DOI:10.17951/h.2025.59.5.7-30

ANNALES
UNIVERSITATIS MARIAE CURIE-SKLEODOWSKA
LUBLIN - POLONIA
VOL. LIX, 5 SECTIO H 2025

PAWEL BRYLA

pawel.bryla@uni.lodz.pl
University of £6dzZ. Faculty of International and Political Studies
ul. Narutowicza 59a, 90-131 L6dz, Poland
ORCID ID: https://orcid.org/0000-0003-1535-5659

SHOKIR ABDUSATTAROV

shokir.abdusattarov@edu.uni.lodz.pl
University of £6dzZ. Faculty of International and Political Studies
ul. Narutowicza 59a, 90-131 Lodz, Poland
ORCID ID: https://orcid.org/0009-0000-5115-2694

Apple s Strategy Success Factors and Challenges in Europe:
A Case Study of Apple’s Business Model and International Marketing

Keywords: Apple company; competitive strategy; local adaptation; positioning; regulatory challenges
JEL: M16; M31; M38; L63; L86

How to quote this paper: Bryta, P., & Abdusattarov, S. (2025). Apple’s Strategy Success Factors and
Challenges in Europe: A Case Study of Apple’s Business Model and International Marketing. Annales
Universitatis Mariae Curie-Sktodowska, sectio H— Oeconomia, 59(5), 7-30.

Abstract

Theoretical background: The study is situated in the area of global competitive and marketing strategy
with a reference to the standardization and adaptation strategic dilemma.

Purpose of the article: This study aims to explore Apple’s strategic success in the European market, exam-
ining how the company balances global consistency with local adaptation. It investigates key factors such
as branding, sustainability, customer loyalty, and regulatory challenges to understand how Apple maintains
its competitive advantage in a diverse and highly regulated region. Our principal research question is how
Apple’s adaptability and strategic innovations drive its resilience and growth in the European market.
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Research methods: The research employs a case study approach, analysing Apple’s branding strategies,
customer engagement initiatives, and regulatory adaptations. Secondary sources, including industry reports,
academic literature, and company data, provide insights into Apple’s European operations. Comparative
analysis with competitors such as Samsung, Xiaomi, and Huawei highlights Apple’s distinct positioning.
Main findings: Apple’s success in Europe is driven by its ability to blend global brand identity with re-
gional consumer preferences. Key factors include localized marketing campaigns (e.g. “Shot on iPhone”),
sustainability initiatives aligned with EU regulations, and a strong customer loyalty ecosystem. Despite
its success, Apple faces challenges related to antitrust regulations, competition from cost-effective brands,
and evolving consumer expectations. This study provides a comprehensive analysis of Apple’s strategic
adaptability in Europe, emphasizing how the company navigates cultural diversity, regulatory pressures, and
competitive threats. Unlike previous research, it highlights Apple’s integrated approach to branding, digital
engagement, and sustainability within the European market. The findings offer valuable lessons for global
businesses seeking to expand in regulated and diverse markets. Companies can learn from Apple’s approach
to maintaining brand prestige while ensuring localization, compliance, and customer loyalty. The study
also provides insights into sustainable business practices that align with evolving environmental policies.

Introduction

Apple is the largest technology company in the world. It is headquartered in
Silicon Valley in the United States. It was founded in 1976. Steve Jobs was its char-
ismatic leader. It offers a range of products and services, including iPhones, Mac
computers, Apple Watch, App Store, Apple Pay, and many more. Services account
for about a quarter of the company’s revenue (SEC, 2024).

Apple Inc., globally recognized for its leadership in innovation and premium brand
positioning, has solidified its foothold in Europe by carefully aligning its strategies
with the continent’s unique socio-economic and cultural dynamics. Through custom-
er-centric approaches, a strong commitment to sustainability, and strict adherence to
regulatory standards, Apple thrives in a region renowned for its cultural diversity, strin-
gent legal frameworks, and competitive business environment. Apple’s development
is also affected by its financial innovations (Rozanski & Voytovych, 2023).

Europe serves as a dynamic testing ground for Apple’s strategic initiatives, blend-
ing innovation with local adaptability — an approach that directly resonates with mar-
ket-specific adaptability and premium brand positioning. With its diverse consumer
preferences, economic disparities, and a strong focus on sustainability and privacy and
localized strategy, Apple’s ability to harmonize its global brand identity with regional
expectations has been instrumental in sustaining its appeal in European markets (John-
son et al., 2011, pp. 302-305). A company’s success on international markets is also
contingent on its high-quality research and development background, skills to conduct
marketing research abroad, and its substantial financial resources (Grzegorczyk, 2017).

This case study aims to explore the key elements of Apple’s success in Europe,
focusing on branding strategies, customer loyalty programs, sustainability initiatives,
and challenges posed by a competitive and highly regulated environment. It begins
by examining Apple’s branding strategies, highlighting the balance between global
consistency and local adaptation. Next, it delves into Apple’s retail footprint and
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experiential branding, illustrating how flagship stores and digital platforms enhance
consumer engagement. The discussion then shifts to Apple’s efforts to build customer
loyalty through an integrated ecosystem and personalized services, aligning with
European values and consumer expectations. Sustainability emerges as a recurring
theme in Apple’s European operations, reflecting the region’s priorities and regulatory
demands. The paper investigates Apple’s environmental initiatives, such as renew-
able energy usage, recycling programs, and eco-friendly product designs. Lastly, it
addresses challenges Apple faces in navigating complex regulatory landscapes and
competing with well-known global brands. By providing an in-depth analysis of these
strategies, this article addresses the core research question: how Apple’s adaptability
and strategic innovations drive its resilience and growth in the European market.

Literature review

As Apple belongs to the most important global companies operating in the high-
tech industry, it has been the subject of numerous research studies. The extant re-
search on Apple focusses on many particular aspects of it operations, €.g. innovation
(Ribeiro et al., 2025), product ecosystem policy (Chang, 2025; Tien et al., 2019),
design of products (Edson & Beck, 2015) and stores (Jiang & Feng, 2025), IT tech-
nical issues (Li & Lev, 2025), regulatory compliance (Surma et al., 2024), supply
chain management (Deng et al., 2025), media engagement (Guesalaga, 2025), brand
loyalty, love and power (Atmaja et al., 2025; Carvajal-Aparicio & Fusté-Forné, 2025;
Letukyté & Urbonavicius, 2022; Neglur & Rajeswari, 2024; Terentieva et al., 2025),
and strategic communication (Yang & Ai, 2025). However, there is a scarcity of
studies dealing with the entire business model and strategy of Apple, especially in
the European context. Apple’s global approach (Kao, 2018) or its strategy in other
regions, such as Asia (Li, 2023; Zheng, 2025), was explored more often, perhaps due
to the strategic rivalry with Asian giants, such as Huawei and Samsung. Therefore,
there is a clear research gap related to Apple’s success factors and challenges that
are specific to Europe with its unique regulatory environment.

