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In this report we answer the key questions:

= The connectivity problem
= Phablets have built-in cellular, 7 tablets do not
= The convertible problem

In just three years on the market, tablet penetration has reached 30% of internet users, with 44% of
owners already owning multiple tablets. The central driver for the market is gift purchasing—half of all
adult tablet owners received their tablet as a gift. Heading into the 2013 holiday season, competition in
the tablet market has heated up substantially compared to what was available during the 2012 holiday
season. Microsoft launched the Surface in October 2012 and the Surface Pro in February 2013, and
Amazon launched the Fire HD tablets in September 2012, making the Fire more competitive with the
larger tablets available from Samsung , Google , and Apple . Due to the increasing number of entries in
the tablet market, Mintel sees the 2013 holiday season as a “make it or break it” moment for tablet
brands.

This report provides guidance for marketers heading into the 2013 holiday gifting season. Subjects
explored include current ownership, intent to purchase as gifts, intent to purchase for self, intended
spend on upcoming purchases, the size of premium that prospective buyers are willing to pay for add-
on features, and which models and brands prospective buyers are considering for their upcoming
purchase. The report also reviews television and online ads from leading tablet brands, providing
direction for future ad content.

DID YOU KNOW?

more holistic view of this market

“Tablets are seen as having cannibalized sales of PCs and
e-readers. While this is certainly true of the e-readers,
looking forward, the dinner and the diner may be
flipped—advances in smartphones and laptop offerings
may result in a cannibalization of tablet sales.”

—Billy Hulkower, Senior Technology Analyst
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Figure 38: Samsung Galaxy Tab key social media indicators, June 2013
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Nook by Barnes & Noble
Figure 39: Nook, by Barnes & Noble key social media indicators, June 2013
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Half of ownership propelled by gifts
Figure 54: Gifting and receiving tablets, by age, April 2013

Getting gifts to lower-income adults
Figure 55: Gifting and receiving tablets, by household income, April 2013

Current gift givers expect to spend more than previous gift givers
Figure 56: Expected and historic spend on tablets purchased as gifts, April 2013

The Prospective Buyer

Key points
One in five 18-54 year olds planning a purchase
Figure 57: Intent to purchase tablets, by age, April 2013

Current owners back on market for another tablet
Figure 58: Intent to purchase among current owners by date of acquisition, April 2013

Top spenders more likely to be 18-34 year olds
Figure 59: Expected spend on intended tablet purchase for self, by age, April 2013
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Figure 61: Expected spend on intended tablet purchase for self, by gender, April 2013

Surge of the small tablet
Figure 62: Size of tablet under consideration for purchase, April 2013

Young adults like their tablets large
Figure 63: Size of tablet under consideration for purchase for self, by age, April 2013

Premiums for step-up features out-of-synch
Figure 64: Willingness to pay more for premium features, April 2013

Men more willing to step it up
Figure 65: Willingness to pay more for premium features, by gender, April 2013

Younger buyers see more value in premium features
Figure 66: Willingness to pay more for premium features, by age, April 2013

Brand/Model Under Consideration for Purchase

Key points
iPad and Nook to lose share
Figure 67: Brands and models under consideration for purchase, April 2013

Google and Apple carry cache among 18-34 year olds
Figure 68: Brands and models under consideration for purchase for self, by age, April 2013

The smartphone halo: Samsung, Apple preferred by higher-income groups
Figure 69: Brands and models under consideration for purchase for self, by household income, April 2013

Custom Consumer

Key points

Young men like gifting, women more likely to be receiving
Figure 70: Gifting and receiving tablets, by gender and age, April 2013
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One in three Dads planning a purchase
Figure 71: Intent to purchase a tablet in 2013, by parental status, April 2013

Impact of Race and Hispanic Origin
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Asians, Hispanics lead in ownership
Figure 72: Tablet ownership and date of acquisition, by race and Hispanic origin, April 2013

Figure 73: Intent to purchase a tablet in 2013, by race/Hispanic origin, April 2013
Figure 74: Gifting and receiving tablets, by race/Hispanic origin, April 2013

Appendix: Other Useful Consumer Tables

Gender
Figure 75: Intent to purchase tablets, by gender, April 2013

Gender and age
Figure 76: Intent to purchase tablets, by gender and age, April 2013

Age
Figure 77: Interest in premium features, by age, April 2013

Household income
Figure 78: Intent to purchase a tablet in 2013, by household income, April 2013
Figure 79: Brands and models owned, by household income, April 2013
Figure 80: Brand and model of most recently purchased tablet among multiple tablet owners, by household income, April 2013
Figure 81: Purchase of premium features, by household income, April 2013
Race and Hispanic origin
Figure 82: Ownership of phones, e-readers, and laptops, by race/Hispanic origin, April 2013
Figure 83: Purchase of premium features, by race, April 2013
Figure 84: Recommendation of current tablet owned, by race, April 2013
Cross-tabs by ownership and date of acquisition
Figure 85: Cross-tabulations of tablets under consideration for purchase, April 2013
Figure 86: Spend on most recently purchased tablet, by date of acquisition, April 2013
Figure 87: Product and feature selection, by date of acquisition, April 2013

Figure 88: Recommendation of tablet owned to others, by date of acquisition, April 2013

Appendix: Social Media

Usage and awareness
Figure 89: Brand usage or awareness, April 2013

Figure 90: iPad usage or awareness, by demographics, April 2013

Figure 91: Kindle fire usage or awareness, by demographics, April 2013

Figure 92: Nook by Barnes & noble usage or awareness, by demographics, April 2013
Figure 93: Samsung galaxy tab usage or awareness, by demographics, April 2013
Figure 94: Google nexus usage or awareness, by demographics, April 2013

Figure 95: Microsoft surface usage or awareness, by demographics, April 2013
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Interaction with brands
Figure 96: Activities done, April 2013

Figure 97: Activities done—iPad, by demographics, April 2013
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