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“The tablet market has been under the spotlight, as well as
that for smartphones, to catch consumers’ evolving
lifestyles and their strong demand for mobility and

convenience. Apple has been innovative with its well-
established ecosystem, but Android and Windows tablets

are catching up with more players involved and more
models launched.”

– Can Huang, Senior Research Analyst

This report looks at the following areas:

• Who will lead the future tablet market growth?
• Do people need a tablet for everyday use?
• What does the future hold for tablets in terms of software and hardware development?

Since 2010 the category has seen constantly growing share of the total PC market. The expansion is at
the expense of both desktops and laptops, with desktops particularly vulnerable.

As the category creator, Apple leads the market in both volume and value terms. Also due to the
brand’s dominance, the China tablet market is rather concentrated with the top 10 brands occupying
over three quarters of market volume share in 2014.

Brands and companies should focus on both functional and emotional benefits demanded by tablet
users. It is important to keep tablets equipped with latest technology as well as keeping the devices
fashionable to use.

Report Price: £2463.80 | $3990.00 | €3129.79

Tablet Computers - China - November 2014

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

DID YOU KNOW? This report is part of a series of reports, produced to provide you with a
more holistic view of this market

reports.mintel.com © 2015 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

http://reports.mintel.com//display/store/680631/
mailto:reports@mintel.com


Table of Contents

Definition

Exclusions

Methodology

Abbreviations

The market
Figure 1: Tablet computer sales and growth rate, by volume, 2009-14 (est)

Figure 2: Desktop, laptop and tablet computer sales, by volume share, 2009-14 (est)

Companies and brands
Figure 3: Three top players in mobile phone, tablet, desktop and laptop markets, by volume share, 2013

Figure 4: Top tablet computer companies, by volume share, 2012-14 (est)

The consumer

The consumer – Ownership of tablet computers
Figure 5: Ownership of tablet computers, August 2014

The consumer – Brands, price range and screen size of tablet computers
Figure 6: Brand of tablet owned by consumers, August 2014

Figure 7: Price of tablet owned or have access to, August 2014

Figure 8: Screen size range of tablet computers, August 2014

The consumer – Usage occasions of tablet computers
Figure 9: Usage occasions of tablet computers (out-of-home), August 2014

The consumer – Attitudes towards tablet computer brands and information sources
Figure 10: Attitudes towards tablet computer brands and information sources – Online information sources, August 2014

The consumer – Important factors for choosing tablet computers
Figure 11: Important factors for choosing tablet computers – Rank 1, August 2014

The consumer – Desired features consumers look for
Figure 12: Desired features consumers look for, August 2014

The consumer – Attitudes towards tablet computers
Figure 13: Attitudes towards tablet computers, August 2014

The consumer – Segmentation

Key issues

Who will lead future tablet market growth?

Do people need a tablet for everyday use?

What does the future hold for tablets in terms of software and hardware development?

What we think

Introduction

Executive Summary

Issues and Insights

Report Price: £2463.80 | $3990.00 | €3129.79

Tablet Computers - China - November 2014

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533 Brazil 0800 095 9094
Americas +1 (312) 943 5250 APAC +61 (0) 2 8284 8100
EMAIL: reports@mintel.com

reports.mintel.com © 2015 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

http://reports.mintel.com//display/store/680631/
mailto:reports@mintel.com


Who will lead the future tablet market growth?

The facts

The implications

Do people need a tablet for everyday use?

The facts

The implications

What does the future hold for tablets in terms of software and hardware development?

The facts

The implications

All synchronised

One device for all

Reviews come first

Key points

Computer market in China still grow rapidly
Figure 14: Total computer sales, by volume, 2009-14 (est)

Tablets are the major growth engine
Figure 15: Desktop, laptop and tablet computer sales, by volume, 2009-14 (est)

Figure 16: Desktop, laptop and tablet computer sales, by volume share, 2009-14(est)

Tablets are becoming more affordable
Figure 17: Tablet computer sales in China, by value, 2010-14 (est)

Figure 18: Average prices for tablet computers, 2009-14 (est)

Market drivers

Increasing demand for portability

Entertainment hub alternative to laptops and desktops

Improved affordability
Figure 19: Average prices of desktop/laptop and tablet computers, 2009-14 (est)

4G further boosts connectivity for tablets

The uncertainty

Existence of white box tablets

Growth barriers

Cannibalisation from thriving smartphones
Figure 20: Non-smart phones and smartphones split, by volume share, 2008-13

“Identity” crisis – The need of exclusivity
Figure 21: Number of types of computers owned, May 2014