Key success factors are major skills and resources required to be successful in
a given market (Grunert & Ellegaard, 1992). There are various operationalisations
of this concept in particular contexts. For instance, Holotiuk and Beimborn (2017)
developed a framework of 40 critical success factors (CSF) of digital business strate-
gies. The content criterion is the most important success factor in developing a social
media marketing strategy (Pour et al., 2021). In the context of a circular economy,
leadership and top management commitment turned out to be the most important CSF
(Moktadir et al., 2020). In the context of global marketing strategy, a key success
factor is the ability to balance global synergies with local responsiveness (Schlegelm-
ilch, 2022). Factors contributing to the success of Apple’s iPhone were discussed by
Laugesen and Yuan (2010). Creating competitive advantages that are sustainable in
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the context of dynamic markets is a major strategic challenge (Aaker & McLoughlin,
2010). Another important strategic challenge is to develop sustainable solutions by
aligning the interests of principal stakeholders, not just shareholders (de Ruyter et al.,
2022). In this article, we discuss the following success factors of Apple’s business
model and international marketing strategy: combining global consistency with local
adaptation, commitment to sustainability, building customer loyalty, personalisation,
customer engagement, and use of influencer marketing. The challenges are related
to balancing global and local narratives, avoiding overcommercialisation, regulatory
compliance, and competition from global brands.

Research methods

The case study approach is common in management and marketing studies
(Bryta, 2017; Bryta & Domanski, 2023; Karasek, 2019; Kucinski, 2018; Ptoska,
2025; Wisniewska et al., 2023). Our analysis was consistent with the READ ap-
proach: (R) ready your materials, (E) extract data, (A) analyse data, and (D) distil
your findings (Dalglish et al., 2020). The adopted methodology involves a qualita-
tive approach. The case study is based on an analysis of company documents and
other secondary sources, including industry reports, and academic literature. We
believe that the qualitative approach is appropriate to provide insights into Apple’s
European operations. It is necessary to study Apple’s business model and adapta-
tion to European markets in depth, that is why the case study approach is a natural
methodological choice.

Comparative analysis with competitors such as Samsung, Xiaomi, and Huawei
highlights Apple’s distinct positioning. These companies belong to the most import-
ant global players on the markets where Apple excels. According to the most recent
mobile vendor statistics (Statcounter, 2025), Apple is the global market leader with
a 25.7% market share, followed by Samsung (21.0%), and Xiaomi (10.8%). Huawei
is a bit lower in this ranking (with the 2.4% market share), but since 2012, it had been
the biggest producer of telecommunications equipment worldwide, and in 2020, it
was the world leader in smartphone manufacturing (Interia, 2020).

Unlike other qualitative or quantitative research strategies, there are almost no
requirements guiding case studies, which may be considered both as its strength
(because it allows tailoring the design and data collection procedures to the research
questions) and a weakness of this approach (as it sets no standards) (Meyer, 2001).
The strengths and weaknesses of case study research — much less how to practice
it well — still need clarification (Yin, 2012). Case study research has been criticised
because of its lack of scientific rigour, reliability, and generalizability, while their
main advantage lies in providing a holistic view of a certain phenomenon or series of
events. Moreover, case studies are useful in capturing developments of organisations,
especially if they are changing fast (Noor, 2008).
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Global consistency with local adaptation

Apple has managed to achieve a remarkable balance between its global identity
and the need to adapt to regional differences across Europe. By sticking to its core
values of innovation, simplicity, and elegance, the brand ensures consistency while
customizing its messaging and products to meet the unique expectations of European
consumers. This ability to blend a standardized approach with localized nuances
allows Apple to appeal to diverse markets without losing its global appeal.

The company’s strategy is backed by solid theoretical foundations, including the
adaptation-standardization paradigm, which emphasizes maintaining a unified identity
while adapting to local cultures. Additionally, Apple leverages Hofstede’s cultural dimen-
sions (Simply Psychology, 2023) to understand regional behaviours, such as promoting
creativity and individuality in Western Europe or emphasizing communal benefits in
more collectivist societies. These frameworks show that Apple’s approach is not only
practical but also deeply rooted in research and analysis (Ghemawat, 2007, pp. 89-92).

Apple’s “Shot on iPhone” campaign is a standout example of how the brand tailors
global initiatives for specific regions. By featuring iconic German landmarks like the
Brandenburg Gate, collaborating with French artists to highlight creative photography,
and showcasing vibrant Spanish festivals like La Tomatina, Apple aligns its messaging
with cultural touchpoints that resonate deeply with local audiences (The Brand Hop-
per, 2024a). This approach has paid off significantly. The campaign led to measurable
increases in brand awareness as well as iPhone sales rising significantly in European
market. Social media played a key role as well, with user-generated content amplifying
the campaign’s reach and enhancing engagement. These results demonstrate the power
of blending cultural relevance with a global vision.

Apple extends its localized strategy to its retail operations, transforming flagship
stores into cultural landmarks that reflect the essence of their surroundings. For
example:

+ Paris: The Champs-Elysées store combines Apple’s sleek design with Parisian
architectural charm, including Haussmannian elements, to align with the city’s
artistic values.

* Berlin: In Germany, Apple transformed a historic theatre into a modern retail
space that merges tradition with cutting-edge technology, appealing to a cul-
ture that values both heritage and progress (EuroShop, 2022).

* Nordic countries: Apple’s stores in Sweden and Denmark emphasize sus-
tainability, using renewable energy and eco-friendly designs that align with
Nordic environmental priorities.

These retail strategies go beyond selling products. By offering workshops like
“Today at Apple,” which focus on topics such as photography, coding, and music
production, Apple creates meaningful interactions with local communities. These
programs not only enhance the customer experience but also position Apple as a brand
that supports creativity and learning (Global Brands Magazine, 2017).
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Apple’s journey in Europe has not been without obstacles. Early efforts to market
the iPhone in Eastern Europe struggled due to affordability concerns and a lack of
cultural alignment. To address this, Apple invested in market research and worked
closely with local teams to ensure campaigns were both culturally relevant and im-
pactful. Programs like trade-ins and flexible financing have also helped make Apple’s
premium products more accessible in price-sensitive regions. Sustainability has posed
another challenge, as consumer expectations vary across Europe. For example, the
decision to remove chargers from iPhone boxes was applauded in Nordic countries
for its environmental benefits but faced criticism in regions where affordability and
convenience are priorities. Apple navigates these challenges by sticking to a central-
ized brand identity while allowing flexibility for localized execution.

