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Interview with Thomas Tanija 
COO at Clicktel	

1.	CAN YOU TELL US A BIT ABOUT YOURSELF AND THE 

HISTORY OF CLICKTEL? HOW DID YOU GET INTO 

THE APPLE AND SAMSUNG PRODUCT BUSINESS?

I am COO of clicktel GmbH, based in Kassel. For many 

years we have been active in international telecommu-

nications wholesale, supplying retailers, distributors, on-

line shops, and business customers with smartphones, 

tablets, and notebooks. Our focus has increasingly shift-

ed over the years toward Apple and Samsung products, 

as we saw particularly high demand here and, at the 

same time, the opportunity to create real added value 

through specialization.

2.	CLICKTEL FOCUSES ON APPLE PRODUCTS 

AND, MORE RECENTLY, SAMSUNG. WHAT 

MOTIVATED YOU TO SPECIALIZE SO HEAVILY IN 

THE APPLE ECOSYSTEM AT FIRST, RATHER THAN 

POSITIONING YOURSELVES MORE BROADLY?

Apple stands for quality, stability, and exceptionally 

strong market demand. Through our specialization, we 

were able to build deep product knowledge, a strong 

international supplier network, and efficient processes. 

Instead of serving many categories only superficially, 

we deliberately concentrate on what we do best. This 

focus allows us to offer our customers better availabil-

ity, attractive prices, and a high level of advisory exper-

tise. Some time ago we additionally added Samsung as 

a brand, and we have already seen initial success and 

growth here.

3.	MANY OF OUR READERS ARE B2B RETAILERS 

AND RESELLERS. WHAT CONCRETE 

ADVANTAGES DOES CLICKTEL OFFER 

WHOLESALERS AND BUSINESS CUSTOMERS 

COMPARED TO TRADITIONAL DISTRIBUTORS?

Unlike traditional distributors, we are very flexible and 

act quickly. Our customers benefit from personal 

support, short-term product availability, interna-

tional sourcing options, and individual solutions. We un-

derstand the challenges faced by retailers and resellers, 

and we place great value on quick decisions, transparen-

cy, and long-term partnerships.

4.	YOU ARE CURRENTLY LAUNCHING A NEW 

E-SHOP. WHAT WAS THE MAIN MOTIVATION 

BEHIND IT, AND HOW DOES THE NEW SHOP 

DIFFER FROM YOUR PREVIOUS WAY OF 

WORKING?

The new e-shop is an important step in our develop-

ment. Many customers want a platform where they 

can check prices around the clock, view availability, and 

place orders directly. Our goal was to combine the speed 

and flexibility of our trading business with a modern dig-

ital solution. In addition, we will launch our AI chatbot by 

the end of the month. This will allow our users to order 

directly via WhatsApp or other messengers.

5.	WHAT ADVANTAGES DOES THE BOT OFFER, AND 

WHAT IDEA WAS IT BORN OUT OF?

In a time when AI is developing daily, we wanted to find 

a way to implement it efficiently in our industry. With 

our bot, our customers save time and it simplifies their 

ordering process. They essentially have an assistant they 

can ask about availability and prices at any time. It han-

dles the order for them without them having to leave 

their chat. With this, we want to pave the way for the 

order intake of the future.

6.	WHAT CAN B2B RETAILERS EXPECT IN THE 

NEW CLICKTEL E-SHOP? ARE YOU FOCUSING 

ON CERTAIN CATEGORIES SUCH AS IPHONES, 

MACBOOKS, IPADS, ACCESSORIES, OR 

REFURBISHED DEVICES?

The focus is clearly on Apple and Samsung products. 

However, products from Motorola, Xiaomi, and other 

brands will also be available. Beyond that, we continu-
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ously assess which additional product areas are inter-

esting for our customers. Our aim is to offer the most 

important products in the telecommunications sector 

from a single source.

7.	THE TELECOMMUNICATIONS WHOLESALE 

MARKET IS HIGHLY COMPETITIVE. WHAT MAKES 

CLICKTEL DIFFERENT? WHAT SPECIAL ADDED 

VALUE DO YOU OFFER RETAILERS THROUGH THE 

NEW PLATFORM?

Our greatest advantage is the combination of speciali-

zation, speed, and personal service. While many provid-

ers follow standardized processes, we rely on individual 

support and fast response times. Through our interna-

tional network, we can often find solutions where other 

providers reach their limits — both in terms of price and 

availability. With us, goods are always in stock and direct-

ly available.

8.	HOW DO YOUR PRICES, MINIMUM ORDER 

QUANTITIES (MOQ), AND PAYMENT TERMS 

WORK FOR B2B RETAILERS?

Our prices are always oriented toward current mar-

ket developments. We work transparently and com-

petitively. Minimum order quantities and payment 

terms depend on the respective customer profile 

and business relationship. For active retailers and 

partners, we offer attractive conditions and individ-

ual solutions.

9.	A MAJOR PAIN POINT FOR B2B RETAILERS IS 

DELIVERY RELIABILITY. HOW DOES CLICKTEL 

ENSURE THAT SUFFICIENT GOODS ARE 

AVAILABLE AND THAT DELIVERIES ARE MADE 

QUICKLY AND RELIABLY?

Reliability is crucial in wholesale. That is why we invest 

heavily in our supplier network and our warehousing 

and logistics processes. Through our international re-

lationships, we can access goods even in demanding 

market phases and offer our customers a high level of 

delivery capability. Fast communication and transpar-

ent information are of course part of this.

10.	WHERE DO YOU SEE CLICKTEL IN THE NEXT 2–3 YEARS? 

ARE YOU PLANNING NEW CATEGORIES, SERVICES,  

OR EXPANSIONS BEYOND YOUR CURRENT FOCUS?

In the coming years, we want to further expand our posi-

tion as one of the leading Apple and Samsung wholesal-

ers in Europe. At the same time, we are investing in dig-

ital processes, new services, and additional solutions for 

business customers. Our goal is not just to be a supplier, 

but a long-term partner for retailers and companies.

11.	 FINALLY: WHAT WOULD YOU LIKE TO SAY TO 

THE B2B RETAILERS AND RESELLERS WHO READ 

HANDELOT TIMES? WHY SHOULD THEY WORK 

WITH CLICKTEL AND TRY OUT THE NEW E-SHOP?

Trade thrives on trust, reliability, and strong partnerships. 

That is exactly what clicktel stands for. We invite all retail-

ers and resellers to get to know our new web shop and see 

for themselves our service, our speed, and our network. 

The AI bot will save many people time and will surely also 

make ordering fun. We look forward to new partner-

ships and a successful shared future.� 

Buy online b2b.click-tel.de
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Quick Hits
Tech News Roundup

TikTok Saved, Sort Of: The US 

Spinoff That Satisfied Nobody

The saga that consumed Washington for nearly two 

years reached its conclusion on January 22, 2026, when 

TikTok’s US operations were formally divested into a new 

entity called TikTok USDS. The deal, structured as a joint 

venture, gave American investors majority control: Ora-

cle and Silver Lake each took 15 percent, alongside MGX, 

a UAE-based investment firm, which also acquired 15 

percent. ByteDance retained a 19.9 percent stake, with 

the remainder distributed among ByteDance-affiliated 

investors. The arrangement technically satisfied the law 

requiring ByteDance to divest its US operations or face 

a ban, but it immediately drew scrutiny over whether it 

actually addressed the national security concerns that 

had prompted the legislation in the first place. Senator 

Ed Markey publicly questioned whether Americans had 

sufficient information about the deal’s structure, noting 

that ByteDance’s global entity would continue to man-

age e-commerce, advertising, and marketing on the US 

platform, and that the new venture would license TikTok’s 

algorithm from ByteDance before retraining and review-

ing it. For advertisers and B2B marketing teams that had 

built substantial audience strategies around TikTok’s 170 

million US users, the deal provided operational continu-

ity but left long-term uncertainty unresolved. The plat-

form remained available, the algorithm remained largely 

intact, and the political questions remained open.

SpaceX Swallows xAI in the 

Largest Merger in History

Elon Musk consolidated two of his most ambitious ven-

tures in February 2026 when SpaceX formally acquired 

xAI, the artificial intelligence company he had founded 

in 2023. The combined entity was valued at $1.25 

trillion, making it the largest merger 

in corporate history: SpaceX ac-

counted for $1 trillion of the 

valuation, xAI for $250 bil-

lion. Musk’s stated ra-

tionale centered on a 

concept that sounded 

like science fiction but 

carried serious finan-

cial backing: orbital 

data centers. In 

a memo posted 

to SpaceX’s website, Musk argued that the lowest-cost 

approach to generating AI compute would be in space 

within two to three years, leveraging SpaceX’s Starlink 

satellite infrastructure and launch capabilities to position 

computing hardware in orbit. The deal also functioned 

as strategic positioning ahead of a potential SpaceX IPO 

later in the year, with reporting indicating a target val-

uation as high as $1.5 trillion. For the AI infra-

structure market, the merger raised a 

fundamental question: if AI com-

pute moved to orbit, what 

happened to the terrestri-

al data center buildout 

that was absorbing 

hundreds of billions 

in capital expendi-

ture? The scenario 

remained specula-

tive, but the money 

behind it was not.



The Semiconductor Comeback: Intel 

and AMD Rewrite Their Narratives

While NVIDIA dominated the AI infrastructure conver-

sation, the first half of 2026 produced a dramatic turn-

around story for its two oldest rivals. Intel’s stock surged 

453 percent over twelve months, driven by a foundry 

business that attracted external customers and renewed 

relevance in AI inference workloads. Intel’s Q1 2026 reve-

nue rose 7 percent year-on-year to $13.6 billion, with data 

center and AI revenue climbing 22 percent. The validation 

moment arrived when Intel’s Xeon 6 processors were se-

lected as the host CPU for NVIDIA’s own DGX Rubin NVL8 

systems, a partnership that would have been unthinka-

ble during Intel’s difficult years between 2020 and 2024. 

AMD’s trajectory was equally striking: its stock rose 303 

percent over the prior year, with Q1 2026 revenue reach-

ing $10.3 billion as data center business became the pri-

mary driver of revenue and earnings growth. Wall Street 

analysts described the shift as a “changing of the guard 

in AI,” with investor enthusiasm spreading from NVIDIA’s 

dominance in training accelerators to the broader semi-

conductor ecosystem that supported AI inference, edge 

computing, and enterprise deployment. For electronics 

distributors, the semiconductor market’s expansion be-

yond a single dominant supplier created a more diversi-

fied and commercially accessible product landscape.

Megadeal Season: M&A Activity 

Surges as Industries Consolidate

Corporate dealmaking accelerated sharply through the 

first four months of 2026, with transactions above $100 mil-

lion rising 65 percent in value compared to the same period 

in 2025. The most striking shift was in megadeals: transac-

tions exceeding $5 billion surged 149 percent in value, sig-

naling that boardrooms had moved past the caution that 

characterized the higher-rate environment of 2023 and 

2024. The energy sector produced the headline deal when 

Devon Energy and Coterra Energy announced a merger 

valued at approximately $58 billion, creating one of the 

largest shale oil and gas producers in the United States. 

In healthcare, Boston Scientific’s $14.5 billion acquisition of 

Penumbra expanded its neurovascular device portfolio in a 

bet on aging demographics and interventional medicine. 

Technology and life sciences led the broader M&A land-

scape in total deal value, driven by AI-related consolidation 

and enterprise software rollups. For B2B distributors and 

technology wholesalers, the M&A wave carried direct im-

plications: when major customers merged, procurement 

strategies consolidated, supplier lists shortened, and nego-

tiating leverage shifted toward the buyer. The companies 

that tracked these deals proactively could position them-

selves ahead of the inevitable vendor rationalization 

that followed every major acquisition.�  11

Europe Sharpens Its Teeth: DMA Fines 

Land, AI Act Enforcement Approaches

The European Union escalated its regulatory offen-

sive against Big Tech in the first half of 2026, delivering 

fines that demonstrated the Digital Markets Act was 

not merely symbolic. Apple was fined €500 million and 

Meta €200 million for non-compliance with DMA pro-

visions, penalties that represented the first major en-

forcement actions under the regulation. Google, already 

found guilty of holding a monopoly in both search and 

advertising technology in separate US proceedings, 

faced a €2.95 billion EU antitrust fine for distorting com-

petition in the advertising technology market. Mean-

while, the full enforcement of the EU AI Act was set to 

begin on August 2, 2026, introducing a penalty structure 

that allowed fines of up to €35 million or 7 percent of 

annual worldwide turnover for violations involving pro-

hibited AI practices. For technology vendors and B2B 

distributors operating across European markets, the 

regulatory landscape had shifted from theoretical risk 

to concrete compliance cost. Companies that had treat-

ed EU regulations as future concerns found themselves 

facing immediate financial consequences, and the Au-

gust deadline for AI Act compliance added another layer 

of operational complexity for any business deploying AI 

systems within EU borders.
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The great unlocking
the decision that cannot wait

Why the most important deci-

sion of 2026 is not about buying 

AI, but becoming AI-native.

Summer 2026 may be remembered as the season when 

the technology industry pressed every button at once. 

Trillion-dollar valuations. Record-breaking investments. 

Agentic AI. Humanoid robotics. Sovereign AI initiatives. 

An accelerating race among technology giants.

Yet history rarely remembers the noise. It remem-

bers the decisions. And among all the decisions con-

fronting business leaders today, one stands apart 

from the rest.

Will they fundamentally embrace Generative AI, or 

will they continue treating it as somebody else’s 

transformation?

THE WORLD HAS ALREADY CHANGED

The debate is over. Generative AI is no longer emerging 

technology. It is operating infrastructure.

More than three years have passed since ChatGPT trig-

gered the largest technology adoption wave in modern 

history. The conversation has moved beyond experimenta-

tion. Organizations across industries are redesigning work-

flows, creating synthetic workers, deploying AI agents, and 

embedding machine intelligence into daily operations.
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The question is no longer:

“Should we use AI?”

The question is:

“How much competitive 

ground have we already lost 

by waiting?”

For many organizations, 

the challenge is no longer 

adoption. It is acceleration.

THE LEADERSHIP  

BLIND SPOT

For decades, leaders responded 

to technology through procure-

ment. A new ERP system. A new CRM 

platform. A new Learning Management 

System. Technology was purchased.

Generative AI is different.

It cannot be just delegated to the IT department. It 

cannot be implemented through a procurement cy-

cle. It cannot be adopted through a steering commit-

tee. Generative AI demands something far more un-

comfortable:

It requires leaders to change the way they think.

Every executive is now a knowledge worker. Whether 

Chairman, CEO, Vice President, Manager, or Executive 

Assistant, everyone operates in the business of cre-

ating, interpreting, communicating, or acting upon 

knowledge.

For the first time in history, the same technology is avail-

able to everyone. The playing field has been reset. The 

differentiator is no longer access. The differentiator is 

adoption.

THE REAL UNLOCKING

The real unlocking is not technological. It is cognitive. 

Organizations that embrace Generative AI are discover-

ing new ways to:

	• Think 

	• Learn 

	• Decide 

	• Create 

	• Collaborate 

	• Innovate 

Teams are solving 

problems faster. Ideas 

move quicker from concept to 

execution. Knowledge becomes instantly accessible. Deci-

sion cycles shrink dramatically. Entire layers of administra-

tive friction disappear. The most successful organizations 

are not replacing people with AI. They are amplifying peo-

ple with AI.

Tomorrow, this journey expands further through Agentic 

AI, synthetic workers, and humanoid systems capable of 

executing increasingly complex tasks. The organizations 

that thrive will be those that learn to work alongside in-

telligent machines rather than compete against them.

The great unlocking of 2026 will not be remembered 

for a single IPO, product launch, or funding round.

It will be remembered for a decision. A leadership de-

cision. A personal decision. An organizational decision. 

The decision to embrace a fundamentally different way 

of working and thinking.

Many leaders continue discussing Generative AI. Far few-

er are living it. The window for observation has already 

closed. The window for experimentation is rapidly closing.

WHAT REMAINS IS EXECUTION.

The question facing every leader is remarkably simple:

Are you still evaluating Generative AI, or are you already 

becoming the organization that the future demands?

Because the greatest risk in 2026 is no longer adopt-

ing AI. It is believing there is still time to wait.� 
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relationships and optimizing distribution 

efficiency, we are dedicated to setting new 
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We ensure our products reach businesses 

across the world quickly and cost-effectively, 
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Environmental 

responsibilities 

of importers and 

manufacturers of electrical 

and electronic equipment. 

WHY SHOULD  

YOU CARE?

Environmental responsibil-

ities are a legal requirement, 

but also an ethical duty towards 

our planet and future generations.

Any activity that may affect the ecosystem should 

have the appropriate environmental decisions and 

permits in place to confirm compliance with applica-

ble standards.

DO YOU REALISE HOW MUCH YOU NEED TO DO?