A healthy ecosystem still under construction

Lack of innovation leads to low upgrade potential

Looking forward

Trend Applications

Market Size and Forecast

Report Price: £2463.80 | $3990.00 | €3129.79

Tablet Computers - China - November 2014

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533 Brazil 0800 095 9094
Americas +1 (312) 943 5250 APAC +61 (0) 2 8284 8100
EMAIL: reports@mintel.com

reports.mintel.com © 2015 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

http://reports.mintel.com//display/store/680631/
mailto:reports@mintel.com


Key points

The golden triangle for PCs and mobile phones
Figure 22: Three top players in mobile phone, tablet, desktop and laptop market, by volume share, 2013

Apple dominates the tablet market…
Figure 23: Top tablet computer companies, by volume share, 2012-14 (est)

…and way ahead of second-placed Samsung

Local companies’ lower-cost tablets are expanding

Premium poisoning ensures even high value share for Apple
Figure 24: Top tablet computer companies, by value share, 2012-14 (est)

Key points

Microsoft launches “laplet” aiming to replace laptops

Asus blurring product line among smartphones, tablets and laptops

Tablets for kids and younger users

Gesture control – The next big thing?

Apple Inc.

Latest developments

Samsung Group

Latest developments

Microsoft Corporation

Latest developments

Lenovo Group Limited

Latest developments

Asustek Computer Inc.

Latest developments

Xiaomi Inc.

Latest developments

Other smaller players

Shangke Group

Onda Technologies, Inc.

Shenzhen Alldo Cube Technology and Science Co., Ltd.

Key points

High usage rate with room to improve on ownership
Figure 25: Ownership of tablet computers, August 2014

Great potential for future tablet purchase among people in their 20s

Market Share
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Figure 26: Ownership of tablet computers, by gender and age group, August 2014

High income and education levels boost ownership
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Larger tablets appeal more to high income users
Figure 44: Screen size of tablet computers, by monthly personal income, August 2014
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Most tablet users use the product both in and out of home
Figure 45: Usage occasions of tablet computers, August 2014
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People with higher education levels have stronger needs for utilising fringe time
Figure 49: Usage occasions of tablet computers, by education level, August 2014
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Product reviews significantly impact product choice
Figure 50: Attitudes towards tablet computer brands and information sources – Online information source, August 2014
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Figure 52: Attitudes towards tablet computer brands and information sources – Online information source, by children in household,
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Figure 53: Attitudes towards tablet computer brands and information sources – Product recommendation, August 2014

Consumers with higher education level seek information via more channels
Figure 54: Attitudes towards tablet computer brands and information sources – Online information source and product
recommendation, by education level, August 2014

Appealing adverts are important in marketing premium tablets
Figure 55: Attitudes towards tablet computer brands and information sources – Product recommendation, by price of tablet owned,
August 2014

More effort needed to increase brand loyalty
Figure 56: Attitudes towards tablet computer brands and information sources – On brand switching, August 2014
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Being fast and responsive is top of mind
Figure 57: Important factors for choosing tablet computers – Rank 1, August 2014

Processing ability consistently comes top for choosing desktops, laptops and tablets
Figure 58: Top five factors for choosing desktop and laptop computers and tablet computers – Rank 1, May 2014 and August 2014

High-resolution display and lightweight are more important for high earners
Figure 59: Important factors for choosing tablet computers – Rank 1, by monthly personal income, August 2014
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Synchronisation is in high demand
Figure 60: Desired features consumers look for, August 2014

International brand users look for more on software enhancement
Figure 61: Desired features consumers look for, by brand of tablet owned, August 2014

Consumers focus on various features on different price level tablets
Figure 62: Desire features consumers look for, by price of tablet computers owned, August 2014
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Tablets provide both functional and emotional fulfilments
Figure 63: Attitudes towards tablet computers – Functional and emotional, August 2014

People with higher income are more demanding
Figure 64: Attitudes towards tablet computers – Functional and emotional, by monthly personal income, August 2014

Tablets find advantage when out and about, further boosted by compatibility with smartphones
Figure 65: Attitudes towards tablet computers – Tablets versus laptops and smartphones, August 2014

Young and low income people find tablets particularly difficult to use for work
Figure 66: Attitudes towards tablet computers – Tablets versus laptops and smartphones, by age and monthly personal income, August
2014

More than half of respondents will not upgrade when new tablet model is out
Figure 67: Attitudes towards tablet computers – Upgrade, August 2014

Domestic brands have further opportunity to compete with international brands
Figure 68: Attitudes towards tablet computers – Brand, August 2014