Apple’s ability to balance global consistency with local adaptation highlights its
strategic and cultural awareness. By aligning its brand identity with regional values
and preferences, Apple has strengthened its connection with European consumers
and set a benchmark for other global companies. This dual approach ensures Apple’s
continued growth and relevance in a complex and diverse international market (Kotler
& Armstrong, 2020, pp. 256-259). The total net sales of Apple increased from USD
8.2 billion in 2004 to as much as USD 391 billion in 2024 (Statista, 2024).

Product positioning and adaptation
A premium brand

Apple’s premium positioning allows it to differentiate itself from competitors
who often focus on affordability or feature parity. In Europe, the iPhone is frequently
seen as a status symbol, reinforcing Apple’s image as a luxury brand. Marketing
campaigns highlight both the technical superiority, and the aspirational lifestyle
associated with Apple products, ensuring strong consumer appeal.

Apple’s pricing strategy in Europe is guided by a deep understanding of regional
purchasing power and consumer expectations. While the company maintains high
price points to preserve its premium image, it also employs flexible payment options,
such as instalment plans to make products more accessible. This dual approach bal-
ances exclusivity with inclusivity. For instance, in the rich regions of Europe Apple’s
high prices are justified by strong economic conditions and a cultural inclination
toward premium goods. While instalment plans for the developing part of the Region
plays a larger role in driving sales. Apple’s target demographic in Europe includes
affluent professionals, creative individuals, and tech-savvy millennials.

However, regional variations exist. In Germany and the UK, Apple’s products
are associated with productivity and status, with many professionals relying on
Apple devices for work-related tasks. In Southern Europe, affordability initiatives
like financing play a more prominent role in driving sales, targeting middle-income
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consumers aspiring to own premium devices. In Eastern Europe, Apple’s focus is on
entry-level models and refurbished products, catering to price-sensitive markets while
maintaining a foothold in these emerging economies. Apple’s pricing strategy has
a significant impact on its market performance. In countries with higher disposable
incomes, such as Germany and Switzerland, the company enjoys strong sales and
high market penetration. These strategies have helped Apple achieve double-digit
growth in emerging European markets over the past years.

In Scandinavian countries, Apple’s products command some of the highest price
points in Europe, yet the brand enjoys remarkable loyalty. For instance, in the ro-
bust economies of the Scandinavian region, Apple’s pricing strategy is perceived
as fair, reflecting the high quality and seamless integration of its ecosystem. This
perception is bolstered by strong marketing campaigns emphasizing sustainability
and innovation, values deeply resonant with Scandinavian consumers. By employ-
ing a nuanced pricing strategy that aligns with regional economic conditions and
consumer preferences, Apple successfully balances exclusivity and accessibility,
ensuring its continued dominance in the diverse European market (Trout & Rivkin,
2008, pp. 67-70).

Commitment to sustainability

Environmental sustainability has become a defining feature of Apple’s operation-
al strategy, particularly within the European market. This focus is not only a response
to regulatory demands but also a reflection of consumer priorities in the region. By
embedding sustainability into its core values, Apple has effectively positioned itself
as an environmentally responsible brand, setting a benchmark for the technology
industry. This section explores Apple’s key initiatives, including renewable energy
adoption, recycling programs, eco-friendly packaging, compliance with European
Union directives, and supply chain optimization.

Apple’s commitment to renewable energy is a cornerstone of its sustainability
strategy. All European operations, including retail stores, corporate offices, and data
centres, are powered by renewable energy sources. The company’s investments in solar
and wind farms, particularly in Germany and the Netherlands, exemplify its dedication
to sustainable energy solutions. For instance, Apple’s data centre in Viborg, Denmark,
runs entirely on wind energy, serving as a model for green infrastructure within the
tech industry (Wuerthele, 2020). This facility not only supports Apple’s digital services
across Europe but also aligns with Denmark’s national goals for renewable energy
adoption. Such collaborations with local governments and energy providers demon-
strate Apple’s ability to integrate its sustainability goals with broader regional climate
objectives, reinforcing its image as an environmentally responsible brand.

Apple’s efforts to create a circular economy have had a transformative impact on
its European operations. The “Apple Give Back” program encourages customers to
trade in their old devices, either for recycling or credit toward new purchases (Apple,
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2024d). This initiative has been particularly successful in Europe, where consumers
increasingly prioritize environmentally conscious purchasing decisions. The company’s
innovative recycling robots exemplify its commitment to reducing electronic waste.
These robots are capable of disassembling old devices to recover valuable materials
such as aluminium, cobalt, and rare earth elements. By reusing these materials in the
production of new products, Apple minimizes its environmental footprint while pro-
moting a sustainable lifecycle for its devices. This approach not only aligns with con-
sumer values but also enhances Apple’s reputation as a leader in sustainable practices.

Apple’s decision to remove chargers and earphones from iPhone packaging marked
a significant shift in its sustainability strategy. While initially controversial, this move
has been widely accepted by environmentally conscious European consumers. The
company has estimated that this initiative has eliminated millions of tons of packaging
waste globally, aligning with the European Union’s objectives to reduce electronic
waste. Moreover, Apple’s packaging has been redesigned to use 100% recycled fibres.
This focus on eco-friendly materials demonstrates the company’s commitment to sus-
tainability at every level of its operations. By prioritizing recyclable and renewable
materials, Apple not only reduces its environmental impact but also sets a new standard
for sustainable packaging within the technology sector. Apple’s sustainability initia-
tives align closely with the European Green Deal, which aims to make Europe the first
climate-neutral continent by 2050. The company’s pledge to achieve carbon neutrality
across its entire supply chain by 2030 underscores its leadership in environmental
stewardship. Apple actively contributes to global efforts to combat environmental
degradation while enhancing its credibility and influence within the European market
(Apple, 2024a).

Apple has integrated sustainability into the design and production of its flagship
products. Devices like the iPhone and MacBook now include detailed information
about their carbon footprints and the use of recyclable components. For example,
the aluminium used in MacBooks is sourced from recycled materials, and iPhone
components increasingly incorporate recycled rare earth elements. These innovations
appeal to eco-conscious European consumers who demand greater transparency and
accountability from the brands they support. By embedding sustainability into its
product development processes, Apple not only meets these expectations but also
reinforces its market leadership.