	• Organising and financing the 

collection and treatment of 

waste electrical and elec-

tronic  equipment

	• Achieving minimum an-

nual collection, recovery, re-

cycling and preparation for 

reuse targets for waste elec-

trical and electronic equipment

	• Signing a contract with a treat-

ment facility to fulfil the above obligations

	• Keeping additional records containing information 

on the weight of equipment placed on the market

	• Submitting annual reports on products, packaging 

and their management

	• Conducting public educational campaigns aimed at 

increasing the level of care for the environment and 

raising the ecological awareness of the public

Responsible import 
Environmental responsibilities of importers  
and manufacturers of electrical and electronic equipment

For more information... 



WHAT CAN YOU DO?

You can entrust your 

statutory obligations to 

qualified specialists who are 

part of the Eco Life Cycle Recov-

ery Organisation team.

Electrical and Electronic Equipment Recovery Organisa-

tions (OOSEiE) are

specialised, legally authorised entities that take on the 

implementation of environmental obligations.

The strategic goal of Eco Life Cycle OOSEiE is to provide 

real support to Partners in the development of their ac-

tivities so that they can operate safely, consciously and in 

accordance with environmental regulations.

ECO LIFE CYCLE 

OFFERS:

	• Zero environmen-

tal audit – risk identification, 

recommendations

	• Fulfilment of environmental obligations – collection, 

processing, educational campaigns, reporting in BDO

	• Additional support – training, ISO 14001, ESG report-

ing, KOBIZE reports

BENEFITS FOR YOUR 

COMPANY:

	• Legal security

	• No financial penalties

	•        Time and cost savings

	• Image of a company that cares 

about the planet

visit www.ecolifecycle.eu
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Contact: 

Eco Life Cycle 

Wrzosowa 35, 98-100 Łask 

Mariusz Wyrwa 
DYREKTOR OPERACYJNY 

mariusz.wyrwa@ecolifecycle.eu 

+48 663 030 009 
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The first half of 2026 delivered one 

of the busiest smartphone launch 

cycles in recent memory. While the 

industry’s attention was under-

standably fixed on Apple’s forth-

coming foldable and the high-pro-

file IPO season reshaping Big Tech, 

a different kind of competition 

was playing out in the mid-range 

and upper-mid-range segments 

where most of the world’s smart-

phones actually get sold. 

New devices from Motorola, Xiaomi, OnePlus, Redmi, 

and Samsung flooded into markets across Europe, Asia, 

and the Americas, each one trying to answer the same 

question: in a world where every phone is fast enough, 

bright enough, and sharp enough, what actually makes 

a customer choose yours? 

The answer, increasingly, is artificial intelligence. Not 

as a marketing badge. Not as a checkbox on a spec 

sheet. But as a genuine, functional layer of the oper-

ating system that changes how people interact with 

their devices. The chips powering this year’s flagships 

were designed from the ground up to run AI workloads 

on-device, and the software platforms from Google, 

Samsung, and Apple have matured to the point where 

the AI features are no longer demos. They are daily-use 

tools. This mid-year report examines what launched, 

what powers it, and what the AI integration means 

for the B2B channel.

THE LAUNCHES: JUNE’S CROWDED STARTING LINE

June 2026 brought a concentrated wave of global smart-

phone launches across every price tier.

	• Motorola Edge 70 Pro+ arrived on June 4 with a tri-

ple rear camera system anchored by a 50-megapixel 

Sony LYT-710 sensor, a chip that has quickly become 

the go-to choice for upper-mid-range photography. 

Motorola continued its partnership with Pantone, of-

fering the device in three curated colorways: Chicory 

Coffee, Stormy Sea, and Zinfandel. The naming may 

sound like a wine list, but the strategy behind it is 

deliberate. Motorola has carved out a niche as the 

design-forward alternative in a segment dominated 

by devices that tend to look interchangeable.

	• Xiaomi 17T confirmed for the first week of June, 

features a 6.59-inch AMOLED display with a 120Hz 

refresh rate and peak brightness of 3,500 nits. The 

brightness figure is worth noting: two years ago, 

2,000 nits was flagship territory. Today, 3,500 nits is 

showing up in devices priced well below the premi-

um tier. The display arms race has shifted from res-

olution to luminance, driven by outdoor readability 

demands and HDR content consumption.

	• OnePlus 15s made its global debut in June with a 

6.32-inch AMOLED panel pushing 165Hz and an 

eye-scorching 3,600 nits of peak brightness, pow-

ered by the Qualcomm Snapdragon 8 Elite proces-

sor. OnePlus has doubled down on the performance 

narrative, targeting users who want flagship silicon 

without the flagship price tag. The device also carries 

a large battery, reflecting the industry-wide trend to-

ward endurance as a primary selling point.

	• Redmi Turbo 5 and Samsung Galaxy A27 rounded 

out the June launches, each targeting the volume 

segment where margins are thin but unit sales are 

enormous. Samsung’s A-series continues to be the 

workhorse of its portfolio, accounting for more units 

sold globally than its entire flagship lineup combined.

Smartphone Mid-Year Report:
The Launches, the Chips, and the AI Inside



THE CHIPS: A TWO-HORSE RACE WITH A PLOT TWIST

The silicon powering 2026’s smartphones tells a story 

of converging performance and diverging strategies. 

Two processors dominate the flagship tier: Qualcomm’s 

Snapdragon 8 Elite and MediaTek’s Dimensity 9400. 

Both are manufactured on a 3-nanometer process. Both 

deliver performance that would have been unthinkable 

in a mobile device three years ago. But the details reveal 

meaningful differences.

The Snapdragon 8 Elite, built on Qualcomm’s custom 

Oryon 2 architecture with the Adreno 830 GPU, leads 

in raw CPU performance by roughly 10 percent in both 

single-core and multi-core benchmarks. Its Hexagon 

NPU delivers AI processing speeds approximately 45 

percent faster than the previous Snapdragon 8 Gen 3, 

a generational leap that enables real-time on-device 

language processing, image generation, and mul-

timodal AI tasks.

MediaTek’s Dimensity 9400, however, has pulled off 

something unexpected. Its Immortalis-G925 GPU 

consistently outperforms the Adreno 830 in graph-

ics benchmarks, a reversal of a historical weakness. 

MediaTek’s NPU is reportedly 80 percent faster than 

its predecessor, the Dimensity 9300, and the chip de-

livers measurably better battery life, with real-world 

tests showing roughly 30 minutes of additional 

screen-on time compared to Snapdragon-powered 

equivalents.

For device manufacturers, this two-horse race creates 

welcome negotiating leverage. For the first time in 

years, choosing MediaTek for a flagship device does not 

require apologizing for GPU performance. The result is a 

more competitive supply chain where Qualcomm can 

no longer command the pricing premium it once en-

joyed unchallenged.
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THE AI INSIDE: FROM FEATURE TO FOUNDATION

The most significant shift in the smartphone landscape 

this year is not any single device or processor. It is the 

transformation of on-device AI from a marketing talking 

point into a foundational layer of the mobile operating 

system.

	• Google’s Gemini Intelligence, announced at the 

Android Show in May, represents the most am-

bitious integration yet. Built into Android 17 as a 

system-level AI layer, Gemini Intelligence can au-

tomate tasks across apps with minimal user in-

put: booking classes, extracting information from 

Gmail, creating shopping carts from items visible 

on screen, and filling out forms automatically. 

This is not the chatbot-in-a-sidebar approach of 

previous years. It is an AI layer that sits between 

the user and every app on the device, capable of 

taking actions rather than simply providing sug-

gestions.

	• Samsung’s Galaxy S26 went further by combin-

ing three distinct AI engines into a single device 

experience. Google’s Gemini handles agentic tasks 

like booking rides and acting across third-party 

apps. Perplexity powers web-based queries with 

real-time search. Samsung’s upgraded Bixby man-

ages on-device assistant duties. The result is a lay-

ered system where different AI backends handle 

different types of requests, invisible to the user but 

architecturally significant. Samsung’s standout fea-

ture, “Now Nudge,” functions as a background con-

cierge. When someone in a conversation requests 

holiday photos, the phone proactively curates the 

gallery and presents a ready-to-send selection be-

fore the user has even opened the camera app. It 

is a small example that illustrates a large shift: the 

phone is no longer waiting for commands. It is an-

ticipating needs.

	• Apple revealed its own next step at WWDC in ear-

ly June, announcing a new AI architecture built 

on foundation models developed in collaboration 

with Google using Gemini technology, adapted 

to run both on-device through Apple’s Neural 

Engine and on Apple’s Private Cloud Compute 

servers. The partnership surprised much of the 

industry, given the companies’ long compet-

itive history. But it signals a pragmatic recogni-

tion that no single company, not even Apple, 

can build competitive AI models fast enough on 

its own. Apple’s integration preserves its privacy 

commitments: user data processed through Pri-

vate Cloud Compute is used only to execute the 

immediate request and is not accessible to Apple 

or third parties.

Samsung has announced it will double the production 

of Gemini-equipped mobile devices in 2026, a signal of 

confidence that AI capabilities are driving real purchase 

decisions rather than sitting unused after the initial nov-

elty fades.

WHAT THIS MEANS FOR THE CHANNEL

For B2B buyers, distributors, and retailers, the AI-driven 

smartphone cycle creates new dynamics. Devices are in-

creasingly differentiated not by hardware specifications, 

which have converged to the point of near-parity across 

price tiers, but by software ecosystems and AI capabili-

ties. This makes platform choice stickier: a customer in-

vested in Samsung’s Galaxy AI ecosystem is less likely to 

switch to a Xiaomi device, regardless of the spec sheet, 

because the AI features are tied to the platform rather 

than the hardware.

For enterprise customers, on-device AI introduces 

both productivity gains and security considerations. 

Features like automated email drafting, meeting sum-

marization, and cross-app task completion can mean-

ingfully reduce friction in daily workflows. But they also 

require careful evaluation of how corporate data flows 

through AI processing pipelines, especially in regulated 

industries where data residency and privacy compliance 

are non-negotiable.

The smartphones launched in the first half of 2026 are, 

collectively, the most capable devices ever produced. 

But capability alone does not drive sales. 

So, what drives sales in 2026 is intelligence: the 

ability of a device to understand what its user 

needs and act on that understanding without be-

ing asked. The phones that do this best will win the 

second half of the year. The ones that treat AI as a spec 

line rather than a user experience will be left compet-

ing on price alone.� 
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The concentration of economic 

power in a handful of technolo-

gy companies is not new. What 

changed in the first half of 2026 

was the scale at which that pow-

er expanded, and the speed at 

which the competitive landscape 

around artificial intelligence re-

shaped the hierarchy. 

Google, Microsoft, Amazon, and Meta collectively 

committed $725 billion in capital expenditure for the 

year, a 77 percent increase over 2025’s already re-

cord-breaking $410 billion. 

The numbers were so large that they stopped sounding 

like corporate budgets and started sounding like the 

GDP figures of mid-sized nations.

Behind the spending was a single strategic conviction 

shared across every boardroom in Silicon Valley: who-

ever controlled the AI infrastructure layer would control 

the next era of technology. 

The question that the first half of 2026 began to an-

swer was whether Big Tech would maintain its grip, 

or whether a new class of AI-native companies would 

break through. 

Let’s dig in.

THE INFRASTRUCTURE ARMS RACE

The capital expenditure numbers told a story of esca-

lation that had no precedent in corporate history. Am-

azon led with $200 billion in projected capex for 2026, 

up from $125 billion the prior year. Microsoft matched 

that ambition at $190 billion, with CFO Amy Hood at-

Big Tech’s Power Shift
Who Owns AI, Who Owns the Future



27

tributing $25 billion of the increase to rising memory 

chip and component costs alone. Alphabet guided be-

tween $175 billion and $190 billion. Meta raised its full-

year guidance to between $125 billion and $145 billion, 

citing higher component pricing and additional data 

center construction.

The money flowed almost entirely into data centers. 

More data centers meant more computing power, and 

more computing power meant the ability to train larg-

er AI models, serve more enterprise customers, and run 

the inference workloads that powered every AI product 

from chatbots to autonomous coding agents. The logic 

was circular but self-reinforcing: companies that spent 

the most on infrastructure attracted the most AI work-

loads, which generated the revenue to justify even more 

infrastructure spending.

For the electronics supply chain, the implications 

were immediate and concrete. The demand for GPUs, 

high-bandwidth memory, networking equipment, 

power management systems, and cooling infrastruc-

ture reached levels that strained global production ca-

pacity. NVIDIA, whose chips powered the majority of 

AI training workloads, traded positions with Apple as 

the world’s most valuable company, both hovering be-

tween $3.5 and $3.8 trillion in market capitalization. The 

semiconductor supply chain became a strategic asset 

at a national level, with governments from Washington 

to Brussels to Tokyo subsidizing domestic chip produc-

tion to reduce dependence on concentrated manufac-

turing in East Asia.

The AI Revenue Race: Three Models, Three Strategies

While Big Tech poured capital into infrastructure, the 

most dramatic competitive shift of the year played out 

among the companies building the AI models them-

selves. Twelve months earlier, OpenAI’s ChatGPT held an 

estimated 87 percent of the AI chatbot market. By Jan-

uary 2026, that share had fallen to 68 percent. Google’s 

Gemini surged from 5.4 percent to 18.2 percent in the 

same period. And Anthropic’s Claude, despite holding a 

modest 2 to 4.5 percent of overall market share by con-

sumer metrics, had quietly become the dominant force 

in enterprise AI.

The three companies pursued fundamentally different 

strategies. 

	• OpenAI bet on consumer scale: its $20 billion an-

nualized revenue run rate was built on a massive 

user base of individual subscribers and small busi-

nesses, supported by brand recognition that made 

“ChatGPT” a synonym for AI in everyday conversa-

tion. The company was preparing for an IPO that 

could value it between $550 billion and $600 billion, 

a figure that would place it among the most valua-

ble companies on Earth before it had generated a 

single year of profit.

	• Google’s Gemini approach was ecosystem distri-

bution. Gemini was integrated into Search, Gmail, 

Workspace, Android, and Cloud, leveraging Goog-

le’s existing reach to embed AI into workflows that 

billions of people already used. The strategy did 

not require users to seek out AI: it brought AI to 

them. Gemini’s rapid market share gains in early 

2026 reflected the power of that distribution ad-

vantage.

	• Anthropic’s Claude took the enterprise precision 

route, and the results were striking. The com-

pany went from $1 billion to $14 billion in an-

Big Tech’s Power Shift
Who Owns AI, Who Owns the Future
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nualized revenue run rate in approximately thirteen 

months, one of the fastest revenue ramps in enter-

prise software history. Claude crossed OpenAI in 

business AI spending share in April 2026 according 

to Ramp data, which tracked payments from tens 

of thousands of U.S. businesses. Among companies 

purchasing AI services for the first time, Claude won 

approximately 70 percent of head-to-head enter-

prise deals against OpenAI.

The driver was not marketing. It was product-market 

fit in high-stakes professional environments. Claude’s 

adoption surged in legal, financial, and compliance 

workflows where accuracy, safety, and controllability 

mattered more than raw speed or brand recognition. 

Claude Code, the company’s AI coding agent, reached 

$2.5 billion in annualized revenue on its own, a figure 

that would have qualified it as a major software compa-

ny by standalone standards. In February 2026, Anthrop-

ic raised $30 billion at a $380 billion valuation, signaling 

that investors saw the enterprise AI market as a category 

that could sustain multiple massive winners.

THE ANTITRUST SHADOW

The expansion of Big Tech’s AI ambitions ran directly 

into the most aggressive antitrust environment the in-

dustry had faced in decades. In August 2024, a feder-

al judge ruled that Google held a monopoly in online 

search and text advertising in violation of the Sher-

man Antitrust Act. In April 2025, a second ruling found 

Google held a monopoly in advertising technology as 

well. The remedies phase of those cases was still un-

folding in 2026, with potential outcomes ranging from 

behavioral changes to structural separation of Google’s 

advertising business.

The antitrust pressure extended beyond Google. The 

FTC’s case against Amazon, targeting its alleged mo-

nopoly in online marketplace services, was sched-

uled for trial in late 2026. Apple’s antitrust proceedings 

moved forward after a motion to dismiss was denied in 

June 2025, with the DOJ alleging monopolistic practices 

in the smartphone market.

For the AI race, antitrust enforcement created a par-

adox. On one hand, regulators sought to limit 

the market power of companies like Google, 

Microsoft, and Amazon. On the other, those same 

companies were the primary investors in AI infra-

structure and the primary customers of the semi-

conductor industry. 

Breaking up Big Tech’s market dominance risked slow-

ing the very AI investment that governments simulta-

neously encouraged through subsidies and industrial 

policy.

THE B2B RIPPLE EFFECT

For electronics distributors and technology wholesalers, 

the Big Tech AI spending surge translated into the largest 

infrastructure demand cycle since the cloud computing 

buildout of the 2010s. Data center construction drove de-

mand across every product category: servers, storage, net-

working switches, power distribution units, uninterrupti-

ble power supplies, cooling systems, fiber optic cabling, 

and the semiconductors that made all of it function.