People in their 20s pay more attention to brand but are more easily confused by various tablet models
Figure 69: Attitudes towards tablet computers – Brand, by age and city tier, August 2014

Key points

Consumer segmentation
Figure 70: Target groups, August 2014

Pro-tab (19% of sample)

Casual Users (32% of sample)

Deal Seekers (21% of sample)

Demotivated (28% of sample)
Figure 71: Attitudes towards tablet computers, by consumer segmentation, August 2014
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The Consumer – Attitudes towards Tablet Computers

The Consumer – Segmentation

Appendix – The Consumer – Ownership of Tablet Computers

Appendix – The Consumer – Brands, Price Range and Screen Size of Tablet Computers

Report Price: £2463.80 | $3990.00 | €3129.79

Tablet Computers - China - November 2014

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533 Brazil 0800 095 9094
Americas +1 (312) 943 5250 APAC +61 (0) 2 8284 8100
EMAIL: reports@mintel.com

reports.mintel.com © 2015 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

http://reports.mintel.com//display/store/680631/
mailto:reports@mintel.com


Figure 77: Other brand of tablet computers, by demographics, August 2014
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Figure 111: Attitudes towards tablet computers, August 2014

Figure 112: Agreement with the statement ‘It is difficult to tell the difference between different tablet models under the same brand’,
by demographics, August 2014
Figure 113: Agreement with the statement ‘It is not necessary to upgrade the tablet once a new model is launched’, by demographics,
August 2014
Figure 114: Agreement with the statement ‘Compared to desktops/laptops, tablets need upgrading more frequently’, by demographics,
August 2014
Figure 115: Agreement with the statement ‘Tablets from domestic brands are as appealing as tablets from international brands’, by
demographics, August 2014
Figure 116: Agreement with the statement ‘It does not matter which brand of tablet to use as long as it can meet my needs’, by
demographics, August 2014
Figure 117: Agreement with the statement ‘Using a tablet is fashionable’, by demographics, August 2014

Figure 118: Agreement with the statement ‘It is important to see latest technological developments are implemented on tablets’, by
demographics, August 2014
Figure 119: Agreement with the statement ‘The functions of tablets I am currently using can satisfy my daily usage needs’, by
demographics, August 2014
Figure 120: Agreement with the statement ‘It is necessary for a tablet to be compatible with smartphones’, by demographics, August
2014
Figure 121: Agreement with the statement ‘Hybrid laptops can replace tablets’, by demographics, August 2014

Figure 122: Agreement with the statement ‘Tablets are more convenient when out and about than hybrid laptops’, by demographics,
August 2014
Figure 123: Agreement with the statement ‘It is difficult to work on tablets’, by demographics, August 2014

Figure 124: Target groups, August 2014
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Figure 130: Attitudes towards tablet computers, by target groups, August 2014

Appendix – The Consumer – Attitudes towards Tablet Computers

Appendix – The Consumer – Further Analysis

Report Price: £2463.80 | $3990.00 | €3129.79

Tablet Computers - China - November 2014

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533 Brazil 0800 095 9094
Americas +1 (312) 943 5250 APAC +61 (0) 2 8284 8100
EMAIL: reports@mintel.com

reports.mintel.com © 2015 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

http://reports.mintel.com//display/store/680631/
mailto:reports@mintel.com

	Tablet Computers - China - November 2014
	Report Price:
	The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.

	Table of Contents
	Introduction
	Executive Summary
	Issues and Insights
	Trend Applications
	Market Size and Forecast
	Market Share
	Who’s Innovating?
	Companies and Brands
	The Consumer – Ownership of Tablet Computers
	The Consumer – Brands of Tablet Computers Owned
	The Consumer – Price Range of Tablet Computers Owned
	The Consumer – Screen Size of Tablet Computers Owned
	The Consumer – Usage Occasions of Tablet Computers
	The Consumer – Attitudes towards Tablet Computer Brands and Information Sources
	The Consumer – Important Factors for Choosing Tablet Computers
	The Consumer – Desired Features Consumers Look for
	The Consumer – Attitudes towards Tablet Computers
	The Consumer – Segmentation
	Appendix – The Consumer – Ownership of Tablet Computers
	Appendix – The Consumer – Brands, Price Range and Screen Size of Tablet Computers
	Appendix – The Consumer – Usage Occasions of Tablet Computers
	Appendix – The Consumer – Attitudes towards Tablet Computer Brands and Information Sources
	Appendix – The Consumer – Important Factors for Choosing Tablet Computers
	Appendix – The Consumer – Desired Features Consumers Look for
	Appendix – The Consumer – Attitudes towards Tablet Computers
	Appendix – The Consumer – Further Analysis