By integrating sustainability into every facet of its operations, Apple has suc-
cessfully aligned its business practices with the values of European consumers and
governments. The company’s initiatives in renewable energy, recycling, eco-friendly
packaging, and supply chain optimization not only address pressing environmental
challenges but also enhance its brand reputation. As a leader in sustainability and
innovation, Apple continues to set new benchmarks for corporate responsibility
within the technology industry (Elkington, 1997, pp. 85-87). The move of companies
in the direction of the circular economy contributes to enhancing their brand values
(Bienkowska, 2023).
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Building customer loyalty

Apple’s ability to build and sustain customer loyalty in Europe is one of its
most significant competitive advantages. This loyalty is not simply the result of
high-quality products but is deeply rooted in the strategic integration of its ecosys-
tem, personalized engagement, and a commitment to meeting regional consumer
expectations. The following sections explore the various dimensions of Apple’s
customer loyalty strategies in detail.

Apple’s ecosystem strategy is central to fostering customer loyalty in Europe. By
seamlessly integrating its hardware, software, and services — including the iPhone,
MacBook, Apple Watch, and iCloud — Apple creates a cohesive user experience that
sets it apart from competitors. This interconnected ecosystem not only enhances
convenience but also encourages users to remain within the Apple brand, making
it less likely for them to switch to other platforms. One of the standout features of
Apple’s ecosystem is the Continuity feature, which allows users to begin tasks on one
device and continue them on another. For example, a European professional can start
drafting an email on their MacBook during a meeting and finish it on their iPhone
while commuting. Similarly, students can take notes on an iPad and seamlessly sync
them with a MacBook for detailed editing. These functionalities appeal particularly
to Europe’s busy professionals and tech-savvy consumers who prioritize efficiency
and productivity. Moreover, Apple’s ecosystem extends to services like Apple Mu-
sic, Apple TV+, and Apple Arcade, which provide entertainment and functionality
across devices. For example, a French family can enjoy synchronized playlists on
Apple Music, watch original shows on Apple TV+, and engage in multiplayer gam-
ing on Apple Arcade — all seamlessly accessible across their Apple devices. This
multifaceted experience strengthens the value proposition of staying within Apple’s
ecosystem (Lee, 2024).

Apple’s focus on privacy and security further reinforces its ecosystem’s appeal.
European consumers, known for their strong emphasis on data protection, find re-
assurance in Apple’s commitment to on-device processing for Siri and stringent
encryption protocols. These measures align with the General Data Protection Regu-
lation (GDPR), the EU’s gold standard for data privacy. By embedding these features
into its ecosystem, Apple not only complies with regulations but also establishes
itself as a trusted brand. For example, iCloud’s end-to-end encryption ensures that
sensitive personal data — such as photos and documents — is accessible only to users,
this commitment has been instrumental in building customer loyalty (Apple, 2024c¢).

Additionally, features like App Tracking Transparency (ATT) empower users
to control how their data is shared, further strengthening consumer trust. Beyond
functionality, Apple’s ecosystem fosters an emotional connection with its users. The
seamless synchronization of devices creates a sense of continuity and reliability,
making everyday tasks easier and more enjoyable. European consumers often de-
scribe their experience within Apple’s ecosystem as “uninterrupted” and “intuitive,”
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highlighting the emotional satisfaction derived from the brand’s attention to detail.
For example, Apple’s Family Sharing feature allows families in Italy to share apps,
subscriptions, and photos effortlessly. This not only enhances convenience but also
creates a sense of community within the ecosystem. By addressing both functional
and emotional needs, Apple ensures that its ecosystem is indispensable to its users
(Reichheld, 1996, pp. 49-51).

Apple’s ecosystem strategy also creates a “stickiness” that makes it difficult for
customers to switch to competitors. The more devices and services a user integrates
into Apple’s ecosystem, the higher the perceived cost of switching. For instance, an
iPhone user who has invested in Apple Music, iCloud storage, and a MacBook is
unlikely to transition to an Android device due to the inconvenience of disrupting
their interconnected setup. This stickiness is further amplified by Apple’s regular
software updates, which ensure that older devices remain compatible with the latest
features. For example, a customer in Sweden who purchased an iPhone five years
ago can still access new functionalities through 10S updates, reinforcing the value of
staying within the ecosystem. By integrating devices, services, and privacy measures
into a cohesive ecosystem, Apple has created a robust framework for customer loyalty
in Europe. The seamless functionality, emotional engagement, and trustworthiness of
its ecosystem ensure that consumers not only remain loyal but also advocate for the
brand. As competitors struggle to replicate this level of integration and trust, Apple’s
ecosystem remains a key driver of its sustained success in the European market.

Personalization and customer engagement

Apple excels at tailoring its offerings to meet the diverse needs of European
consumers. By leveraging advanced analytics and localized strategies, the company
has transformed customer engagement into a personalized experience that deepens
brand loyalty. This section explores how Apple’s personalized services, regional
initiatives, and data-driven insights foster a strong emotional connection with its
European customers.

Apple Music exemplifies the company’s commitment to personalization by
offering curated playlists that feature local artists. For example, playlists tailored
for French audiences might highlight contemporary French pop, while those for
German users may include emerging indie rock bands. This localization ensures
that Apple’s services resonate culturally and emotionally with users. Similarly, the
App Store leverages user data to provide region-specific app recommendations.
A customer in Spain may receive suggestions for travel-related apps, while a user
in the UK might see productivity tools prominently displayed. These personalized
recommendations enhance user satisfaction and reinforce Apple’s reputation for
understanding its customers.

Apple’s “Today at Apple” workshops represent a unique approach to community
engagement. These sessions, held in flagship stores across Europe, provide customers
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with opportunities to learn creative skills using Apple products. For instance, workshops
in Italy often focus on photography, reflecting the country’s rich artistic heritage, while
those in Germany emphasize coding and technology literacy, aligning with the region’s
industrial strengths. By fostering creativity and learning, Apple not only enhances its
brand image but also strengthens emotional connections with its customers. These
events create a sense of belonging and community, making the Apple experience
more than just a transactional relationship. Apple’s Genius Bar offers tailored techni-
cal support that addresses individual customer needs. For example, a user in France
experiencing battery performance issues might receive a customized solution, such
as optimizing settings or replacing components. These proactive, customer-focused
initiatives demonstrate Apple’s dedication to delivering exceptional service.