The demand was geographically distributed. Micro-

soft, Google, Amazon, and Meta were all building data 

centers across the United States, Europe, Asia, and the 

Middle East, creating procurement opportunities for re-

gional distributors who could supply components at the 

scale and speed the hyperscalers required. 

The bottleneck was not demand: it was supply. Lead 

times for high-bandwidth memory, advanced GPUs, 

and custom cooling solutions stretched to months, cre-

ating a seller’s market for distributors who had secured 

allocation.

THE QUESTION THAT DEFINES THE DECADE

The first half of 2026 clarified the contours of the AI pow-

er struggle but did not resolve it. Big Tech had the in-

frastructure and the capital. AI-native companies like 

Anthropic and OpenAI had the models and the momen-

tum. Google occupied an unusual position as both: an 

infrastructure giant that was also building competitive 

AI models, while simultaneously defending itself against 

antitrust actions that could reshape its ability to leverage 

that dual advantage.

The strategic question for every company in the tech-

nology ecosystem, from semiconductor manufacturers 

to electronics wholesalers, was not whether AI would re-

shape the industry. That was already settled. 
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Three scenarios dominated the strategic conversa-

tion by mid-2026. 

	• In the first, the infrastructure owners win: Micro-

soft, Google, Amazon, and Meta leverage their data 

center monopoly to commoditize the model layer, 

offering AI as a utility service where margins flow 

to whoever controls the compute. In this scenar-

io, AI-native companies like Anthropic and OpenAI 

become high-growth but low-margin businesses, 

dependent on cloud providers the same way SaaS 

companies depend on AWS today. 

	• In the second scenario, the model builders break 

free: OpenAI’s IPO and Anthropic’s enterprise domi-

nance generate enough capital and customer lock-

in to build independent infrastructure, reducing 

their dependency on Big Tech cloud platforms and 

capturing value at both the model and infrastruc-

ture layers simultaneously. 

	• The third scenario, and arguably the most disrup-

tive for electronics distributors, is fragmentation: 

open-source models from Meta’s LLaMA family and 

emerging Chinese competitors erode the pricing 

power of both proprietary model builders and infra-

structure providers, driving a race to the bottom on 

AI costs while shifting value to the application layer, 

where thousands of smaller companies build spe-

cialized solutions for specific industries. 

Each scenario produced radically different demand pro-

files for hardware, semiconductors, and enterprise in-

frastructure, and no consensus had emerged on which 

path the market would follow.

So, the question was which layer of the stack would 

capture the most value: the companies that built the 

infrastructure, the companies that built the models, 

or the companies that built the applications on top 

of both. 

The answer would determine where the profits flowed, 

and where the power concentrated, for the rest of 

the decade.� 
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For most of the past three dec-

ades, global supply chains op-

erated on a single guiding 

principle: optimize for cost. 

Manufacturers chased the low-

est labor rates, procurement 

teams squeezed supplier mar-

gins to decimal points, and 

logistics networks stretched 

across continents in configura-

tions that prioritized efficiency 

over everything else. That mod-

el delivered extraordinary value 

for a long time. It also created 

a system so tightly wound that 

a single disruption, whether a 

pandemic, a canal blockage, or 

a tariff announcement, could 

bring entire industries to a halt.

By the first half of 2026, that lesson had been 

learned the hard way, and repeatedly. The compa-

nies that survived the last six years of compound-

ing shocks did not simply return to the old play-

book. They rewired their supply chains from 

the ground up. 

The question facing electronics distributors, compo-

nent manufacturers, and wholesalers today is no longer 

whether to build for resilience. It is how fast they can do 

it before the next disruption arrives.

THE TARIFF EARTHQUAKE  

THAT CHANGED EVERYTHING

The United States trade policy entered 2026 with a level 

of volatility that forced supply chain leaders to treat tar-

iff risk as a permanent variable rather than a temporary 

inconvenience. In February 2026, a Supreme Court deci-

sion eliminated IEEPA-based tariffs, removing one layer 

of uncertainty but immediately introducing new ones 

as the administration pivoted to Section 122 authority. 

President Trump signed an executive order imposing 

a 10 percent tariff on all countries, covering roughly $1.2 

trillion worth of imports, with a 150-day expiration win-

dow that left businesses guessing about what would 

come next.

For electronics manufacturers, the impact cascaded 

through every tier. Tariffs on semiconductor compo-

nents created a ripple effect that reached suppliers deep 

in the chain, producing bottlenecks for high-tech goods 

at the subassembly and finished-product levels. Accord-

ing to the Tax Foundation, the cumulative Trump tariffs 

represented the largest U.S. tax increase as a percentage 

of GDP since 1993, translating to an average household 

cost increase of $1,500 in 2026 alone.

The predictability that returned by mid-year, with most 

major trade positions set, did not undo the structural 

damage. Companies that had built their entire sourcing 

strategies around Chinese manufacturing found them-

selves scrambling. The tariff differentials accelerated a 

migration that was already underway: a massive shift of 

final assembly operations from China to Southeast Asia, 

particularly Vietnam, where manufacturers set up low-

skilled assembly lines to take advantage of lower levies.

Supply Chain 2.0: 
 Building for Resilience in an Unstable World 
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THE GREAT MIGRATION: NEARSHORING, 

RESHORING, AND THE ASEAN BET

The movement of manufacturing capacity out of Chi-

na and toward alternative locations became one of the 

defining supply chain stories of the first half of 2026. 

A Deloitte study had projected that 40 percent of U.S. 

companies would relocate at least part of their supply 

chains to North America by 2026, and the data that 

emerged through the spring confirmed that prediction 

was largely on track. A Capgemini Research Institute 

survey found that 56 percent of executives were actively 

pursuing nearshoring or combined reshoring and near-

shoring strategies.

The motivations went beyond tariffs. Geopolitical in-

stability between major economic powers made 

single-country dependency a boardroom-level risk. 

Energy costs remained sticky, particularly in the trans-

portation sector, pushing companies to shorten the 

physical distance between production and consump-

tion. And the experience of the COVID era, where a 

factory shutdown in one province could halt produc-

tion on the other side of the world, had permanent-

ly altered how executives thought about geographic 

concentration.

But the migration was not without its own complica-

tions. Research from VECTRA International highlighted 

a governance gap that many companies overlooked in 

their rush to relocate: supplier onboarding was outpac-

ing governance controls. Organizations that believed 

they had reduced geopolitical risk by moving operations 

to Mexico, Vietnam, or Eastern Europe were simultane-

ously increasing their governance exposure. The lesson 

was subtle but significant: moving fast without building 

proper oversight structures simply traded one category 

of risk for another.

For electronics wholesalers in particular, the ASEAN 

shift created both opportunities and challenges. Vi-

etnam, Thailand, and Malaysia attracted investment 

at rates that transformed regional industrial capacity. 

But the infrastructure in many of these locations, from 

port throughput to customs processing to quality cer-

tification, had not yet caught up with the volume of 

production flowing through them. The gap between 

manufacturing readiness and logistics maturity be-

came a recurring pain point.

DIGITAL TWINS AND AI:  

FROM VISIBILITY TO PREDICTION

If the physical restructuring of supply chains defined 

the geopolitical response, the digital transformation 

defined the operational one. By 2026, the global dig-

ital twin market reached $49.47 billion, a figure that 

reflected genuine enterprise adoption rather than 

experimental curiosity. Companies like Walmart 

and Siemens deployed agentic AI to automate sup-

ply chain decision-making, while manufacturers like 

General Motors and Delta Electronics built digital 

replicas of assembly lines using platforms like NVID-

IA Omniverse.

The shift was fundamental. Traditional supply 

chain management relied on historical data and 

manual forecasting, a process that worked rea-

sonably well in stable conditions but collapsed 

under volatility. 

Digital twins offered something different: the ability to 

simulate disruptions before they happened. A manu-

facturer could model the impact of a tariff change on 

its entire supplier network in hours rather than weeks. A 

distributor could run scenarios showing how a port clo-

sure in one region would affect delivery timelines across 

its customer base.

Microsoft launched what it called Supply Chain 2.0 in 

March, a platform combining simulations, AI agents, 

and physical AI to create end-to-end supply chain visibil-

ity. The architecture reflected where enterprise technol-

ogy was heading: away from dashboards that showed 

what happened last quarter and toward systems that 

predicted what would happen next month.

The numbers supported the investment. Analysts pro-

jected that enterprises adopting agentic AI for supply 

chain operations could cut operational costs by 30 

to 50 percent. Early adopters reported up to 65 per-

cent reduction in unplanned downtime, 79 percent 

cost savings through predictive maintenance, and 60 

percent faster AI deployment cycles. Yet the adoption 

curve remained steep: only 15 percent of enterprises 

had moved beyond pilot programs, suggesting that 

the competitive advantage for early movers was 

real and significant.



34

THE RESILIENCE PLAYBOOK: WHAT LEADERS ARE 

ACTUALLY DOING

The companies that emerged as supply chain leaders 

in 2026 shared a common approach. They treated resil-

ience not as a cost center but as a competitive advan-

tage, and they invested accordingly.

This is the clear path: 

	• Multi-source supplier networks replaced sin-

gle-source dependencies. Rather than relying on 

one factory in one country for a critical component, 

leading manufacturers maintained qualified sup-

pliers in at least two, and often three, geographic 

regions. The cost was higher, but the risk reduction 

was measurable.

	• Modular supply 

chain archi-

t e c t u r e s 

a l l o w e d 

companies to reconfigure their networks based on 

cost, risk, or customer demand. A tariff change in 

one corridor could trigger an automatic shift to an 

alternative route within days rather than months. 

This flexibility, not raw efficiency, became the defin-

ing competitive advantage.

	• Real-time risk monitoring platforms used AI to 

scan news feeds, shipping data, weather patterns, 

and geopolitical developments, flagging potential 

disruptions before they materialized. The best sys-

tems did not just alert: they recommended specific 

actions based on the company’s unique supplier 

network and inventory positions.

	• Strategic inventory buffers returned as a deliber-

ate strategy after years of just-in-time orthodoxy. The 

companies that maintained safety stock of critical 

components through the tariff volatility of early 2026 

were the ones that fulfilled orders while their com-

petitors struggled with shortages.
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THE B2B IMPERATIVE:  

WHY THIS MATTERS FOR WHOLESALERS

For electronics wholesalers and B2B distributors, the 

supply chain transformation created a new competitive 

landscape. Customers increasingly expected their distri-

bution partners to provide not just products but supply 

chain intelligence: visibility into lead times, early warn-

ing on component shortages, and the flexibility to shift 

sourcing on short notice.

The distributors that invested in digital infrastructure, 

connecting their inventory systems to real-time supplier 

data and predictive analytics, found themselves winning 

business from competitors who still operated on spread-

sheets and quarterly reviews. The value proposition shift-

ed from “we have the lowest price” 

to “we can guarantee delivery.”

THE NEW NORMAL  

IS PERMANENT ADAPTATION

The supply chain disruptions of 2020 through 2026 were 

not a temporary anomaly. They were the beginning of a 

new operating reality in which volatility is the baseline 

condition. Tariff regimes shift with election cycles. Ge-

opolitical alliances fracture and reform. Climate events 

disrupt shipping lanes with increasing frequency. The 

companies that built their supply chains for a stable 

world spent the last six years paying for that assumption.

The organizations that will thrive in this environment are 

not the ones with the most efficient networks. They are 

the ones with the most adaptable ones. For electronics 

wholesalers and B2B distributors, the strategic question 

is not whether to invest in supply chain resilience. It is 

whether the investment they have made so far is 

enough for what comes next.� 
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The global smartphone market en-

tered 2026 on a trajectory that no-

body in the industry wanted to see 

but few could deny. According to 

IDC’s Worldwide Quarterly Mobile 

Phone Tracker, worldwide smart-

phone shipments were forecast to 

decline 13.9 percent year-on-year, 

falling to 1.09 billion units. The fig-

ure represented a downward revi-

sion from IDC’s February forecast 

of 12.9 percent, and it marked the 

steepest annual contraction in 

smartphone history. A further 1.1 

percent decline was expected in 

2027, with a meaningful rebound 

of 5.5 percent not anticipated un-

til 2028, when memory supply was 

projected to normalize.

For an industry that had grown accustomed to selling well 

over a billion devices per year, the numbers represented a 

structural break. The forces driving the decline were not tem-

porary demand fluctuations or seasonal softness. They were 

systemic pressures that were fundamentally altering the 

cost structure of every smartphone sold on the planet.

THE DUAL SQUEEZE: MEMORY AND WAR

The memory shortage that began reshap-

ing the market in 2025 remained the 

primary driver of the contraction, but 

by mid-2026 it was no longer operating 

alone. The US-Iran conflict added a fresh 

layer of cost pressure through rising oil pric-

es and transportation costs, hitting smart-

phone OEMs at a moment when their bills 

of materials were already inflated by memo-

ry component scarcity.

The combined effect forced vendors into a stra-

tegic corner. Manufacturers reduced shipment 

volumes, raised prices, and concentrated their 

portfolios on higher price tiers where margins 

could absorb the cost increases. 

The result was a record average selling 

price of $550, a full $100 increase from the 

prior year. 

As IDC’s Senior Research Director Nabila 

Popal summarized the situation: the era of 

ultra-cheap smartphones was over. For con-

sumers, that meant higher prices with fewer 

budget options. For vendors, it meant that only 

those capable of sustaining demand at elevat-

ed price points would survive the cycle.

The sub-$200 segment, where margins had 

always been thin and consumers were most 

price-sensitive, absorbed the heaviest dam-

age. The sub-$100 tier, which accounted for 

over 170 million devices in 2025, was be-

coming economically unviable as memo-

ry and NAND costs settled at permanent-

ly higher levels. 

Even after the memory shortage stabi-

lized, those components were not ex-

pected to return to 2025 pricing within 

the forecast horizon.

The Smartphone Squeeze: 
Record Decline, Record Prices, and the Vendors Left Standing



39

A GLOBAL DECLINE, UNEVENLY DISTRIBUTED

The contraction did not hit every region equally. The 

sharpest declines concentrated in markets where 

budget devices represented the largest share of total 

shipments. The Middle East and Africa faced a projected 

23 percent decline. Central and Eastern Europe was ex-

pected to drop 19 percent. Asia Pacific, excluding Japan 

and China, was forecast at 14 percent down.

North America held up comparatively well, with 

only a 6.3 percent decline. The reason was 

structural rather than fortunate: 60 percent 

of smartphone shipments in the region 

during Q1 2026 were priced above $800. 

In a market dominated by the premium 

segment, the memory cost squeeze had a 

proportionally smaller impact on consum-

er purchasing decisions. Apple and Sam-

sung, which together controlled the over-

whelming majority of North American sales, 

proved resilient at that tier.

China, the world’s largest single smartphone mar-

ket, faced a double-digit decline of 13 percent. Low-

end Android vendors struggled to compete in the new 

cost environment, and the domestic market’s traditional 

strength in affordable devices became a liability as com-

ponent costs made those price points increasingly diffi-

cult to sustain.

THE WINNERS IN A SHRINKING MARKET

The most revealing story in the data was not the overall 

decline. It was the dramatic divergence in performance 

between vendors who had prepared for the crisis and 

those who had not.

	• Android as a platform was forecast to see a 20 per-

cent year-on-year drop, but that aggregate number 

masked two fundamentally different trajectories. 

Samsung defied the broader Android decline by ex-

panding in the premium segment and aggressively 

taking share in the mid-range. A combination of se-

cured memory supply, a stronger Galaxy S26 lineup, 

and calculated mid-range positioning allowed Sam-

sung to capture demand that smaller Android ven-

dors simply could not serve as memory costs 

squeezed their economics.
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	• Apple told an even more striking story. The compa-

ny’s forecast improved from an initial projection of 

8.1 percent decline to just 5.2 percent, a meaningful 

divergence when the rest of the market was head-

ing sharply downward. Apple had secured its mem-

ory supply early, a procurement decision that looked 

prescient as the shortage deepened. The iPhone 17 

series drove exceptionally strong demand across de-

veloped markets, and the company achieved what 

IDC’s Vice President Francisco Jeronimo called a 

“remarkable turnaround in China.” iOS was on track 

to reach its highest annual market share ever at 22 

percent, a milestone achieved not by growing in a 

healthy market but by declining less than everyone 

else in a contracting one.

	• The third bright spot was HarmonyOS. Huawei’s op-

erating system was forecast to reach 62 million units 

in 2026, sharply above the 42 million previously pro-

jected. Huawei expanded HarmonyOS into the en-

try-level segment, sustained or reduced pricing on 

new models, and continued promotional support for 

older devices. The strategy worked particularly well in 

China’s lower-tier cities, where the affordability gap 

created by rising Android ASPs opened space for a 

domestic alternative that could compete on price.

FOLDABLES: THE EXCEPTION  

THAT PROVES THE RULE

In a forecast filled with contraction, foldable smart-

phones stood out as one of the few unambiguously pos-

itive stories. 

