardware costs nudge players toward al-

ready-owned platforms and digital ecosystems.

	• Uncertainty around pricing and availability prompts 

gamers to look toward instant download and 

live-service options.

	• Companies hedge risk by emphasizing digital reve-

nue streams—licensing, DLC, and subscriptions are 

less exposed to supply chain disruptions.

STRATEGIC TAKEAWAYS FOR INDUSTRY 

STAKEHOLDERS

For console makers

	• Cushion price increases through value-packed bun-

dles – Rather than passing the full impact of tar-

iffs directly to the consumer, console makers can 

bundle consoles with exclusive titles, subscription 

months, or premium accessories. This creates the 

perception of added value and can soften resistance 

to higher price tags. Regional pricing strategies can 

also help maintain adoption rates in markets with 

lower purchasing power, ensuring global demand 

doesn’t drop unevenly.

	• Leverage exclusives and live-service games to boost 

lifetime revenue per user – Hardware sales might 

slow, but unique, platform-exclusive games and on-

going live-service experiences can keep players en-

gaged for years. These titles create “lock-in” effects, 

making it harder for players to switch to a rival con-

sole once they’ve invested time, money, and com-

munity ties.



109

	• Use digital revenue streams to mitigate hardware 

CAPEX risks – By focusing on subscription models, in-

game purchases, and downloadable content, console 

makers can reduce dependency on volatile hardware 

cycles. Even if fewer units ship, a strong digital ecosys-

tem ensures the business remains profitable.

For publishers & developers

	• Extend IP lifespan through live-service and freemi-

um models – Instead of relying on one-time game 

sales, publishers can keep franchises alive with sea-

sonal updates, expansions, and community-driv-

en events. This spreads development costs over a 

longer period and keeps players engaged without 

needing a constant stream of new releases.

	• Capitalize on nostalgia for retention – Reviving old-

er titles or incorporating familiar gameplay into new 

releases taps into emotional loyalty. These evergreen 

titles already have a built-in audience, and updating 

them for modern systems can be a low-risk, high-re-

ward strategy.

	• Improve discoverability and immersion in marketing 

– Players are overwhelmed with choice, so publishers 

should invest in richer, more narrative-driven market-

ing that draws players into the world before purchase. 

This means prioritizing storytelling and engagement 

over purely paid placement strategies, making the 

marketing itself part of the game’s appeal.

For consumers

	• Assess platform longevity before upgrading – With 

consoles now supporting cross-generational titles 

for several years, rushing to buy the newest model 

often isn’t necessary. Sticking with older hardware 

can still provide access to a deep library of games 

with ongoing developer support.

	• Focus on games with sustained value – Titles that 

receive regular updates, expansions, or multiplayer 

events can deliver more entertainment hours per 

dollar spent. Cross-platform and cross-gen compat-

ibility also ensure purchases remain relevant even if 

hardware changes later.

WHAT TO WATCH NEXT

These indicators merit attention:

	• Announcement cadence for new consoles or price 

adjustments. Consumer response may forecast 

hardware recovery or further digital entrenchment.

	• Live-service performance metrics. Growth in mi-

crotransaction or subscription revenue may reveal 

where developers are doubling down.

	• Playtime concentration. If evergreen franchises lock 

players longer, it signals monetization success out-

side hardware cycles.

The gaming industry finds itself in a recalibration. While 

console downturns may appear alarming at first glance, 

the consistent lift in digital engagement offers a coun-

terweight—and a new path forward. As tariffs reshape 

pricing and supply chains, the pivot to in-game mone-

tization and digital-first delivery models isn’t just adapt-

able—it’s strategic.� 

Summary Table: Market Dynamics at a Glance

TREND CONSOLE HARDWARE DIGITAL REVENUE (DOWNLOADS, SPENDING)

2024 Performance ↓ ~3.9% drop in revenue ↑ Microtransactions +4.5%, Subscriptions +14.1%

Player Behavior Delayed upgrades due to cost/availability Increased playtime (↑ 6%), loyalty to old titles

Growth Drivers Future bounce expected (e.g., GTA VI) Live-service, microtransactions, evergreen content

Strategy Shift Bundles, pricing flexibility Richer content, discoverability, platform loyalty
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