Additionally, data insights gathered from customer interactions enable Apple
to continuously refine its offerings. Feedback from European users has directly
influenced product improvements, such as enhanced privacy settings and localized
features in Apple Maps. Personalization fosters a deeper emotional connection be-
tween Apple and its customers. European users often express satisfaction with how
Apple’s products and services align with their individual preferences. For instance,
a curated Apple Music playlist featuring local artists can evoke a sense of pride and
cultural identity, while personalized App Store recommendations save time and
enhance convenience. These personalized interactions create a sense of being val-
ued and understood, which is critical for fostering long-term loyalty. By addressing
both practical and emotional needs, Apple ensures that its customers feel a genuine
connection to the brand. Apple’s approach to personalization and customer engage-
ment in Europe highlights its commitment to delivering tailored experiences that
resonate with diverse audiences. By combining localized content, community-driven
initiatives, and data-driven insights, Apple has solidified its reputation as a custom-
er-centric brand. These strategies not only enhance user satisfaction but also ensure
that European consumers remain loyal advocates for Apple’s ecosystem (Global
Brands Magazine, 2017).

Influencer marketing

In the digital age, Apple leverages influencer marketing and social media plat-
forms to connect with European audiences. These tools amplify the brand’s message,
enhance its relatability, and foster deeper engagement with tech-savvy and younger
consumers. By emphasizing authenticity and aligning its campaigns with core brand
values, Apple creates a digital presence that resonates across Europe’s diverse cul-
tural landscape.

Apple’s influencer marketing strategy prioritizes partnerships that align with its
values of innovation, quality, and creativity (Duncan & Moriarty, 1997, pp. 142—-145).
Unlike competitors who focus on mass reach, Apple adopts a selective approach to
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ensure that collaborations feel authentic and impactful. Key elements of this strategy
include:

Quality over quantity: Apple collaborates with a curated list of influencers, such
as professional photographers, travel bloggers, and technology enthusiasts, to main-
tain a high standard of content. These influencers are chosen not just for their reach
but also for their ability to authentically represent Apple’s values.

Platform-specific strategies: Social media platforms like Instagram, YouTube,
and TikTok are central to Apple’s efforts. Instagram serves as a hub for visually
appealing content, such as high-resolution images and short-form videos. YouTube
provides a space for in-depth product reviews and tutorials, while TikTok captures
the attention of younger audiences through creative and engaging content formats.

Localized influencer partnerships: Apple emphasizes working with influencers
who have a strong connection to their local communities. This ensures that cam-
paigns resonate with regional audiences and reflect cultural nuances. For example,
in France, Apple collaborates with artists to highlight the iPhone’s creative potential,
while in Germany, tech-focused influencers underscore the device’s functionality
and innovation.

By focusing on authentic storytelling and leveraging data-driven insights, Apple
ensures its influencer campaigns drive meaningful engagement and reinforce its
premium brand image. One of Apple’s most successful examples of leveraging so-
cial media is the “Shot on iPhone” campaign. This initiative highlights the superior
camera capabilities of the iPhone while celebrating creativity and cultural diversity.
In Italy, influencers captured the country’s architectural beauty, including landmarks
like the Colosseum and the Venice canals. These images demonstrated the iPhone’s
ability to render intricate details, appealing to Italy’s appreciation for design and
history. Influencers also shared behind-the-scenes footage, further engaging their
audiences and demonstrating the iPhone’s versatility. In Scandinavian countries the
campaign focused on nature photography, featuring breathtaking landscapes of fjords,
forests, and auroras. By partnering with environmental photographers, Apple tapped
into the region’s deep connection to nature and sustainability. This approach also
highlighted the iPhone’s capability to capture vibrant, detailed images even in low-
light conditions. The hashtag #ShotoniPhone became a global trend, with significant
contributions from European users. Videos created by influencers using iPhones
gathered billions of views on TikTok. These results underscore Apple’s ability to
translate digital engagement into tangible business outcomes, such as increased brand
awareness and stronger customer loyalty (Correia, 2023).

Compared to competitors like Samsung and Huawei, Apple’s influencer strat-
egy stands out for its emphasis on quality and alignment with brand values. While
Samsung often collaborates with high-profile celebrities to maximize visibility,
Apple’s partnerships prioritize relatability and authenticity. This selectivity ensures
that campaigns resonate deeply with target audiences, enhancing brand loyalty. For
instance, Huawei’s campaigns often focus on technical specifications, whereas Apple
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highlights user experiences and emotional connections. This difference in approach
is particularly evident in Europe, where consumers value storytelling and cultural
relevance. Apple’s integration of real-life applications, such as using iPhones to
capture everyday moments or monitor health metrics, makes its campaigns more
relatable and impactful.

Looking ahead, Apple plans to expand its use of digital tools and technologies to
enhance influencer marketing and social media engagement. Key initiatives include:

Augmented Reality (AR) campaigns: Apple intends to leverage AR to create
immersive social media experiences. For instance, users could virtually test new
features of the iPhone or Apple Watch through interactive filters. This technology
could also enable influencers to showcase products in innovative ways, such as vir-
tually unboxing a device or demonstrating its features in a simulated environment.

Sustainability-focused collaborations: Future campaigns will emphasize Apple’s
commitment to environmental responsibility, partnering with influencers who advo-
cate for sustainable lifestyles. These collaborations will highlight features like the
use of recycled materials in Apple products and energy efficiency.

Localized micro-influencers: Apple aims to increase collaborations with mi-
cro-influencers who have niche audiences. This approach ensures deeper connections
with specific demographic groups, such as young professionals, creative artists, and
fitness enthusiasts. By tapping into these smaller but highly engaged communities,
Apple can further personalize its campaigns.

Challenges in the European market

Operating in Europe presents a unique set of challenges for Apple due to the
region’s diverse regulatory environment, economic variability, and competitive land-
scape. This section explores the obstacles Apple faces and the strategies it employs to
overcome them, ensuring its continued relevance and success in the European market.

Despite its success, Apple faces challenges in maintaining authenticity and nav-
igating cultural differences. Key challenges include:

Balancing global and local narratives: While Apple’s global campaigns provide
consistency, they must also adapt to reflect local values and traditions. For example,
campaigns in Eastern Europe require a focus on affordability and practicality, con-
trasting with the luxury-driven narratives in Western Europe.