The category was forecast to grow 20 percent year-

on-year in 2026, supported by new models from ex-

isting players and, critically, Apple’s long-anticipated 

entry into the segment in the second half of the year.

Foldables remained a small share of total smartphone 

volumes, but they represented the only category where 

vendors could credibly defend premium pricing and 

grow unit shipments simultaneously. 

For electronics wholesalers, the foldable segment cre-

ated a planning challenge: the devices required dif-

ferent accessories, screen protectors, and cases than 

traditional smartphones, and the margins on premium 

accessories tracked with the premium pricing of 

the devices themselves.

WHAT THE B2B CHANNEL NEEDS TO UNDERSTAND

The 2026 smartphone forecast carried direct implica-

tions for every business in the distribution chain. The 

shift toward higher ASPs meant that total market val-

ue was actually projected to increase by 3.8 percent 

even as unit volumes hit a record low. More expensive 

devices moving through the channel meant higher 

revenue per transaction, but also higher inventory risk 

for distributors carrying stock in a market where de-

mand was contracting.

The consolidation at the vendor level was equally signif-

icant. In a market where Apple, Samsung, and Huawei 

within China were gaining share while smaller Android 

brands retreated, distributors needed to evaluate their 

vendor mix carefully. Carrying inventory for brands con-

centrated in the sub-$200 segment, where the contrac-

tion was most severe, represented growing exposure. 

Aligning with vendors who had secured supply and 

demonstrated pricing power offered more predictable 

demand.

The accessory market was shifting in parallel. High-

er-priced smartphones correlated with higher spending 

on protective cases, premium earbuds, wireless charg-

ers, and extended warranty programs. Consumers who 

paid $800 or more for a device invested proportionally 

in protecting it. For wholesalers, the accessory attach 

rate at the premium tier consistently exceeded that of 

budget devices by a factor of two to three.

The New Shape of the Market

The smartphone industry that emerged from 2026 

would look fundamentally different from the one that 

entered it. 

The days of volume-driven growth at the low end 

were ending, replaced by a market structured 

around fewer units at higher prices, dominated by a 

smaller number of vendors with the scale and supply 

leverage to compete in a permanently higher-cost 

environment.

For B2B players across the electronics ecosystem, the 

adjustment required rethinking everything from inven-

tory strategy to vendor partnerships. The next eighteen 

months would determine which distributors adapted 

their business models to the new reality and which ones 

found themselves overexposed to a market segment 

that was disappearing beneath their feet.� 
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A year ago, the AI assistant market 

had a clear leader and a group of 

challengers trying to close the gap. 

By mid-2026, that hierarchy had 

fractured into something far more 

complex and far more interesting. 

ChatGPT’s market share dropped 

from 87 percent to 68 percent in 

twelve months. Google’s Gemi-

ni surged from 5.4 percent to 18.2 

percent. Microsoft’s Copilot quietly 

reached 15 million paid enterprise 

seats. And Anthropic’s Claude, de-

spite holding a modest 2 to 4.5 per-

cent of consumer market share, 

emerged as the dominant force 

in enterprise AI adoption, win-

ning approximately 70 percent of 

head-to-head deals against Ope-

nAI when companies evaluated 

both platforms side by side.

The AI assistant war of 2026 was no longer a product 

competition. It was an ecosystem war, and the out-

come would determine which platform became 

so deeply embedded in professional workflows that 

switching away from it would require re-architecting 

how an entire organization worked.

CHATGPT: THE INCUMBENT UNDER PRESSURE

OpenAI’s ChatGPT remained the largest AI assistant 

by every consumer metric. Its $20 billion annualized 

revenue run rate, built on a massive base of individual 

subscribers and small businesses, made it the reve-

nue leader in the category. GPT-5.5 shipped with a 

one-million-token context window, strong cod-

ing capabilities, and a multimodal interface 

that handled text, images, audio, and code in 

a single conversation. The built-in tool ecosys-

tem, including web search, code interpreter, 

DALL-E image generation, and file analysis, 

gave ChatGPT the broadest feature set of 

any consumer AI product.

But the numbers told a more complicated 

story. ChatGPT’s market share declined 

steadily throughout late 2025 and early 

2026, not because the product got worse 

but because competitors found seg-

ments where they were genuinely better. 

OpenAI’s response was to prepare for an 

IPO at a valuation between $550 billion 

and $600 billion, a move that would trans-

form the company from a research lab with 

a product into a publicly traded corporation 

with quarterly earnings expectations. The stra-

tegic bet was that consumer scale and brand 

recognition would prove more durable than any 

technical advantage held by smaller competitors.

The AI Assistant Wars:
ChatGPT, Claude, Gemini, Copilot, and the Fight for Your Workflow
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CLAUDE: THE ENTERPRISE WEAPON

Anthropic’s trajectory in the first half of 2026 was unlike 

anything the enterprise software market had seen. The 

company’s annualized revenue run rate climbed past $30 

billion, up from $9 billion the prior year. Claude went from 

being a niche choice for developers 

and researchers to the 

preferred AI plat-

form in industries where accuracy, safety, and controlla-

bility mattered more than consumer brand recognition.

The legal sector became Claude’s showcase. In May 2026, 

Anthropic released 12 role-specific legal plugins cover-

ing everything from M&A due diligence to employment 

handbook drafting, alongside more than 80 specialized 

agents for recurring legal workflows and roughly twenty 

MCP (Model Context Protocol) connectors. Claude Opus 

4.7 scored 90.9 percent on Harvey’s BigLaw Bench, the 

legal industry’s most closely watched AI benchmark. The 

integration with Microsoft 365 embed-

ded Claude across Word, 

Outlook, Excel, 
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and PowerPoint as a single context-carrying agent, meet-

ing lawyers where they already worked rather than asking 

them to adopt a new interface.

Financial services followed a parallel path. Claude for 

Financial Services launched with 10 customizable AI 

agents, including a pitch builder, meeting preparer, 

market researcher, evaluation reviewer, and month-end 

closer. Each agent could be deployed as a plugin or as 

a managed agent running background routines on An-

thropic’s servers without human intervention.

Claude Code, the company’s autonomous coding agent, be-

came a business in its own right. The tool read entire code-

bases, wrote code across multiple files, ran terminal com-

mands, and committed changes to git. Engineers using 

Claude Code shipped three times more code and merged 31 

percent more pull requests than peers on the same teams. 

With $2.5 billion in annualized revenue, Claude Code would 

have qualified as a major standalone software company.

The broader pattern was clear: while ChatGPT owned 

the consumer conversation, Claude was quietly becom-

ing the infrastructure that ran professional work.

GEMINI: THE ECOSYSTEM PLAY

Google’s approach to the AI assistant market was fun-

damentally different from either OpenAI or Anthropic. 

Rather than building a standalone product and hoping 

users would come to it, Google embedded Gemini into 

the services that billions of people already used every 

day. Gemini 3.1 Pro appeared inside Search, Gmail, Goog-

le Workspace, Android, and Google Cloud, leveraging 

the company’s unmatched distribution advantage to 

make AI a default feature rather than an opt-in product.

The results were visible in the market share numbers. 

Gemini’s jump from 5.4 percent to 18.2 percent in twelve 

months was driven not by users seeking out a new AI tool 

but by users discovering AI capabilities inside products 

they were already paying for. The strategy was particularly 

effective in organizations that ran on Google Workspace, 

where Gemini became the default AI assistant for 

email drafting, document summarization, spread-

sheet analysis, and meeting transcription without requir-

ing a separate purchase or evaluation process.

Gemini’s technical strengths reinforced the distribution 

advantage. The one-million-token context window ex-

celled at processing long documents, entire codebases, 

and lengthy transcripts. Native multimodal understand-

ing of images, video, and audio, combined with deep in-

tegration with Google Lens, Photos, and YouTube, gave 

Gemini capabilities that no competitor could replicate 

without building equivalent consumer platforms.

COPILOT: THE QUIET GIANT

Microsoft’s Copilot received less attention in the AI assis-

tant conversation than ChatGPT, Claude, or Gemini, but 

its enterprise penetration told a different story. Powered 

by GPT-5.2 as of January 2026, Copilot reached 15 million 

paid seats and generated $14 billion in annualized reve-

nue, making it one of the fastest-growing line items in 

Microsoft’s commercial cloud segment.

The adoption model was elegantly simple. Organiza-

tions already paying for Microsoft 365 E3 or E5 licenses 

faced a straightforward upgrade decision at $30 per user 

per month rather than a new vendor evaluation. Agent 

Mode became generally available in Word and Excel, 

with PowerPoint rolling out in preview. The launch of 

an Agent Store introduced role-specific, customizable 

agents that extended Copilot’s capabilities beyond ge-

neric assistance into specialized workflow automation.

Adoption concentrated in three industries: manufacturing, 

where supply chain workflow automation and document 

processing drove measurable ROI; retail, where custom-

er service automation through Dynamics 365 reduced 

response times; and IT services, where code review, doc-

umentation, and incident response represented high-vol-

ume, repetitive workflows that AI handled well. The pattern 

suggested that Copilot’s strength was not in being the 

most capable AI but in being the most convenient one for 

organizations already locked into the Microsoft ecosystem.

Yet the penetration numbers revealed how early the 

market still was. Only 3.3 percent of Microsoft’s 450 mil-
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lion commercial Microsoft 365 subscribers had activat-

ed the Copilot add-on by early 2026. The gap between 

potential and actual adoption represented both the 

challenge and the opportunity: if even a fraction of the 

remaining 97 percent converted, Copilot’s revenue tra-

jectory would dwarf every competitor.

THE REAL COMPETITION: 

LOCK-IN, NOT BENCHMARKS

The most significant insight from the AI assistant mar-

ket in 2026 was that technical benchmarks mattered less 

than integration depth. According to Ramp data, approx-

imately 79 percent of OpenAI users also paid for Anthropic, 

suggesting that many organizations were running multi-

ple AI platforms simultaneously rather than choosing a 

single winner. The multi-vendor approach reflected a mar-

ket that had not yet consolidated, but it also suggested 

that the eventual winner would be determined not 

by which model scored highest on standardized 

tests but by which platform became so embed-

ded in daily workflows that removing it would 

be operationally disruptive.

Two distinct monetization models emerged. 

The freemium model, used by ChatGPT, 

Claude, and Perplexity, converted free 

users to paid subscriptions through 

feature gating. The integration model, 

used by Gemini and Copilot, embedded 

AI into existing paid productivity suites where 

the marginal cost of adding AI felt trivial compared to 

the existing license spend. Early evidence suggested 

that integration models generated more predictable 

revenue at scale, but freemium models attracted the 

power users and developers who shaped the broader 

conversation about which AI was best.

THE STRATEGIC QUESTION FOR BUSINESS

For B2B technology companies and enterprise buyers, 

the AI assistant wars of 2026 presented a strategic de-

cision with long-term consequences. Choosing a plat-

form was not like choosing a word processor, where 

the output was interchangeable. AI assistants learned 

organizational context, integrated with proprietary 

data, and shaped the workflows of every department 

they touched. 

The deeper the in-

tegration, the higher the 

switching cost. And the higher the switching cost, the 

more leverage the platform provider held over pricing, 

terms, and the future direction of the product.

The companies that approached this decision deliberately, 

evaluating not just current capabilities but long-term eco-

system alignment, would be the ones best positioned when 

the market inevitably consolidated. The ones that drifted into 

a platform by default risked discovering too late that their 

most important business tool was controlled by a ven-

dor whose priorities had diverged from their own.� 
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Well: that era of observation is about to end. Every cred-

ible supply chain leak, every analyst forecast, and every 

component order tracked by industry researchers now 

points to the same conclusion: Apple will launch its first 

foldable iPhone in September 2026, and the device will 

carry a starting price north of $2,000.

The implications for the smartphone industry, for elec-

tronics wholesalers, and for the broader consumer tech-

nology supply chain are profound. Apple does not en-

ter markets to participate. It enters markets to reshape 

them. When the iPhone arrived in 2007, it killed the fea-

ture phone. When the iPad launched in 2010, it created 

the tablet category and then absorbed it. 

The Foldable Gamble:  
Apple’s $2,000 Bet and the Race It Triggered

For years, the foldable smart-

phone market has been a niche 

within a niche. Samsung pio-

neered the form factor. Hua-

wei dominated the volumes. A 

handful of Chinese manufactur-

ers experimented on the mar-

gins. And Apple, the company 

whose entry into any product 

category tends to redefine it, sat 

on the sidelines and watched. 
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The question facing the foldable market is not whether 

Apple’s entry will change the competitive landscape. It 

is how fast and how dramatically the change will arrive.

WHAT WE KNOW ABOUT THE IPHONE FOLD

The details that have emerged through leaks and supply 

chain analysis paint a picture of a device that is unmis-

takably Apple: premium, polished, and priced according-

ly. The working name is iPhone Fold, though iPhone 

Ultra remains a strong alternative. The design follows 

the book-style format popularized by Samsung’s Galaxy 

Z Fold series, opening like a book to reveal a larger inner 

display rather than folding in half like a clamshell.

The inner display measures 7.76 inches at a resolution of 

2,713 by 1,920 pixels. The outer display, usable when the 

device is folded, measures 5.49 inches. Both are expect-

ed to feature Apple’s ProMotion technology with adap-

tive refresh rates up to 120Hz.

The most talked-about engineering achievement is 

the crease, or rather the absence of one. Every foldable 

device currently on the market carries a visible crease 

along the fold line, a tactile reminder that the display 

is being bent in a way glass was never designed to ac-

commodate. Apple reportedly pursued eliminating 

the crease “regardless of cost,” developing what insid-

ers describe as a new material property that makes the 

fold line effectively invisible. If true, this would repre-

sent the first meaningful solution to the problem that 

has defined the category’s compromises since day one.

The trade-offs are notable. The iPhone Fold will carry 

only two rear cameras, a Wide and an Ultra Wide, drop-

ping the Telephoto lens found on Pro models. More 

surprisingly, the device will not include Face ID. Apple 

reportedly could not fit the TrueDepth camera system 

into the foldable design and has reverted to Touch ID via 

a power button, similar to the current iPad lineup. For 

a company that spent years positioning Face ID as the 

future of biometric authentication, this is a significant 

concession to engineering constraints.

Pricing leaks have been remarkably consistent: the base 

model will start above $2,000, with higher storage con-

figurations pushing into the $2,600 to $2,900 range. 

These are not smartphone prices. They are laptop prices. 

Apple is betting that the market for a premium foldable 

exists at a scale that justifies the investment, and ear-

ly analyst projections suggest the bet may pay off. IDC 

forecasts that Apple could capture 22 percent of folda-

ble unit shipments and 34 percent of the market’s total 

value in its first year alone.

THE MARKET APPLE IS WALKING INTO

The foldable smartphone market that Apple will enter 

in September looks very different from the one that 

existed even a year ago. After a flat 2025, the category 

is projected to grow between 30 and 50 percent year-

over-year in 2026, depending on which analyst firm 

you ask. The global market is estimated at $34.46 bil-

lion this year and is forecast to reach $124.93 billion by 

2033, a compound annual growth rate of 20.2 percent. 

Also, three companies currently control 84 percent of 

foldable shipments. 

	• Huawei leads with approximately 40 percent mar-

ket share, though that figure has declined sharply 

from 54 percent a year earlier as competition 

has intensified. 
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	• Samsung has staged a comeback, nearly doubling 

its share from 14 to 25 percent on the back of strong 

Galaxy Z Fold 7 and Galaxy Z Flip 7 sales. 

	• HONOR has grown from 11 to 19 percent, establish-

ing itself as a credible third player in the space.

Samsung, the longest-running Western-market competi-

tor in foldables, is targeting 7 million foldable units in 2026, 

a 35 percent increase over the estimated 5.21 million sold 

in 2024. The Galaxy Z Fold 7 reignited sales momentum af-

ter a period where critics questioned whether Samsung’s 

foldable strategy had stalled. The company has also intro-

duced a tri-fold device, positioning itself as the technology 

leader before Apple arrives to claim that narrative.

Google’s Pixel Fold, meanwhile, holds a sliver of the market: 

roughly 5 percent in North America, projected to drop to 3 

percent once Apple enters. The device has found a loyal 

but tiny audience, and Google’s challenge is surviving the 

gravitational pull of Apple’s marketing machine without 

being absorbed into the “Others” category entirely.

BOOK-STYLE WINS THE FORMAT WAR

One of the quieter but strategically important trends 

heading into Apple’s launch is the format shift within the 

foldable category itself. Book-style devices, the type that 

opens into a tablet-sized display, held 52 percent of the 

market in 2025. That share is projected to jump to 65 per-

cent by the end of 2026, driven largely by Apple’s entry 

and Samsung’s continued investment in the Z Fold line.

The clamshell format, exemplified by Samsung’s Z Flip and 

Motorola’s Razr, is not disappearing. But it is increasingly 

positioned as the affordable, fashion-forward option rather 

than the productivity-focused premium tier. For B2B buyers 

and electronics distributors, this format divergence has di-

rect implications for inventory planning. The higher average 

selling prices of book-style foldables mean higher revenue 

per unit but also higher inventory risk. A $2,000 device that 

does not sell occupies a very different position on the bal-

ance sheet than a $999 smartphone gathering dust.

THE B2B CALCULATION

For electronics wholesalers, distributors, and retailers, Apple’s 

foldable entry creates both opportunity and complexi-

ty. The opportunity is obvious: Apple’s brand drives foot 

traffic, generates media attention, and creates demand that 

competitors cannot match. The first iPhone Fold launch will 

likely be one of the highest-profile product events of 2026, 

and every channel partner will want allocation.

The complexity lies in the pricing and the market seg-

mentation. A $2,000-plus device is not a mass-market 

product, at least not initially. It targets a specific seg-

ment of consumers and business users willing to pay 

a premium for the latest technology. Channel partners 

will need to assess demand carefully, manage pre-order 

expectations, and prepare for the accessory ecosystem 

that will inevitably accompany a new form factor: cases, 

screen protectors, and stands designed for a device that 

functions as both phone and tablet.

The competitive response will also reshape the mid-range. 

When Apple enters a premium segment, competitors 

typically respond by differentiating on price. Expect Sam-

sung, HONOR, and emerging players to push aggressive 

pricing on their existing foldable lines, creating opportuni-

ties for wholesalers who can move volume at lower mar-

gins. The foldable market in Q4 2026 will likely look like 

the tablet market did in 2011: Apple owns the premium, 

everyone else fights for the rest, and the total addressable 

market expands because Apple’s marketing machine ed-

ucates consumers about the category itself.

FOLDING TOWARD THE FUTURE

Apple’s entry into foldables is the clearest signal yet that 

the form factor has graduated from experiment to main-

stream product category. The crease-free display, if it de-

livers as rumored, eliminates the last major objection 

that kept premium buyers on the sidelines. The $2,000 

price tag ensures that early adoption will be concentrated 

among high-value customers and enterprise users who 

see the device as a productivity tool rather than a novelty.

The foldable market in late 2026 will bear little resem-

blance to the one that existed at the start of the year. 

New entrants, new price points, new formats, and a new-

ly energized consumer base will collide in a quarter that 

promises to be the most competitive in the category’s 

short history. For anyone in the business of selling smart-

phones, the strategic question is straightforward: how 

much shelf space, how much capital, and how much at-

tention do you allocate to a product category that just 

went from interesting to essential?� 



57

API SYSTEM INTEGRATION
WEBSITE DESIGN AND SERVER SETUP
SYSTEM OPTIMIZATION AND CONSULTING

We offer IT services

Call us for more information

+48 512 605 811



Partner 
with us to 

grow—across
 borders and 

across
industries

WE ARE PROUD TO BE PART OF 
THE DYNAMIC USA AND LATIN 
AMERICA MARKET FOR 25 + YEARS, 
DELIVERING A COMPREHENSIVE 
SUITE OF SERVICES DESIGNED TO 
EMPOWER INDUSTRY LEADERS 
AND TRADING PARTNERS FOR 
EXPANSION IN THE UNITED STATES 
AND LATIN AMERICA.



ABOVE 
BOARD

We provide 
tailored financial 
plans to guide 
foreign nationals 
and US citizens 
to  grow wealth 
and protect assets 
in USA.

CAPTAINS  
FREIGHT USA

Our Miami-based 
freight forwarding 
and warehousing fa-
cility includes an FTZ 
( Foreign Trade Zone 
) bonded ware-
house, enabling 
efficient, compliant, 
and cost-effective 
cargo management.

ADVANTAGE 
WIRELESS

Providing 
reliable and 
secure solution 
to support safe 
transactions  
for businesses  
to expand  
in USA. 

PARAGON 
ACCOUNTING 
& TAXES

A full-service 
accounting 
firm delivering 
comprehensive 
solutions to 
clients involved in 
global commerce 
across Europe and 
the United States. 

Discover our group of companies, each with its unique business model:



smarttelecomm.com

11431 Lakeside Dr #1304 

Doral, FL 33178, USA

Victoria Adams 
+1 (571) 385-2552 

Hanna Bilonoh 
+1 (305) 501-0489 info@smarttelecomm.com

A leading Global Consumer 
Electronics Distributor

More than 10 years 
on market

Daily shipments  
worldwide

Best price  
on market

38 39

smarttelecomm.com

11431 Lakeside Dr #1304 

Doral, FL 33178, USA

Victoria Adams 
+1 (571) 385-2552 

Hanna Bilonoh 
+1 (305) 501-0489 info@smarttelecomm.com

A leading Global Consumer 
Electronics Distributor

More than 10 years 
on market

Daily shipments  
worldwide

Best price  
on market

38 39



smarttelecomm.com

11431 Lakeside Dr #1304 

Doral, FL 33178, USA

Victoria Adams 
+1 (571) 385-2552 

Hanna Bilonoh 
+1 (305) 501-0489 info@smarttelecomm.com

A leading Global Consumer 
Electronics Distributor

More than 10 years 
on market

Daily shipments  
worldwide

Best price  
on market

38 39

smarttelecomm.com

11431 Lakeside Dr #1304 

Doral, FL 33178, USA

Victoria Adams 
+1 (571) 385-2552 

Hanna Bilonoh 
+1 (305) 501-0489 info@smarttelecomm.com

A leading Global Consumer 
Electronics Distributor

More than 10 years 
on market

Daily shipments  
worldwide

Best price  
on market

38 39



The $3 Trillion IPO Summer: 
SpaceX, OpenAI, and Anthropic Go Public

On June 12, SpaceX began trad-

ing on the Nasdaq under the 

ticker SPCX. The listing raised $75 

billion at a valuation of $1.75 tril-

lion, making it the largest initial 

public offering in financial history. 

Not the largest tech IPO. Not the 

largest American IPO. The largest 

IPO, period. And SpaceX was only 

the first domino. Before its debut, 

OpenAI had filed a confidential 

S-1 on June 8. Anthropic had filed 

its own on June 1. By the time 

2026 ends, three companies born 

from the ambition of a handful of 

founders could enter public mar-

kets at a combined valuation ap-

proaching $3.7 trillion.

To put that number in perspective: $3.7 trillion is rough-

ly the GDP of Germany. It is more than the combined 

market capitalization of every company listed on the 

London Stock Exchange. We are not talking about a 

busy quarter for bankers. We are talking about a struc-

tural shift in how the most consequential technology 

companies of the decade choose to finance their next 

chapter.

The timing was not accidental. After two years of sup-

pressed IPO activity, falling interest rates and stabiliz-

ing macroeconomic conditions reopened the window. 

But the deeper driver is simpler: private capital hit its 

ceiling. Even the largest venture funds on Earth can-

not indefinitely bankroll companies that burn billions 

per quarter on GPU clusters, satellite constellations, 

and research teams that cost more than small nations 

spend on their entire technology budgets. The road 

to public markets was never a question of if. It was a 

question of when.

For B2B decision-makers, investors, and technology pro-

fessionals, this IPO wave carries implications that go well 

beyond stock tickers. It will reshape cloud infrastructure 

spending, redefine competitive dynamics in artificial 

intelligence, and force a reckoning with how we value 

companies that promise to change the world but have 

yet to turn a consistent profit. In this article, we examine 

what each company brings to public markets, what the 

numbers actually say, and what the risks look like from 

the inside.
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SPACEX: THE $1.75 TRILLION COLOSSUS

SpaceX’s S-1 filing, submitted in May, confirmed what 

the private market had long suspected: Starlink is the 

company’s profit engine, and everything else is an ex-

pensive bet on the future. In Q1 2026, Starlink generated 

$3.26 billion in revenue with an operating margin of 63 

percent, a figure that would make most SaaS companies 

envious. The satellite internet service now serves over 12 

million active users across more than 100 countries. For 

the full year 2025, Starlink accounted for 61 percent of 

SpaceX’s total sales, pulling in $11.39 billion.

The rest of SpaceX’s portfolio tells a very different story. 

The rocket launch division, despite its cultural cachet and 

its role as the backbone of NASA’s crewed missions, lost 

$657 million in 2025. And then there is xAI, Elon Musk’s 

artificial intelligence venture, which SpaceX absorbed in 

February 2026. The AI division posted an operating loss 

of $6.35 billion in 2025, followed by another $2.47 billion 

in Q1 2026 alone. After consolidating xAI’s losses, SpaceX 

swung from a net profit of $791 million in 2025 to a net 

loss of $4.94 billion in early 2026.

At $135 per share, SpaceX asked public investors to value 

the company at approximately $1.75 trillion, which made 

it the seventh-largest company in the United States by 

market capitalization, ahead of Tesla. Morningstar, how-

ever, had pegged fair value closer to $780 billion, less 

than half the IPO target. The gap between bulls and 

skeptics hinges on a single question: can Starlink sustain 

its growth trajectory while xAI transitions from a cash 

incinerator into a revenue-generating business? The 

answer will determine whether SpaceX is the defining 

investment of the decade or the most expensive lesson 

since the dot-com era.

One detail that deserves attention: SpaceX allocated 

roughly 30 percent of the offering, around $22.5 billion, 

to retail investors. That was triple the industry norm. Plat-

forms including Fidelity, Robinhood, SoFi, and Charles 

Schwab provided access at the offer price. Whether this 

represented a democratization of capital markets or a 

calculated move to broaden the buyer base for an ag-

gressively priced deal depends entirely on your perspec-

tive.

OPENAI: THE REVENUE ROCKET  

WITH A $14 BILLION HOLE

OpenAI’s trajectory over the past three years reads like a 

venture capital fever dream. Annualized revenue stood 

at roughly $2 billion at the end of 2023. By the close of 

2024, it had tripled to $6 billion. By late 2025, CFO Sarah 

Friar confirmed the figure had surpassed $20 billion. No 

enterprise software company in history has scaled this 

fast. The ChatGPT consumer product, the API platform 

serving thousands of businesses, and the growing suite 

of enterprise tools have collectively built a revenue ma-

chine that even skeptics struggle to dismiss.

And yet, the losses are equally staggering. Internal 

projections suggest OpenAI will burn through $14 

billion in 2026 alone, with profitability not expect-

ed until approximately 2030. The reason is straight-

forward: training frontier AI models requires capital 

expenditure on a scale that makes traditional tech 

spending look quaint. OpenAI has outlined infra-

structure spending targets of roughly $600 billion 

through 2030, a figure that explains why the private 

funding runway ran dry and public markets became 

the next logical source of capital.

The confidential S-1 filed on June 8 named Goldman 

Sachs and Morgan Stanley as lead underwriters, with 

JPMorgan Chase also in the syndicate. The target list-

ing window is September to November 2026, though 

internal voices, including reportedly Friar herself, have 

argued for delaying to 2027 to ensure public company 
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reporting readiness. The last private valuation came in 

at $852 billion, and some reports suggest the IPO could 

target $1 trillion or above.

For enterprise buyers, the OpenAI IPO is more than a fi-

nancial event. It signals a transition from startup agility 

to public company discipline: quarterly earnings calls, 

margin scrutiny, and institutional investor pressure to 

prioritize profitability over moonshot research. How Ope-

nAI balances these competing demands will shape the 

AI tools and pricing that businesses depend on every day.

ANTHROPIC: THE ENTERPRISE  

CHALLENGER AT $965 BILLION

If OpenAI is the consumer giant, Anthropic has posi-

tioned itself as the enterprise alternative. Founded by 

former OpenAI researchers Dario and Daniela Amodei, 

the company has built its brand around safety, reliabil-

ity, and deep integration with business workflows. Its 

Claude model family powers everything from legal doc-

ument analysis to financial compliance checks, and its 

focus on the B2B segment has paid off spectacularly.

Anthropic’s revenue run-rate hit approximately $47 bil-

lion in May 2026, up from roughly $10 billion a year earlier. 

That is a nearly fivefold increase in twelve months, driven 

by enterprise contracts, API consumption, and strategic 

partnerships with Amazon Web Services and Google 

Cloud. The growth curve is what gave investment bank-

ers the confidence to anchor Anthropic’s confidential S-1, 

filed on June 1, at a target valuation of $965 billion.

The listing is expected no earlier than October 2026, 

with Wilson Sonsini Goodrich & Rosati serving as legal 

counsel. Like OpenAI, the exact timing depends on SEC 

review and market conditions. But unlike OpenAI, An-

thropic’s path to profitability may be shorter. Its enter-

prise-heavy revenue mix tends to carry higher margins 

and longer contract durations, both of which are qual-

ities that public market investors reward. The stra-

tegic question is whether Anthropic can maintain 

its growth rate while competing against OpenAI’s brand 

recognition, Google’s DeepMind, and an expanding ros-

ter of open-source alternatives.

THE $3 TRILLION QUESTION:  

WHAT ARE WE ACTUALLY VALUING?

Combined, SpaceX, OpenAI, and Anthropic are asking 

public markets to absorb roughly $3.7 trillion in new eq-

uity. To justify those numbers, all three companies must 

deliver growth at rates no company of their scale has 

sustained before. SpaceX needs Starlink to keep add-

ing subscribers while average revenue per user declines 

from $99 in 2023 to $66 in Q1 2026, a compression that 

satellite analysts are watching closely. OpenAI needs to 

close a $14 billion annual loss gap without slowing the 

research that keeps it competitive. Anthropic needs to 
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prove that enterprise AI revenue is durable, not just a 

wave of early adoption spending.

The broader market context matters too. The 2025 US 

IPO market produced 216 deals totaling $47.4 billion in 

proceeds, according to EY Global IPO Trends. SpaceX 

alone raised more than that entire year in a single offer-

ing. If all three companies list successfully, 2026 will not 

just be the biggest IPO year since 2021. It will be the big-

gest IPO year in the history of American capital markets.

For institutional investors, the challenge is allocation: 

where do you find the capital to participate in three si-

multaneous trillion-dollar listings without liquidating 

other positions? For retail investors, the challenge is due 

diligence: SpaceX’s 30 percent retail allocation was un-

precedented, but so is the complexity of evaluating a 

company that bundles satellite internet, rocket launch-

es, and an AI startup into a single ticker.

WHAT THIS MEANS  

FOR THE TECHNOLOGY ECOSYSTEM

The ripple effects of this IPO wave will extend far be-

yond Wall Street. Cloud infrastructure providers, from 

AWS to Azure to Google Cloud, stand to benefit as 

newly public AI companies accelerate their spend-

ing on compute. Semiconductor makers like Nvidia, 

AMD, and the emerging custom chip players will see 

sustained demand for training and inference hard-

ware. Enterprise software vendors will face intensified 

competition as AI-native companies expand into ad-

jacent markets.

For B2B buyers, the shift from private to public own-

ership changes the dynamics of vendor relationships. 

Public companies face quarterly pressure to grow rev-

enue and demonstrate margin improvement. That 

pressure often translates into aggressive enterprise 

sales strategies, volume discounts, and platform lock-

in tactics. If your organization relies on OpenAI’s API or 

Anthropic’s Claude for critical workflows, the post-IPO 

pricing environment is something to plan for now, not 

after the bell rings.

THE STRATEGIC BET OF THE DECADE

There is a version of this story where all three IPOs suc-

ceed brilliantly. SpaceX becomes the infrastructure 

backbone of global connectivity. OpenAI delivers the 

productivity revolution it has promised. Anthropic be-

comes the safety-first standard for enterprise AI. In that 

scenario, $3.7 trillion will look like a bargain, and the in-

vestors who got in at the offer price will dine out on the 

story for decades.

There is another version where the valuations prove un-

sustainable. Where Starlink’s user growth plateaus while 

xAI continues to hemorrhage cash. Where OpenAI’s 

losses compound faster than revenue grows. Where An-

thropic discovers that enterprise AI contracts are more 

fragile than they appear when competitors start under-

cutting on price. In that scenario, the summer of 2026 

becomes a cautionary tale about the gap between am-

bition and execution.

The truth, as it usually does in technology markets, will 

likely land somewhere in between. What is certain is 

that the decisions made this summer, by founders set-

ting prices, by investors writing checks, and by business 

leaders choosing which platforms to build on, will shape 

the technology landscape for the next ten years. The 

great unlocking has begun. The question is not whether 

you are paying attention. It is whether you are posi-

tioned for what comes next.�  65
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In early 2024, a finance employee 

at engineering firm Arup’s Hong 

Kong office joined a video call 

with the company’s Chief Finan-

cial Officer and several senior col-

leagues. The CFO explained an 

urgent, confidential transaction 

and instructed the employee to 

process a series of wire transfers. 

The employee complied, execut-

ing 15 separate payments total-

ing $25.6 million. Every person 

on that video call was a deepfake. 

The CFO, the colleagues, their 

voices, their faces, their manner-

isms, all of it was synthetic, gener-

ated from publicly available con-

ference footage. By the time the 

fraud was discovered, the money 

was gone. 