Avoiding overcommercialisation: To maintain trust, Apple ensures that influencer
content feels organic rather than overly promotional. Providing creative freedom to
influencers is critical in achieving this balance. Apple’s hands-off approach allows
influencers to authentically showcase how products integrate into their lives.

Regulatory compliance: Apple must adhere to advertising regulations across
Europe, which vary significantly between countries. For example, transparency re-
quirements for sponsored content are stricter in countries like Germany and France.
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Apple mitigates this by clearly labelling sponsored posts and collaborating with
influencers who understand local regulatory frameworks.

To address these challenges, Apple invests in thorough market research and
collaborates closely with local marketing teams. This ensures that campaigns remain
culturally sensitive and legally compliant while retaining their impact (Hofstede,
2001, pp. 300-303).

The regulatory environment

The regulatory environment in Europe is one of the most rigorous in the world,
characterized by an unwavering emphasis on transparency, consumer protection, and
environmental sustainability. For a global corporation like Apple, compliance with
these standards is both a necessity and a strategic challenge. The GDPR, environmental
directives, and antitrust investigations are among the most significant hurdles Apple
must navigate. This section examines how Apple adapts its strategies to meet these
regulatory demands while maintaining its innovation-driven ethos (Apple, 2024c).

The GDPR is a landmark framework that enforces stringent rules on data pro-
tection and privacy across the European Union. Its provisions require companies to
ensure data portability, obtain explicit user consent, and provide transparent privacy
policies. For Apple, aligning its practices with these standards has involved a compre-
hensive overhaul of its data processing systems and user interfaces. One of Apple’s
most prominent GDPR-compliance measures is the introduction of ATT. This feature
empowers users to decide whether apps can track their activity across other applica-
tions and websites. By default, apps must seek explicit permission, a policy that has
been particularly well-received in privacy-conscious markets like Germany and the
Netherlands. Implementing GDPR compliance has not been without its challenges.
Apple’s backend systems have required continuous updates to accommodate evolv-
ing regulations. The company has also invested in educating its European customer
base about their rights under GDPR through intuitive privacy features and easily
accessible user settings. These efforts have helped Apple establish itself as a leader in
privacy, a crucial differentiator in the competitive European market (Apple, 2024c¢).

In an effort to reduce electronic waste, the European Union mandated the adop-
tion of standardized charging ports across electronic devices. This directive aimed
to simplify consumer choices and minimize environmental impact. Initially, Apple
resisted this requirement, arguing that the move could stifle innovation by phasing
out its proprietary Lightning connector. However, the company eventually announced
its transition to USB-C charging ports, demonstrating its adaptability to regulatory
pressures. The compliance with the USB-C mandate aligns with Apple’s broader
commitment to sustainability. By integrating standardized charging solutions, Apple
not only adheres to EU regulations but also reinforces its brand positioning as an envi-
ronmentally responsible company. This transition complements other environmental
initiatives, such as compliance with the Waste Electrical and Electronic Equipment
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(WEEE) Directive, which promotes recycling and responsible waste management
(Apple, 2024b). Apple has also introduced innovations in packaging and product
design to meet European environmental standards. For example, iPhone boxes no
longer include chargers or earphones, a move that reduces waste and aligns with the
EU’s sustainability goals. Despite initial criticism, this decision has been embraced
by environmentally conscious European consumers who value brands that prioritize
sustainability (Apple, 2024a).

Apple’s dominance in the App Store ecosystem has made it a frequent target of an-
titrust investigations by the European Commission. These investigations have focused
on allegations of unfair practices, such as prioritizing Apple’s own apps and payment
systems over third-party alternatives. Regulators have argued that these policies could
undermine competition and innovation within the digital economy. To address these
concerns, Apple has introduced several measures aimed at fostering fair competition.
For instance, developers are now permitted to communicate directly with users about
alternative payment methods, reducing reliance on Apple’s in-app purchase system.
Additionally, Apple has enhanced the transparency of its app-ranking algorithms,
ensuring that third-party apps have equal visibility within the App Store.

Despite these adaptations, tensions persist between Apple and European regula-
tors. The ongoing scrutiny highlights the complexity of balancing a closed ecosystem
— a hallmark of Apple’s brand — with the demands for open competition. Apple’s
decision to reduce App Store commission rates for smaller developers is a strategic
attempt to address these challenges while preserving the profitability of its platform.
Apple’s ability to adapt to Europe’s regulatory landscape underscores the importance
of proactive engagement with policymakers. By participating in consultations and
dialogues with the European Commission, Apple has sought to influence legislative
outcomes that strike a balance between innovation and regulation.

Apple’s approach to navigating Europe’s regulatory environment reflects its
strategic foresight and operational flexibility. By embracing GDPR requirements,
transitioning to standardized chargers, and addressing antitrust concerns, Apple has
demonstrated a commitment to aligning its business practices with regional values.
These efforts not only ensure compliance but also reinforce Apple’s position as
a trusted and innovative leader in the European market. In doing so, Apple sets
a benchmark for other global brands seeking to thrive in one of the world’s most
challenging regulatory landscapes.

Competition from global brands
Smartphones
The European market presents a dynamic competitive landscape for Apple, with

key global brands such as Samsung, Xiaomi, and Huawei aggressively vying for
consumer attention. Apple’s premium pricing strategy, central to its brand identity,
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places it in direct competition with these brands, which offer high-quality devices at
significantly lower price points, appealing to cost-conscious segments of the market.

Samsung has long been a formidable rival to Apple, with a well-established
presence in Europe. The company’s extensive product portfolio spans a wide range
of devices, from entry-level smartphones to premium flagship models like the Gal-
axy S and Galaxy Note series. Samsung’s strategy has focused on offering a diverse
selection of features to cater to varying consumer preferences, making it a strong
competitor in both the premium and budget segments. For example, the Galaxy S23
series directly competes with the iPhone 15, providing a similarly high-end experi-
ence with cutting-edge displays, advanced camera systems, and powerful processors.
Samsung’s ability to quickly adopt new technologies, such as foldable screens with
the Galaxy Z Fold and Z Flip, has helped it maintain its position as a trendsetter in
the mobile industry, keeping Apple on its toes in terms of innovation.

Xiaomi, on the other hand, has disrupted the European smartphone market with
its aggressive pricing strategy and rapid product cycles. The Chinese brand has gained
considerable market share in price-sensitive regions like Spain and Italy, offering
devices that pack high-end features at a fraction of the cost of Apple’s offerings.
Xiaomi’s flagship models, like the Xiaomi 13 series, compete directly with Apple’s
iPhones, boasting powerful hardware and cutting-edge technology, including 5G
connectivity, impressive camera setups, and fast-charging capabilities. Xiaomi’s
ability to offer a premium experience at a significantly lower price point has made
it an attractive alternative to Apple, especially among younger, budget-conscious
consumers. The company’s success has been driven by its direct-to-consumer sales
model, which helps reduce overhead costs and pass on savings to customers.