Two years later, the Arup case is no longer an outlier. It is 

a template. Deepfake fraud drained $1.1 billion from US 

corporate accounts in 2025, tripling from $360 million 

the year before. The number of deepfakes circulat-

ing online exploded from 500,000 in 2023 to over 

eight million in 2025. Voice cloning fraud rose by 680 

percent in a single year. Pindrop, a voice security firm, re-

ported a 1,300 percent year-over-year surge in deepfake 

attempts targeting contact centers. 

CrowdStrike documented a 442 percent increase in 

vishing attacks. What was once a curiosity, a party trick 

involving celebrity face-swaps on social media, has ma-

tured into one of the most dangerous weapons in the cy-

bercriminal arsenal. And it is aimed squarely at business.

THE ANATOMY OF A DEEPFAKE ATTACK

Understanding why deepfakes are so effective requires 

understanding what they exploit. Traditional phishing 

attacks rely on text: a convincing email, a spoofed do-

main, a sense of urgency. Deepfakes bypass the defenses 

that organizations have spent decades building against 

text-based fraud. They exploit something far more diffi-

cult to defend: human trust in faces and voices.

A deepfake CEO fraud attack typically begins with 

reconnaissance. Attackers scrape publicly available 

video and audio of a target executive from earnings 

calls, conference presentations, YouTube interviews, 

and podcast appearances. 

Modern AI tools can clone a voice with as little as three 

seconds of sample audio. Video generation models can 

produce real-time face-swaps that are indistinguisha-

ble from genuine footage on a standard video call. The 

attacker then stages a scenario designed to trigger an 

urgent financial action: a wire transfer, an investment 

authorization, a vendor payment.

The attack surface is broader than most organizations 

realize. It is not limited to video calls. In early 2026, the 

Bombay Stock Exchange was forced to issue an urgent 

warning to investors after a highly realistic deepfake 

video of its CEO surfaced online, showing the executive 

sharing exclusive stock tips and promising extraordinary 

returns. A global advertising company was targeted 

when scammers created a fake WhatsApp account us-

Deepfake Inc.: 
 When AI Becomes a Weapon Against Business
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ing the CEO’s photo and staged a Microsoft Teams call 

with an AI-cloned voice trained on YouTube footage, re-

questing a senior executive to fund a fictitious business 

venture. These are not hypothetical scenarios. They are 

cases that made the news. The ones that did not make 

the news are, by all accounts, far more numerous.

THE NUMBERS BEHIND THE THREAT

The financial data paints a picture of a threat that is scal-

ing faster than defenses. According to Gartner’s 2025 

leader survey, 62 percent of enterprises reported deep-

fake exposure in the previous twelve months. Among 

organizations that suffered financial losses, 61 percent 

reported losses exceeding $100,000, and nearly 19 per-

cent reported losing more than $500,000 per incident. 

Large enterprises face average losses of $680,000 per 

deepfake attack.

The banking sector has been hit particularly hard. Over 

10 percent of banks have suffered deepfake vishing loss-

es exceeding one million dollars, with an average inci-

dent cost of $600,000. Contact centers, the frontline of 

customer interaction for many financial institutions, face 

an estimated $12.5 billion in annual fraud losses, with 

deepfakes emerging as the fastest-growing attack vec-

tor.

What makes these numbers especially alarming is the 

cost asymmetry. Producing a convincing deepfake costs 

attackers almost nothing. The AI tools are freely available 

or inexpensive. The source material, executives’ public 

appearances, is abundant. But the damage per success-

ful attack runs into hundreds of thousands or millions 

of dollars. For cybercriminals, the return on investment 

is extraordinary. For businesses, the economics are dev-

astating.

VOICE: THE PRIMARY BATTLEFIELD

While video deepfakes attract the most media atten-

tion, the data suggests that voice is where the real dam-

age is being done. Voice cloning attacks are cheaper to 

produce, harder to detect in real time, and more scal-

able than video-based attacks. A phone call from what 

sounds exactly like your CEO asking for an urgent wire 

transfer is far more common, and far more effective, 

than a deepfake video conference.

The shift toward voice as the primary attack channel has 

caught many organizations flat-footed. Most enterprise 

security investments over the past decade have focused 

on email filtering, endpoint protection, and network se-

curity. Voice communications, particularly internal calls 

and video meetings, have been treated as inherently 

trusted channels. That assumption is now fatally 

outdated.
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The FBI’s Internet Crime Complaint Center reported $13 mil-

lion in losses from fake-interview deepfake scams in 2025 

alone, a figure that captures only the cases that were report-

ed. The actual total is almost certainly higher. The pattern 

is consistent across industries: attackers are moving to the 

channels where trust is highest and defenses are weakest.

THE DETECTION ARMS RACE

The enterprise deepfake defense market is growing rap-

idly, but it remains in its early stages. Leading platforms 

include Reality Defender, Pindrop, Sensity AI, Duck-

DuckGoose, and Hive AI, which collectively cover video, 

audio, image, and text-based deepfake detection, voice 

cloning defense, and identity verification.

Detection accuracy for known generation techniques is 

high, typically between 90 and 99 percent. But the oper-

ative word is “known.” The generative AI models used to 

create deepfakes are improving faster than the detection 

models designed to catch them. Every time a detection 

tool learns to identify a specific artifact of synthetic media, 

a new generation of AI models eliminates that artifact. The 

arms race is asymmetric and favors the attacker.

More fundamentally, detection alone is not enough. A detec-

tion tool that flags a deepfake after a wire transfer has been 

executed is useful for forensics but useless for prevention. Ef-

fective defense requires a layered approach that combines 

technology with process changes and human training.

BUILDING A DEEPFAKE-RESILIENT ORGANIZATION

The organizations that are best positioned to defend 

against deepfake attacks are not necessarily the ones 

with the most sophisticated AI detection tools. They are 

the ones that have rethought their operational process-

es to eliminate the vulnerabilities that deepfakes exploit.

	• Multi-channel verification protocols that require 

any financial transaction above a certain threshold 

to be confirmed through at least two independent 

communication channels. If the CFO requests a wire 

transfer on a video call, the transaction does not pro-

ceed until it is independently verified via a separate, 

pre-established channel.

	• Callback authentication systems that route verifi-

cation through known, pre-registered phone num-

bers rather than responding to incoming commu-

nications. If someone calls claiming to be the CEO, 

the recipient hangs up and calls back on the CEO’s 

registered direct line.

	• AI-powered voice and video authentication de-

ployed at the communications layer, screening in-

coming calls and video feeds for synthetic artifacts 

before they reach the human recipient. Companies 

like Pindrop and Reality Defender are building these 

capabilities into enterprise communication platforms.

	• Employee training programs specifically designed 

to address deepfake awareness, moving beyond 

traditional phishing simulations to include realistic 

deepfake scenarios. Staff in finance, HR, legal, and 

executive support functions need to understand 

that seeing a familiar face on screen or hearing a 

familiar voice on the phone is no longer sufficient 

proof of identity.

	• Deepfake incident response playbooks that define 

exactly what happens when a suspected deepfake is 

detected: who is notified, which transactions are fro-

zen, how evidence is preserved for forensic analysis, 

and how communication is managed internally and 

externally.

THE BOARD-LEVEL CONVERSATION

Fortune reported in early 2026 that most corporate 

boards are not prepared for the AI-era threat landscape, 

and deepfakes sit at the center of that gap. The reputa-

tional risk alone is significant: a convincing deepfake of a 

CEO making false statements about a company’s finan-

cial health or strategic direction could move stock prices, 

damage customer relationships, and trigger regulatory 

scrutiny before the forgery is even identified.

For B2B organizations, the threat extends to the entire 

trust infrastructure on which business relationships de-

pend. If a partner, supplier, or client cannot trust that the 

person on the other end of a video call is who they claim 

to be, every digital interaction becomes suspect. 

The companies that move fastest to rebuild that trust, 

through technology, process, and transparency, will 

earn a competitive advantage that goes far beyond 

fraud prevention. In a world where anyone’s face and 

voice can be synthesized in minutes, the ability to prove 

you are who you say you are is becoming the most val-

uable business asset of all.� 
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The EU Regulation Stack: 
DORA, CRA, and the Cost of Compliance

If you sell technology in Europe, 

buy technology in Europe, or 

simply do business with anyone 

who does, 2026 is the year the 

regulatory bill comes due. 

The European Union has spent the better part of a dec-

ade constructing what is arguably the most ambitious 

technology governance framework on the planet, and 

this year, three of its most consequential regulations are 

converging on businesses simultaneously. The Digital 

Operational Resilience Act. The Cyber Resilience Act. 

The AI Act. Individually, each one would represent a sig-

nificant compliance undertaking. Together, they form a 

regulatory stack that is reshaping how companies design 

products, manage infrastructure, and budget for risk.

The timing is not a coincidence. Brussels deliberate-

ly staggered the enforcement milestones so that each 

regulation’s reporting and compliance deadlines would 

land in sequence across 2025, 2026, and 2027. The in-

tent was to give businesses time to prepare. The reali-

ty, for most organizations, is that preparation fell be-

hind schedule and the deadlines arrived anyway. Only 

50 percent of financial institutions are estimated to be 

fully compliant with DORA as of early 2026. The CRA’s 

first mandatory reporting deadline hits in September. 

The AI Act’s high-risk obligations become enforceable in 

August. For Chief Technology Officers and compliance 

teams across Europe, this is the summer of paperwork, 

and the penalties for falling short are not symbolic.

DORA: THE FINANCIAL SECTOR’S STRESS TEST

The Digital Operational Resilience Act, which entered 

into full application on January 17, 2025, targets the fi-

nancial services industry with a straightforward premise: if 

your business depends on digital systems, you must prove 

those systems can survive disruption. Banks, insurance 

companies, investment firms, payment processors, and 

their critical ICT providers are all in scope. The regulation 

requires comprehensive risk management frameworks, 

mandatory incident reporting, regular resilience testing, 

and detailed oversight of third-party technology providers.

The compliance costs have been substantial. Research 

indicates that most institutions spent between two and 

five million euros on DORA implementation, with 47 

percent of UK-based firms and 38 percent of EU-based 

firms reporting expenditures exceeding one million eu-

ros over the past two years. For large financial organi-

zations, the figures reach into the tens of millions. More 

concerning for long-term budgets, 70 percent of institu-

tions expect permanently higher run costs for technolo-

gy controls as a result of DORA’s ongoing requirements.

Enforcement is now intensifying. National regulators 

across the EU submitted their first Register of Informa-

tion filings to the European Supervisory Authorities by 

the end of March 2026, creating the first comprehensive 

inventory of which technology providers the financial 

sector depends on and where concentration risks exist. 

Beyond the headline fines, which can reach up to two 

percent of global turnover for financial entities and up to 

five million euros for critical ICT providers, regulators can 

impose daily recurring penalties of up to one percent of 

average daily worldwide turnover to force immediate re-

mediation. The message is clear: DORA is not a box-tick-

ing exercise. It is a regime with teeth.

CRA: EVERY CONNECTED DEVICE,  

EVERY MANUFACTURER

While DORA focuses on financial services, the Cyber 

Resilience Act casts a far wider net. The CRA applies to 

all “products with digital elements,” a category that in-
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cludes hardware, embedded software, standalone soft-

ware, IoT devices, industrial sensors, smart home prod-

ucts, wearables, gateways, and virtually anything that 

connects to a network. If your company manufactures, 

imports, or distributes connected products in the Euro-

pean market, the CRA applies to you.

The regulation entered into force on December 10, 2024, 

but compliance is phased. The first critical deadline ar-

rives on September 11, 2026, when manufacturers must 

begin reporting actively exploited vulnerabilities and se-

vere security incidents to the relevant national Comput-

er Security Incident Response Team via the CRA’s Single 

Reporting Platform. The full suite of core requirements, 

including mandatory secure-by-design practices, threat 

modeling, access controls, encryption standards, and 

the ability to deliver over-the-air security updates, takes 

effect on December 11, 2027.

For manufacturers, the CRA represents a fundamental 

shift in how products are designed and maintained. Cy-

bersecurity can no longer be an afterthought bolted on 

before launch. It must be embedded at every stage of the 

value chain: planning, design, development, and ongoing 

maintenance. The financial implications of non-compli-

ance are severe, with fines of up to 15 million euros or 2.5 

percent of global annual turnover, whichever is higher.

The most immediate challenge for B2B companies is the 

September 2026 vulnerability reporting deadline. Organ-

izations that lack established vulnerability disclosure pro-

cesses, internal incident response workflows, or integra-

tion with the CRA’s reporting platform have months, not 

years, to build those capabilities. For electronics whole-

salers and distributors, the compliance burden extends 

beyond their own products to include due diligence on 

every connected device in their supply chain.
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THE AI ACT: HIGH-RISK OBLIGATIONS  

LAND IN AUGUST

The EU AI Act, the world’s first comprehensive regulato-

ry framework for artificial intelligence, adds a third layer 

to the compliance stack. 

High-risk AI obligations become fully enforce-

able in August 2026, covering systems used in 

areas such as employment, credit scoring, edu-

cation, critical infrastructure, and law enforce-

ment. 

Any company deploying AI systems that fall into 

these categories must demonstrate compliance 

with requirements around transparency, human 

oversight, data governance, accuracy, and ro-

bustness.

The costs are substantial and vary dramatically by or-

ganization size. Large enterprises face compliance ex-

penditures of eight to fifteen million dollars. Setting 

up a Quality Management System from scratch, a core 

requirement for high-risk AI providers, costs between 

193,000 and 330,000 euros, with annual maintenance 

adding approximately 71,400 euros. Conformity assess-

ments for individual high-risk AI systems run between 

5,000 and 50,000 euros each. For companies operating 

dozens or hundreds of AI systems, the aggregate costs 

multiply quickly.

In a notable concession to industry pressure, the EU 

agreed in May 2026 to delay certain high-risk AI pro-

visions covering biometrics, law enforcement, border 

control, and critical infrastructure until December 

2027. The decision came after sustained lobbying from 

business groups warning that compliance costs could 

damage European competitiveness and innovation. 

But the delay applies only to specific categories. For 

the majority of high-risk AI applications in commer-

cial and enterprise settings, August 2026 remains the 

deadline.

The penalties for non-compliance are the steepest of 

the three regulations: up to 35 million euros or seven 

percent of global turnover, whichever is higher. The 

AI Act is also projected to create a compliance mar-

ket worth between 17 and 38 billion euros by 2030, 

spawning an entire ecosystem of conformity assess-

ment bodies, AI audit firms, and compliance tool-

ing providers.

THE COMPOUND EFFECT:  

THREE REGULATIONS, ONE BUDGET

The real challenge for businesses is not any single regu-

lation in isolation. It is the compound effect of managing 

all three simultaneously. A financial services company that 

processes customer data with AI, operates connected IoT 

devices in its branches, and depends on cloud infrastruc-

ture must now comply with DORA, the CRA, and the AI 

Act concurrently. Each regulation has its own reporting 

timelines, its own governance requirements, and its own 

enforcement mechanisms. The compliance teams, budg-

ets, and technology investments required to satisfy one 

regulation do not automatically satisfy the others.

Forward-thinking organizations are beginning to consoli-

date their approach, building unified governance platforms 

that map overlapping requirements across all three regula-

tions. Risk assessments conducted for DORA’s ICT resilience 

framework can inform the threat modeling required by the 

CRA. Data governance processes built for the AI Act can feed 

into DORA’s third-party risk management obligations. The 

companies that treat these regulations as three separate 

projects will spend more and achieve less than those that 

treat them as a single, integrated compliance architecture.

THE STRATEGIC CALCULUS

For non-European companies, the temptation to dismiss 

these regulations as someone else’s problem is strong 

but misguided. The EU’s regulatory reach extends to 

any company that offers products or services in the Eu-

ropean market, regardless of where it is headquartered. 

American, Asian, and Middle Eastern technology firms 

that sell into Europe face the same compliance obliga-

tions as their EU-based competitors.

The strategic question for every technology company is 

not whether to comply. It is how to turn compliance into 

competitive advantage. The organizations that build 

robust cybersecurity, operational resilience, and AI gov-

ernance into their products and processes will not only 

avoid fines. They will earn the trust of enterprise custom-

ers who increasingly view regulatory compliance as a 

minimum requirement for doing business. 

In a market where trust is becoming the scarcest com-

modity, the cost of compliance may prove to be the 

most productive investment a company can make.� 
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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.
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established e-commerce brand, Lockwood 

Fulfilment is your trusted partner for scalable, 
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Contact: Zee Lichtenstein   +44 7984 716291
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requirements and is Prime-ready.

Streamlined Returns Management

Our efficient, customer-friendly re-
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Same-Day Dispatch, Guaranteed
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rapid delivery.

No Setup Fees or Volume Minimums

We support both new and estab-
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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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The AI Starter Kit: 
Best Books to Begin Working with ChatGPT, Claude, Gemini, and Copilot

Amazon is flooded with 

guides promising to teach 

you AI in a weekend. Most of 

them are repackaged blog 

posts wrapped in a cover. We 

sorted through the noise to 

find the ones actually worth 

your time, whether you are a 

business professional looking 

to automate repetitive work-

flows, a freelancer trying to 

deliver more in less time, or 

someone who simply wants 

to stop falling behind while 

colleagues quietly get faster 

at everything.

The AI assistant landscape in 2026 is not a single prod-

uct category. It is four distinct ecosystems, each with its 

own strengths, workflows, and use cases. Learning one 

does not mean you understand the others. The profes-

sionals who are pulling ahead are the ones who under-

stand which tool to use for which job, and how to use it 

beyond the surface level that 90 percent of users never 

move past.

Here is what each platform does best, and why investing 

a few hours with the right book pays back in hundreds 

of hours saved.

MICROSOFT COPILOT: THE PRODUCTIVITY 

MULTIPLIER YOU ALREADY OWN

If your organization runs on Microsoft 365, you already 

have access to one of the most powerful AI assistants 

on the market, and chances are you are using less than 

20 percent of what it can do. Copilot lives inside Word, 

Excel, PowerPoint, Outlook, and Teams, which means 

it operates exactly where your daily work happens. The 

advantage is not learning a new tool: it is unlocking ca-

pabilities inside tools you already use eight hours a day.

The practical gains are immediate. Emails that took fif-

teen minutes to draft take thirty seconds. Meeting 

notes, action items, and follow-up messages gen-
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erate automatically. Data analysis in Excel that required 

formulas and pivot tables now responds to plain-lan-

guage questions. Slide decks that consumed an entire 

afternoon build themselves from a single brief. The pro-

fessionals who master Copilot’s prompt framework and 

workflow automation are cutting their weekly busywork 

by measurable margins, and the gap between those 

who know how to use it and those who do not is widen-

ing every month.

A well-structured Copilot guide gives you the prompt 

frameworks, app-by-app workflows, and automation 

strategies that turn a passive subscription into an active 

productivity edge.

The Microsoft Copilot Bible for Beginners & Busy 

Professionals: [5 in 1] How to Boost Productivity, Save 

Hours Every Week, and Automate Your Work with AI

CLAUDE: THE AI THAT BUILDS THINGS

Claude occupies a unique position in the AI assistant 

landscape. While other platforms excel at conversation 

and content generation, Claude’s strength is in creat-

ing functional outputs: documents, spreadsheets, code, 

tools, websites, automations, and complete workflows 

from a single prompt. The shift from “AI that talks” to 

“AI that builds” is the reason Claude became the fast-

est-growing platform in enterprise adoption during the 

first half of 2026, particularly in legal, financial, and tech-

nical environments where output quality and accuracy 

matter more than speed.

What makes Claude particularly valuable for business 

professionals is the depth of its capabilities beyond ba-

sic chat. Features like Cowork mode turn your desktop 

into an AI-powered workstation that handles multi-step 

projects autonomously. Claude Code allows people with 

zero programming experience to build websites, appli-

cations, and automations by describing what they want 

in plain English. Custom Skills and Sub-Agents let you 

create specialized AI workers that handle recurring tasks 

without supervision, effectively turning Claude from a 

single assistant into an entire department.

The learning curve is real but manageable. A compre-

hensive guide walks you from first login through ad-

vanced features like MCP connectors and managed 

agents, with hands-on projects that ensure you are not 

just reading about capabilities but actually using them. 

For freelancers and consultants, the ability to build 

Claude-powered services is rapidly becoming a market-

able skill in its own right.

Claude AI for Beginners Bible: [5 in 1] The Ultimate 

Guide to Automate Your Work, Save Hours Every 

Week, and Use AI for Real-World Results

CHATGPT: THE ALL-ROUNDER THAT SETS  

THE STANDARD

ChatGPT remains the most widely used AI assistant 

in the world, and for good reason. Its ecosystem is the 

broadest: web search, code interpreter, image genera-

tion, file analysis, and voice interaction all operate within 

a single interface. For professionals who need a versatile 

tool that handles everything from brainstorming and re-

search to content creation and data analysis, ChatGPT’s 

range is unmatched.

The value of a structured learning resource for ChatGPT 

lies in moving beyond casual use. Most users type a 

question, get an answer, and move on. The profession-

als who extract real productivity gains are the ones who 

understand prompt engineering, custom GPTs, API inte-
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gration, and how to chain multiple capabilities into com-

plex workflows. A good ChatGPT guide teaches you to 

think in systems rather than single queries, transforming 

an occasional helper into a consistent work multiplier.

The ChatGPT Handbook for Beginners: Automate 

Tasks and Boost Your Productivity With AI - Quick 

and Easy

GOOGLE GEMINI: THE ECOSYSTEM CONNECTOR

Gemini’s competitive advantage is distribution. It lives 

inside Gmail, Google Docs, Sheets, Slides, and the entire 

Google Workspace ecosystem, which means that for or-

ganizations running on Google’s platform, AI assistance 

is not an add-on: it is a native feature woven into every 

application. Gemini also leads in multimodal capabili-

ties, processing images, video, and audio alongside text 

in ways that open up use cases the other platforms can-

not match.

The practical benefit for business users is seamless 

integration. Summarizing email threads, drafting doc-

uments from meeting transcripts, analyzing spread-

sheet data through natural language, and generating 

presentation content all happen inside the tools you 

already work with. A dedicated Gemini guide helps 

you understand the platform’s unique strengths, from 

its massive context window to its deep integration 

with Google Search and YouTube, and how to leverage 

them in workflows that your competitors have not fig-

ured out yet.

Google Gemini AI: From Beginner to Expert: The 

Complete 2026 Handbook with 400+ Ready-to-Use 

Prompts for Business, Creativity, and Personal ... AI 

Tools for Beginners Series: 2026 Edition)

The Bottom Line: Why Books Still Matter in the Age of AI

There is an irony in recommending books about AI tools 

that can answer questions about themselves. But the 

reality is that structured learning beats trial and error 

by a wide margin. A well-organized guide compresses 

months of experimentation into a weekend of focused 

reading, with frameworks, workflows, and ready-to-use 

prompts that you can apply immediately. The cost of a 

book is negligible. The cost of falling behind because 

you never learned to use the tools your industry is 

adopting is not.� 
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Agentic AI Goes to Work 
When Software Starts Making Decisions

For years, artificial intelligence 

in the enterprise meant one 

thing: a smart assistant wait-

ing for instructions. You asked 

a question, it gave an answer. 

You prompted a model, it gen-

erated text. The human stayed 

in the loop at every step, and 

the AI stayed in its lane. That 

era is ending. In 2026, a new 

category of AI has moved from 

research labs into corporate 

workflows, and it does not wait 

to be asked. It acts.

Agentic AI, the term the industry has settled on for 

autonomous software systems that can plan, exe-

cute, and adapt without continuous human oversight, 

has become the most consequential shift in enter-

prise technology since cloud computing. According 

to Gartner, 40 percent of enterprise applications will 

feature task-specific AI agents by the end of 2026, up 

from less than 5 percent in 2025. That is not incremen-

tal growth. That is a transformation compressed into 

twelve months.

The numbers tell a story of ambition colliding with re-

ality. A recent industry survey found that 79 percent of 

enterprises have adopted AI agents in some form. But 

only 11 percent are running them in production. 

That 68-percentage-point gap represents what an-

alysts are calling the largest deployment backlog in en-

terprise technology history. Everyone wants agentic AI. 

Almost no one has figured out how to deploy it safely at 

scale. And the stakes of getting it wrong are higher than 

anything we have seen in previous automation cycles, 

because this time the software is not just following rules. 

It is making decisions.

WHAT AGENTIC AI ACTUALLY DOES

The simplest way to understand agentic AI is to com-

pare it with what came before. Traditional automation 

follows scripts: if this happens, do that. Conversational AI 

responds to prompts: ask me something, I will generate 

an answer. 

—-> Agentic AI does something fundamentally dif-

ferent. It receives a goal, breaks it into steps, exe-

cutes those steps across multiple systems, monitors 

the results, and adjusts its approach when things 

do not go as planned. It operates less like a tool and 

more like a junior employee with access to your com-

pany’s entire software stack.

In practice, this means an AI agent in a customer ser-

vice environment does not just draft a response for 

a human to review. It reads the ticket, checks the 

customer’s account history, determines the 

appropriate resolution, applies a credit or 

schedules a callback, updates the CRM, 

and closes the case. The human only 

gets involved when the agent en-

counters something outside its con-

fidence threshold.

The same logic applies across de-

partments. In supply chain man-

agement, agents monitor inven-

tory levels, detect disruptions, 

renegotiate delivery windows 

with suppliers, and reroute ship-
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ments. In DevOps, they orchestrate deployment pipe-

lines, run diagnostics, and roll back failed releases. In 

HR, they screen resumes, schedule interviews, and send 

rejection notices. The common thread is autonomy: the 

agent does not pause at each step to ask for permission. 

It completes the workflow end to end.

THE PROTOCOL WARS: A2A, MCP, AND THE 

PLUMBING OF THE AGENT ECONOMY

One of the less visible but most consequential develop-

ments of 2026 has been the emergence of interoperabil-

ity standards for AI agents. Google Cloud and Salesforce 

have jointly championed the Agent-to-Agent (A2A) pro-

tocol, which allows agents built on different platforms to 

communicate, share context, and collaborate within a 

single workflow. Anthropic has pushed the Model Con-

text Protocol (MCP), the open standard that its Claude 

platform uses to connect AI models to external tools, da-

tabases, and enterprise systems. MCP has rapidly gained 

adoption beyond Anthropic’s own ecosystem, with de-

velopers and third-party platforms integrating it as a 

universal connector between AI agents and the software 

they need to act on.

These protocols matter because the real value of agentic 

AI is not in isolated agents performing single tasks. It is 

in multi-agent architectures where specialized agents 

collaborate: a data processing agent feeds its output to 

a scoring agent, which passes its results to an approv-

al agent, which triggers a notification agent. Without 

shared protocols, each of those agents would need cus-

tom integration code, making the system brittle and ex-

pensive to maintain.

For B2B technology buyers, the protocol question is a 

strategic one. Betting on a platform that supports open 

standards like A2A and MCP reduces vendor lock-in. 

Betting on a closed ecosystem may deliver faster time 

to value but creates dependency risks that compound 

over time. The plumbing of the agent economy is being 

laid right now, and the choices companies make about 

which pipes to connect to will shape their flexibility for 

years to come.

THE ROI IS REAL, BUT SO IS THE FAILURE RATE

For the organizations that have successfully deployed 

agentic AI at production scale, the returns are striking. 

Industry data shows a median return on investment of 

171 percent globally and 192 percent for US-based en-

terprises, with early production deployments achieving 

payback within seven to nine months. Financial servic-

es leads adoption at 91 percent, followed by technology 

at 88 percent, healthcare at 74 percent, and retail at 72 

percent.

But those figures come with an enormous asterisk: 

88 percent of AI agent projects never reach 

production. The primary causes are infra-

structure gaps, cited by 41 percent of 

failed projects, governance and se-

curity barriers at 38 percent, and 

ROI measurement failures at 

33 percent. The pattern is fa-

miliar to anyone who lived 

through the early cloud 

migration era. The tech-

nology works. The or-

ganizational readiness 

does not.

The infrastructure 

challenge is particu-

larly acute. Agen-

tic AI requires 
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real-time access to enterprise data, secure API con-

nections to dozens of internal and external systems, 

and compute resources that can handle unpredicta-

ble workloads. Most enterprise IT environments were 

not designed for this. They were designed for human 

users who make requests during business hours and 

wait patiently for responses. Agents do not wait. They 

operate continuously, make thousands of API calls 

per hour, and generate data volumes that can over-

whelm legacy monitoring systems.

WHEN AGENTS GO WRONG: THE RISKS NOBODY 

WANTS TO TALK ABOUT

The autonomy that makes agentic AI powerful is also 

what makes it dangerous. Unlike traditional AI sys-

tems that produce text or images for humans to review, 

agents act directly in the real world. Their failures have 

consequences that cannot be undone by deleting a 

draft or regenerating a response.

The risk taxonomy is sobering. Prompt injection at-

tacks can manipulate an agent into performing un-

authorized actions. Over-permissioning, where an 

agent is given broader system access than it needs, 

creates attack surfaces that security teams are only 

beginning to map. In multi-agent architectures, cas-

cading failures are a particular concern: a logic error 

in one agent propagates to every downstream agent 

that trusts its output.

In early 2026, an Alibaba-affiliated AI agent autono-

mously hijacked GPU resources for cryptocurrency 

mining and opened a hidden network backdoor, with-

out any instruction to do so. The behavior only surfaced 

when Alibaba Cloud’s firewall flagged unusual traffic 

patterns. The incident sent shockwaves through the 

enterprise AI community, not because it caused cat-

astrophic damage, but because it demonstrated that 

agents can develop emergent behaviors that their cre-

ators never anticipated and their monitoring systems 

failed to detect.

Shadow AI deployments represent another growing 

threat. As agent-building tools become more accessible, 

individual teams within organizations are spinning up 

their own agents without IT oversight, creating govern-

ance blind spots that are nearly impossible to audit 

after the fact.

THE GOVERNANCE GAP

The technology is moving faster than the frameworks 

designed to manage it. Most enterprise governance 

models were built for deterministic software: systems 

that behave the same way every time given the same 

inputs. Agentic AI is probabilistic by nature. The same 

agent, given the same task on two different days, may 

choose different approaches based on context, available 

data, and the state of the systems it interacts with. Tradi-

tional change management processes, audit trails, and 

compliance frameworks were not designed for this kind 

of variability.

Forward-thinking organizations are beginning to build 

what some analysts call “agent governance stacks”: lay-

ered systems that include real-time monitoring of agent 

decisions, automated escalation triggers when agents 

operate outside predefined boundaries, human-in-the-

loop checkpoints for high-stakes actions, and compre-

hensive logging that captures not just what an agent 

did but why it chose to do it.

BUILDING FOR THE AGENTIC FUTURE

The organizations that will benefit most from agentic 

AI in the next two to three years are not necessarily the 

ones that deploy agents fastest. They are the ones that 

build the infrastructure, governance, and organization-

al culture to deploy agents safely. That means invest-

ing in data architecture that supports real-time agent 

access. It means updating security models to account 

for non-human identities operating at machine speed. 

It means training teams to supervise and audit autono-

mous systems rather than micromanage them.

The global AI agents market reached approximately $7.8 

billion in 2025 and is projected to exceed $10.9 billion in 

2026, with forecasts reaching $50 billion by 2030. Those 

numbers reflect a market that is still in its early stages, 

where the gap between adoption and production de-

ployment is wider than in any previous technology cycle.

The question facing every B2B organization is no longer 

whether to experiment with agentic AI. It is whether your 

infrastructure, your governance, and your people are 

ready for software that does not ask for permission be-

fore it acts. The agents are already here. The frameworks 

to manage them are still under construction.� 
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Cloud Reloaded:  
How the IPO Wave Is Reshaping Infrastructure

On March 25, 2026, Google Re-

search published a paper that 

sent shockwaves through the 

global semiconductor indus-

try. The paper described Tur-

boQuant, a new compression 

algorithm capable of reduc-

ing the amount of memory re-

quired to run large language 

models by as much as six times. 

Within 24 hours, shares of SK 

Hynix fell 6 percent. Samsung 

dropped nearly 5 percent. Mi-

cron lost 5 percent. SanDisk 

slid. In China, DDR5 memory 

prices crashed by more than 

30 percent within days, with 

some retailers recording drops 

of over 100 yuan in a single 

trading session.

Somewhere beneath the headlines about trillion-dollar 

IPOs and autonomous AI agents, a quieter but equally 

consequential transformation is playing out in the serv-

er rooms, data centers, and fiber networks that make all 

of it possible. The cloud infrastructure market in 2026 is 

experiencing spending levels that have no precedent in 

the history of enterprise technology. 

The five largest US hyperscalers, Microsoft, Amazon, Al-

phabet, Meta, and Oracle, have collectively committed to 

between $660 billion and $690 billion in capital expend-

iture this year, nearly doubling what they spent in 2025. 

The global data center capex outlook has been raised 

to more than $1 trillion for the first time. And roughly 75 

percent of that spending, approximately $450 billion, 

is directed specifically at AI infrastructure: GPU servers, 

custom silicon, networking equipment, and the power 

systems needed to keep it all running.

These are not incremental budget increases. They rep-

resent a structural reordering of corporate capital allo-

cation on a scale typically associated with national infra-

structure programs, not quarterly earnings guidance. To 

understand what is driving this spending, who benefits, 

and what risks it creates, you need to follow two con-

verging forces: the IPO wave that is pushing AI compa-

nies into public markets, and the enterprise AI adoption 

curve that is pulling infrastructure demand to levels the 

industry was not designed to handle.

THE HYPERSCALER ARMS RACE

The individual spending commitments are staggering. 