Huawei, despite facing challenges due to geopolitical tensions and restrictions
on accessing certain technologies, remains a strong competitor in the European
market. The company has maintained a loyal customer base in Europe, particularly
in countries like Germany and France. Huawei’s flagship devices, such as the P and
Mate series, continue to offer top-tier performance, with impressive hardware, in-
cluding advanced camera systems developed in collaboration with Leica. The Hua-
wel Mate 50 Pro, for instance, rivals the iPhone 14 Pro with its innovative camera
technologies and sleek design. Despite restrictions on Google services, Huawei
has invested heavily in developing its own ecosystem, including the HarmonyOS
operating system and Huawei Mobile Services (HMS), creating an alternative for
consumers who prioritize privacy and a unique user experience. Huawei’s focus on
5G technology and Al-powered features has helped it remain relevant in a market
dominated by Samsung and Apple.

Apple’s strategy in responding to these global competitors centres around dif-
ferentiation, innovation, and ecosystem integration. While Samsung, Xiaomi, and
Huawei have made inroads into the European market, Apple continues to focus on
its premium positioning (Yoffie & Cusumano, 2015, pp. 102-104). The company
leverages its ecosystem of interconnected devices, including the iPhone, iPad, Mac,
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Apple Watch, and services like iCloud, Apple Music, and the App Store. This seam-
less integration encourages customer loyalty and offers a cohesive experience that
competitors struggle to replicate. Exclusive features such as the A-series chipsets,
advanced camera systems, and the iOS operating system set Apple apart in terms of
performance and user experience.

In addition to its hardware innovations, Apple places a strong emphasis on pri-
vacy and security, which resonates particularly well with European consumers, who
are increasingly concerned about data protection. Apple’s stance on user privacy,
including features like App Tracking Transparency and end-to-end encryption, po-
sitions it as a trusted brand in an era of growing data concerns. Apple also faces
competition from these brands in the area of pricing, especially in markets where
Xiaomi and Huawei’s value-oriented offerings are highly attractive. To counter
this, Apple has introduced entry-level options, such as older iPhone models and
refurbished devices, and has implemented trade-in programs and financing options
to make its products more accessible to a broader range of consumers. As these
global competitors continue to push the envelope in terms of technology and pricing,
Apple’s ability to innovate and maintain its premium brand positioning will be key
to its success in the European market. The company’s commitment to research and
development, focusing on areas such as augmented reality (AR), artificial intelli-
gence (Al), and wearable technologies, ensures that it remains at the cutting edge of
consumer electronics. While Xiaomi, Samsung, and Huawei have made significant
strides in the European market, Apple’s ability to combine premium hardware with
a seamless ecosystem, unmatched customer service, and a strong brand identity gives
it a competitive edge that will likely allow it to thrive amidst the growing competition
(The Brand Hopper, 2024b).

E-commerce and online services

Apple’s digital branding strategy is intricately linked to its comprehensive e-com-
merce platform and online services, ensuring that European consumers have seamless
access to its products and services. The Apple Online Store, alongside services like
Apple TV+, Apple Arcade, and iCloud, plays an essential role in maintaining Apple’s
strong presence in Europe.

The Apple Online Store is designed with European consumers in mind, offering
a tailored shopping experience that caters to the specific needs of different markets.
One of the main aspects of this is localization, which goes beyond simply offering
language support (Chaffey & Ellis-Chadwick, 2019, pp. 215-218). The store also
adapts to local payment methods, provides region-specific promotions, and ensures
that services are customized for local preferences. For example:

* German consumers benefit from financing options that integrate with local

banking systems, which makes purchasing high-end Apple products more
accessible through manageable payment plans.
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* Swedish customers, who prioritize sustainability, are offered eco-friendly

delivery options that align with the country’s environmental values.

 In France, the store adapts its interface to accommodate local shopping events

like Les Soldes (Hughes, 2020), offering exclusive promotions that cater to
seasonal shopping trends.

In addition to convenience, Apple’s Online Store uses advanced algorithms to
recommend products based on customers’ browsing and purchasing histories. This
personalized approach to product recommendations enhances the shopping experi-
ence, encouraging higher engagement and conversions by making consumers feel
understood and valued.

Apple’s digital services are another critical component of the company’s strategy
in Europe. These services complement its hardware offerings by creating a fully
integrated ecosystem that enhances overall user satisfaction. For example, Apple
TV+ has successfully tailored its content to European audiences by featuring docu-
mentaries and films related to regional culture and history, as well as collaborating
with European filmmakers. Similarly, Apple Arcade offers a range of games devel-
oped by European studios, helping the brand build stronger connections with local
gaming communities.

The iCloud service, which focuses on privacy and data security, has also gained
significant popularity in Europe, particularly due to the region’s strict data protection
regulations, such as the GDPR. With increasing concerns over data security, iCloud’s
adherence to these rigorous standards not only enhances consumer trust but also
aligns with European values around digital rights and privacy.

Apple’s digital services — Apple Music, Apple TV+, and iCloud — have become
vital revenue streams for the company in Europe. The growth of these services can
largely be attributed to localized content and personalized user experiences. For
instance, Apple Music has seen a notable increase in engagement, with a 25% rise
in user interaction over the past year, driven by curated playlists that feature local
artists and cater to European musical tastes. The integration of these digital services
with Apple’s hardware offerings creates a seamless user experience, reinforcing the
brand’s value proposition. By ensuring that services such as iCloud, Apple Music,
and Apple TV+ work effortlessly across all devices, Apple encourages customers to
remain within its ecosystem. This integration not only enhances customer loyalty
but also makes it more difficult for consumers to switch to competing platforms,
strengthening Apple’s position in the market (Apple, 2021).

Despite the success of its e-commerce platform, Apple faces considerable com-
petition from companies like Amazon and local retailers, who also have well-devel-
oped digital platforms. In response, Apple continues to invest heavily in its digital
infrastructure, ensuring that the user experience remains top-notch and that the
platform evolves with changing consumer expectations. Regular updates, exclusive
online promotions, and innovative delivery options are some of the ways Apple
stays competitive in an increasingly crowded digital retail space. Apple’s digital
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branding strategy in Europe also capitalizes on social media, influencer marketing,
and digital advertising to reach a broader audience. These efforts help to reinforce
Apple’s premium brand identity while fostering deeper connections with consumers.
By utilizing a wide range of channels to engage customers, Apple strengthens its
visibility and builds lasting relationships with its European audience (The Brand
Hopper, 2024a). In the development of a multichannel selling strategy, it is crucial
to ensure its integrity (Pluta-Olearnik & Jadach, 2019).

In summary, Apple’s digital branding strategy in Europe reflects the company’s
ability to adapt to a rapidly evolving marketplace. By focusing on localization,
technological innovation, and personalized user experiences, Apple has been able to
create a strong digital presence that resonates with European consumers. Through the
strategic use of its e-commerce platform and online services, Apple not only strength-
ens its market position but also solidifies its leadership in the digital branding space.

Conclusions

The study’s contribution to science consists in identifying success factors and
challenges of Apple’s strategy in Europe, with an emphasis on its international
marketing.

Apple’s strategic operations in the European market provide a compelling case
study in balancing global aspirations with regional specificity. Europe, with its rich
cultural diversity, stringent regulatory frameworks, and highly competitive landscape,
presents a unique set of challenges and opportunities that Apple has navigated with
remarkable efficacy. This article explored the multifaceted strategies employed by
Apple to sustain its leadership and maintain its premium brand identity across such
a complex market.

Central to Apple’s success is its branding strategy, which harmonizes a globally
consistent message with regionally tailored adaptations. Campaigns such as “Shot
on iPhone” exemplify this approach by celebrating local cultures and landscapes,
fostering deeper emotional connections with consumers. Similarly, initiatives like
“Privacy. That’s iPhone” address region-specific concerns about data security, rein-
forcing Apple’s commitment to values highly prioritized by European audiences. The
ability to resonate deeply with local consumers while maintaining a cohesive global
identity underscores Apple’s branding prowess. In a study comparing Apple with
Samsung, Apple appeared to have a higher emotional loyalty to the brand (Letukyté
& Urbonavicius, 2022).

Apple’s retail and experiential strategies further strengthen its brand presence
in Europe. Flagship stores such as those in Paris and Berlin are designed not merely
as retail spaces but as immersive environments that reflect both Apple’s innovation
and local heritage. Programs like “Today at Apple” highlight the company’s focus
on fostering creativity and community engagement, aligning with European values
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of cultural enrichment and sustainability. These physical touchpoints complement
Apple’s digital branding efforts, creating a seamless and omnichannel experience for
customers. Apple stores transition from static environments to dynamic interactions
through the spatial design, behavioural interactions, and psychological connections
(Jiang & Feng, 2025).

In terms of product positioning, Apple’s premium pricing strategy underscores
its emphasis on quality, exclusivity, and innovation. While this approach differenti-
ates Apple from competitors who focus on affordability, the company’s adaptability
— seen in initiatives like trade-in programs and instalment plans — ensures that its
products remain accessible to a broader audience. Moreover, Apple’s unwavering
commitment to environmental sustainability resonates strongly in Europe, a region
where eco-consciousness is deeply ingrained in consumer behaviour. By aligning
its operations with European directives and championing sustainability in product
design, Apple reinforces its role as a socially responsible brand. Both brand love
and brand jealousy were found to positively influence consumers’ willingness to pay
a premium in the context of Apple use in Indonesia (Atmaja et al., 2025).

Digital branding has emerged as a cornerstone of Apple’s strategy in Europe.
Through targeted social media campaigns and influencer collaborations, Apple effec-
tively engages diverse demographics, from tech-savvy millennials to professionals
valuing privacy and security. Platforms like Instagram and campaigns tailored to
regional preferences demonstrate Apple’s understanding of the nuances that define the
European market. Additionally, the robust Apple Online Store and integrated digital
services like Apple TV+ and iCloud strengthen the ecosystem’s appeal, ensuring ac-
cessibility and convenience for consumers across the continent. Apple’s experiential
marketing and storytelling foster emotional brand loyalty (Terentieva et al., 2025).

The article also highlighted Apple’s approach to fostering customer loyalty
through an interconnected ecosystem. By integrating hardware, software, and services
seamlessly, Apple ensures a cohesive user experience that encourages long-term
brand engagement. Personalization initiatives, such as curated playlists and localized
app recommendations, further deepen customer connections, fostering loyalty in
a competitive landscape. Switching costs exert a stronger influence than customer
value within the ecosystem (Chang, 2025).

Despite its successes, Apple faces significant challenges in Europe, including strin-
gent regulatory scrutiny and intense competition from both local and global brands. The
GDPR, environmental mandates, and antitrust investigations have required Apple to
continuously adapt its practices to align with regional standards. There are significant
inconsistencies between the permissions stated by apps and the actual data they gather,
highlighting a serious issue in user privacy protection within the iOS ecosystem (Surma
et al., 2024). Additionally, competition from cost-effective brands like Xiaomi, Hua-
wei and Samsung tests Apple’s ability to maintain its premium positioning. However,
Apple’s proactive measures — from participating in policy dialogues to innovating its
offerings — highlight its resilience and commitment to the region.
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In conclusion, Apple’s operations in Europe illustrate a masterclass in strategic
foresight, operational flexibility, and cultural sensitivity. By addressing the diverse
needs of European consumers and aligning its practices with regional values, Apple
not only sustains its leadership in the technology sector but also sets a benchmark
for global brands navigating similarly complex markets. This article underscores
that Apple’s ability to innovate, adapt, and connect with its audience lies at the heart
of its enduring success in Europe, providing valuable insights for any organization
seeking sustainable growth in a competitive global arena.

The research limitations are due to the specificity of the case study methodol-
ogy. Focussing on a single company entails a lack of generalisability. Moreover,
our international marketing background made us put the greatest emphasis on this
dimension of the corporate strategy and business model, perhaps neglecting other
interesting aspects, such as finance or human resources management.

Possible applications of our findings are in strategy development and improve-
ment of management practices in the area of international marketing in companies
adopting a premium brand approach. It is advisable to combine global consistency
with local adaptation, prioritise quality over quantity, excel in product design, gen-
erate brand loyalty and love, foster innovation, offer a unique ecosystem of products
and services (solutions to customer problems), provide personalisation options, adopt
a consistent premium pricing strategy, develop its own distribution network, empha-
sise sustainability, communicate care for privacy and security, stimulate customer
engagement, and cooperate with selected social media influencers.
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