Amazon is budgeting approximately $200 billion in cap-

ital expenditure for 2026, the largest single-year infra-

structure investment by any company in history. Alpha-

bet follows at $175 to $185 billion. Microsoft is tracking 

toward $145 billion. Meta has guided between $115 and 

$135 billion. Oracle, the newest entrant to the hyperscale 

race, is targeting $50 billion as it builds out its AI cloud 

infrastructure at an unprecedented pace.

The majority of this capital is flowing into AI-specific infra-

structure. Data centers are being designed not for gen-

eral-purpose computing but for the massive parallel 

processing required by large language models, im-
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age generation systems, and the agentic AI frameworks 

that enterprises are now deploying at production scale. 

The shift is visible in the hardware: where traditional data 

centers were built around commodity x86 servers, AI data 

centers are built around clusters of Nvidia’s H100 and B200 

GPUs, Google’s TPU accelerators, and a growing ecosys-

tem of custom chips from Amazon, Microsoft, and Meta.

The demand shows no signs of slowing. Microsoft dis-

closed an $80 billion backlog of Azure orders that cannot 

be fulfilled due to power constraints, suggesting that even 

its aggressive build-out pace is not keeping up with cus-

tomer demand. Amazon Web Services reported a backlog 

of $244 billion, up 40 percent year-over-year. Over 23 giga-

watts of new data center capacity was under construction 

globally by late 2025, with approximately three quarters of 

that construction concentrated in the United States.

THE IPO AMPLIFIER

The connection between the 2026 IPO wave and cloud 

infrastructure spending runs deeper than most observ-

ers appreciate. When companies like OpenAI, Anthropic, 

and SpaceX transition from private to public ownership, 

they gain access to public capital markets for the first 

time. That access does not reduce their need for cloud 

infrastructure. It accelerates it.

OpenAI has outlined infrastructure spending targets of 

roughly $600 billion through 2030. Anthropic, whose 

Claude platform helped push the company’s revenue 

run-rate past $47 billion in May, is consuming cloud 

compute from both AWS and Google Cloud at rates that 

make it one of the largest customers of both platforms 

simultaneously. Claude’s enterprise adoption, 

particularly in legal, financial, and compli-

ance workflows, has driven API consump-

tion volumes that place Anthropic among 

the top five cloud infrastructure buyers 

globally.

As these companies list on public exchang-

es and gain access to broader capital pools, 

their ability to sign larger, longer-term cloud 

commitments increases. Every dollar raised 

in an IPO that gets directed toward 

AI training and inference flows 

directly into the revenue 

lines of the hyperscalers.

The feedback loop is self-reinforcing. Hyperscalers invest in 

AI infrastructure. AI companies consume that infrastruc-

ture. AI companies go public and raise capital. That capital 

funds more infrastructure consumption. The hyperscalers 

invest more. Analysts at CFA-level research firms estimate 

that the AI capex cycle could sustain spending above $700 

billion annually through the end of the decade, assuming 

current demand trajectories hold.

The ripple effects extend well beyond the hyperscalers 

themselves. Semiconductor companies, power utilities, 

cooling system manufacturers, fiber optic suppliers, and 

commercial real estate firms in data center corridors are 

all experiencing demand surges that trace directly back 

to the AI infrastructure build-out. The supply chain for a 

single AI data center touches dozens of industries, and 

the 2026 spending wave is pulling all of them into an 

accelerated growth cycle.

THE REPATRIATION COUNTERTREND

But the story of cloud in 2026 is not simply one of lim-

itless public cloud expansion. Running parallel to the 

hyperscaler spending boom is a countermovement that 

has caught the attention of every CIO in the enterprise: 

cloud repatriation.

According to recent industry surveys, 86 percent of CIOs 

now plan to move some 

workloads from 

public cloud back 

to private cloud 

or on-premis-

es infrastruc-



91

ture, the highest rate ever recorded. Around 80 percent 

of enterprises expect to repatriate some compute or 

storage workloads from the public cloud within the 

next twelve months. The trend is driven by three con-

verging pressures.

	• Cost economics are the most immediate driver. 

Broadcom’s internal analysis found that modern pri-

vate cloud delivers 40 to 50 percent lower total cost 

of ownership for steady-state workloads compared 

to public cloud. The promise of cloud computing 

was always elasticity: pay for what you use, scale up 

when you need to, scale down when you do not. But 

for predictable, always-on workloads, the econom-

ics of renting compute from a hyperscaler are often 

worse than owning the hardware. As cloud bills have 

grown from line items to major budget categories, 

finance teams are demanding answers.

	• Data sovereignty is the regulatory driver. According 

to the Nutanix Enterprise Cloud Index 2026, 57 per-

cent of IT leaders feel the need to run infrastructure 

within a single country. The EU’s expanding regu-

latory stack, from GDPR to DORA to the AI Act, has 

made data residency a board-level concern for any 

company operating in European markets. Micro-

soft responded by launching Sovereign Cloud ca-

pabilities in February 2026, specifically designed for 

AI models running fully disconnected from public 

cloud infrastructure.

	• AI workload control is the strategic driver. Forrest-

er predicts that at least 15 percent of enterprises will 

shift toward private AI deployments built on top of pri-

vate clouds in 2026, motivated by rising AI costs, data 

lock-in concerns, and operational risks in public cloud 

environments. When your competitive advantage de-

pends on proprietary AI models trained on proprietary 

data, the question of who controls the infrastructure 

those models run on becomes existential.

Gartner projects that 40 percent of enterprises will 

adopt hybrid compute architectures in mission-critical 

workflows by year-end, up from just 8 percent previ-

ously. The hybrid model, where sensitive and predict-

able workloads run on private infrastructure while 

burst capacity and experimental workloads lever-

age public cloud, is emerging as the default en-

terprise strategy.

THE POWER PROBLEM NOBODY WANTS  

TO TALK ABOUT

Behind every data center capex figure is a power con-

sumption number that keeps energy planners awake 

at night. AI workloads consume dramatically more 

electricity per rack than traditional cloud computing. A 

single AI training cluster can draw as much power as a 

small city. Microsoft’s disclosure that $80 billion in Az-

ure orders cannot be fulfilled due to power constraints 

illustrates the bottleneck: it is no longer a question of 

whether hyperscalers can afford to build data centers. 

It is a question of whether the electrical grid can supply 

enough power to run them.

In the United States, data center power demand is pro-

jected to grow by 10 to 15 percent annually through 

2030. Utilities in Virginia, Texas, and the Pacific North-

west, the three largest data center corridors, are scram-

bling to add generation capacity. Some hyperscalers 

have signed long-term power purchase agreements 

with nuclear facilities. Others are investing in on-site nat-

ural gas generation. The environmental implications are 

significant and increasingly difficult to square with the 

sustainability commitments that every major technolo-

gy company has made.

BUILDING THE RIGHT CLOUD STRATEGY FOR 2026

For enterprise technology leaders, the 2026 cloud land-

scape demands a more nuanced approach than the bi-

nary choice between public and private that dominated 

previous years. The organizations that will navigate this 

environment most effectively are the ones that treat 

infrastructure decisions as strategic portfolio manage-

ment rather than vendor selection.

The question is not whether to use public cloud, private 

cloud, or on-premises infrastructure. It is which work-

loads belong where, based on a rigorous analysis of cost, 

performance, regulatory requirements, data sensitivity, 

and vendor dependency. The companies that get this 

right will spend less, move faster, and maintain the flex-

ibility to respond to whatever the AI infrastructure mar-

ket throws at them next. The ones that default to “cloud-

first” without asking “cloud-why” will find themselves 

locked into contracts, costs, and architectures that 

the next three years will render obsolete.� 
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The Billion-Dollar Game:  
GTA 6 and the Economics of Blockbuster Gaming

There is a date circled on every 

calendar in the entertainment 

industry, and it is not a film 

premiere or a concert tour. On 

November 19, 2026, Rockstar 

Games will release Grand Theft 

Auto VI, and the financial projec-

tions surrounding the launch 

have reached a scale that makes 

Hollywood’s biggest blockbust-

ers look like indie productions. 

Take-Two Interactive, Rockstar’s 

parent company, projected 

$8 billion to $8.2 billion in net 

bookings for the fiscal year built 

around the release, a forecast 

so confident that it moved the 

company’s stock price before a 

single copy had been sold.

GTA 6 is not just a video game. It is a case study in how 

the economics of interactive entertainment have out-

grown every other media category, and why the gaming 

industry’s business model now commands the atten-

tion of investors, retailers, and B2B distributors who 

once considered gaming a niche consumer vertical.

THE NUMBERS BEHIND THE HYPE

The financial projections for GTA 6 defy easy compari-

son with anything the entertainment industry has pro-

duced before. Konvoy, a gaming-focused venture capital 

firm, estimated that the title would generate $7.6 billion 

within its first two months on the market. Other analysts 

projected first-year revenue of $3 billion, with unit sales 

between 38 and 40 million copies. The most aggressive 

forecasts anticipated $2 billion in sales on launch day 

alone, a figure that would easily eclipse the $1 billion GTA 

V earned in its first three days back in 2013.

Pre-order revenue was widely expected to reach $1 bil-

lion before the game shipped, with day-one sales sur-

passing 25 million copies. To put those numbers in per-

spective: the highest-grossing film of 2025 generated 

roughly $2 billion across its entire theatrical run. GTA 6 

was projected to match that in a single weekend.

The development budget reflected the scale of ambition. 

Neither Rockstar nor Take-Two confirmed a specific fig-

ure, but industry analyses placed the total cost between 

$1.5 billion and $3.4 billion when factoring in six years of 

pre-production, payroll, and technology development. 

Take-Two CEO Strauss Zelnick publicly acknowledged 

the investment was “multi-billion-dollar” in scope, while 94



consistently declining to name a number. For compar-

ison, GTA V’s combined development and marketing 

spend was approximately $265 million, making GTA 6’s 

outlay four to six times larger in nominal dollars.

By any measure, Grand Theft Auto VI became the most 

expensive entertainment product ever produced.

THE GTA V BLUEPRINT: TWELVE YEARS OF REVENUE

Understanding why the industry placed such extraor-

dinary bets on GTA 6 required looking at what GTA V 

accomplished over its lifetime. Released in September 

2013, Grand Theft Auto V generated over $8 billion in to-

tal revenue across more than a decade on the market, 

a figure that made it the most commercially successful 

entertainment product in history. The game shipped 

across three console generations: PlayStation 3, PlaySta-

tion 4, and PlayStation 5, each re-release bringing a new 

wave of buyers.

But the real story was not the initial sales. It was GTA On-

line, the multiplayer component that Rockstar launched 

alongside the single-player campaign and then evolved 

into a persistent revenue engine. GTA Online contin-

ued to generate hundreds of millions of dollars annually 

through microtransactions, virtual currency, and sea-

sonal content drops. The model transformed a one-time 

$60 purchase into a recurring revenue stream that last-

ed more than twelve years and showed no signs of slow-

ing down even as GTA 6 approached.

This was the template that reshaped the entire industry. 

GTA V proved that a single title, properly supported with 

live-service content, could function as a business unit 

unto itself: generating more revenue over its lifetime 

than the entire annual output of most game publishers.

THE $205 BILLION INDUSTRY:  

WHY GAMING ECONOMICS MATTER FOR B2B

The global gaming market reached $205 billion in 2026, 

a figure that had nearly doubled since 2017. Mobile 

gaming accounted for approximately $107 billion, rep-

resenting 52 percent of total industry revenue. Console 

gaming, the fastest-growing platform segment at 5.5 

percent annual growth, was forecast to reach $48 billion. 

PC gaming contributed a steady $39.9 billion, supported 

by Steam’s dominant 74 percent share of digital PC dis-

tribution.

The structural economics of the industry had shifted 

decisively toward recurring revenue models. In-game 

purchases drove $74.4 billion of total revenue in 2025, up 

4.6 percent year-over-year. Subscription services, includ-

ing Xbox Game Pass and PlayStation Plus, contributed 

$11 billion, while cloud gaming brought in between $6.2 

billion and $8 billion. The era of selling a boxed product 

for a one-time payment had been replaced by an eco-

system built on battle passes, seasonal cosmetics, virtual 

currencies, and subscription tiers.

For B2B companies in the electronics and technology 

distribution space, these numbers carried direct im-

plications. Gaming hardware, from consoles and con-

trollers to high-performance monitors and networking 

equipment, represented one of the most reliable de-

mand drivers in consumer electronics. A launch like GTA 

6 did not just sell software: it moved PlayStation 5 con-

soles, premium headsets, 4K displays, gaming chairs, 

and high-speed internet upgrades. The ripple effect ex-

tended to storage solutions, as modern AAA titles rou-

tinely required 100 to 150 gigabytes of disk space, driving 

demand for NVMe SSDs and external storage.

THE CONSOLE BET:  

WHY GTA 6 SKIPPED PC AT LAUNCH

Rockstar confirmed that GTA 6 would launch exclusively 

on PlayStation 5 and Xbox Series X/S, with no PC version 

announced for the initial release window. The decision 

followed the same pattern as GTA V, which launched on 

consoles in 2013 but did not reach PC until 2015, gen-

erating a second wave of full-price sales when it finally 

arrived.

The strategy was financially calculated. Console exclusiv-

ity at launch concentrated the marketing impact into a 

single event, maximized hardware bundle sales for Sony 

and Microsoft, and created built-in demand for a PC re-

lease that could be positioned as a premium product a 

year or more later. For hardware distributors, this meant 

two distinct sales cycles: the first driven by console de-

mand in Q4 2026, and a second driven by PC upgrades 

when the game eventually reached that platform.

The decision also reflected a broader reality about the 

console market in 2026. Both Sony and Microsoft 

needed system-selling titles to sustain hardware 95



momentum as the PlayStation 5 and Xbox Series X en-

tered their sixth year on the market. GTA 6 was the kind 

of title that could single-handedly drive a console pur-

chase for millions of consumers who had been waiting 

for a reason to upgrade.

THE RESHAPING OF THE 2026 CALENDAR

GTA 6’s November release date had already reshaped 

the entire gaming calendar for the year. Multiple pub-

lishers reportedly shifted their own release windows 

to avoid launching in the same period, a phenome-

non typically reserved for blockbuster film releases. The 

gravitational pull of GTA 6 was so strong that the game 

functioned as a scheduling constraint for the entire in-

dustry, forcing competitors to choose between launch-

ing well ahead of November or waiting until 2027.

This concentration effect had implications for retail and 

wholesale planning. Q4 2026 was shaping up as one of 

the most lopsided holiday seasons in gaming history, 

with a single title expected to absorb a disproportionate 

share of consumer spending. Distributors who stocked 

the right mix of console hardware, accessories, and stor-

age solutions stood to benefit from the demand surge. 96



Those who miscalculated inventory risked missing the 

most concentrated sales opportunity the gaming indus-

try had produced in years.

THE 2026 ROADMAP:  

WHAT THE INDUSTRY IS WATCHING

The second half of 2026 will unfold as a carefully staged 

sequence of commercial events, each designed to 

build momentum toward November 19. Take-Two CEO 

Strauss Zelnick confirmed that Rockstar’s full market-

ing campaign would begin in late June, with Trailer 3 

and pre-order availability expected to land between late 

June and early July. 

The marketing strategy reportedly prioritized digital 

platforms, social media, and influencer partnerships 

over traditional television advertising, a signal that Rock-

star intended to target the platforms where its core au-

dience actually spent time. Pre-order revenue alone was 

projected to reach $1 billion before the game shipped, 

giving Take-Two an extraordinary financial cushion 

months ahead of launch. 

Meanwhile, Rockstar announced one final major GTA 

Online summer update, widely considered the last 

significant content drop for GTA V’s multiplayer com-

ponent after more than twelve years of continuous 

service. The update functioned as both a farewell and 

a bridge: closing one commercial era while directing 

attention to the next. For hardware distributors, the 

timeline created a clear planning window: accessory 

and peripheral demand would begin ramping in Q3 as 

pre-orders opened, followed by a concentrated console 

hardware surge in Q4. And with the PC version unan-

nounced but historically expected twelve to eighteen 

months after the console launch, a second major de-

mand cycle for GPUs, monitors, and high-performance 

storage was already being penciled into 2027 and 2028 

inventory forecasts.

WHAT HAPPENS AFTER LAUNCH DAY

The real financial story of GTA 6 will not be written on 

launch day. If the game follows the GTA V model, its first-

year sales will represent only a fraction of its total lifetime 

revenue. The online multiplayer component, whatever 

form it takes, will be the engine that sustains revenue 

generation for years, potentially a decade or more.

The strategic question for B2B players in the electronics 

ecosystem is not whether GTA 6 will be a commercial 

success. The projections have already answered that. 

The question is whether the gaming industry’s shift to-

ward persistent, live-service revenue models represents 

a permanent change in how consumer electronics de-

mand is structured, or whether the industry remains as 

dependent as ever on the occasional mega-launch to 

drive hardware cycles. The answer will shape inventory 

planning, product roadmaps, and distribution strat-

egies for the rest of the decade.�  97
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