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One became many: the tablet market stratifies
Deloitte predicts that in the first quarter of 2014, the
installed base of compact tablets (with screens smaller
than 8.5 inches) will surpass the base of classic tablets
(8.5 inches and larger) for the first time. By the end of
Q1 2014, we expect the base of compact tablets to
be 165 million units, slightly ahead of the classic tablet
base, with 160 million62. Compact tablets will have
taken segment leadership within about 18 months of
the first mass‑market models (with sales of at least five
million units) coming to market, and within four years
of the launch of the modern tablet category. The surge
in compact tablet sales is accompanying a stratification
of the tablet base, similar, but possibly ultimately more
profound to that experienced in the smartphone market in
the last two years63.
In 2014, the tablet market is likely to comprise an ever
more diversifying range of devices, with key differences
aside from size, being weight, processor speed, memory
capacity and price. Each tablet model’s combination of
attributes will determine the likely users and patterns
of usage.
Differences in screen area have major implications on
the usability of content: a 10-inch tablet has 50 percent
greater screen area than an eight-inch tablet, and may
have double the screen area of a seven-inch tablet64.
Most web pages designed for access on a PC render
well on a 10-inch tablet, especially ones with a high
resolution screen. As of year‑end 2013, the majority of
websites are designed for PCs, and PC web page views
represented the majority of page views in most regions,
including those with high tablet and smartphone
penetration. However the same page may be hard to
read when viewed on an eight-inch screen, and is even
more challenging to read on a seven-inch screen.

Screen size becomes particularly critical for applications
that require form filling such as e‑commerce, and has
implications for watching video, with smaller standardresolution devices less suited for long‑form video.
Screen size also has a bearing on the weight of tablet
models. The median weight of the installed base of
10-inch tablets is about a third heavier than for eightinch devices, and about double the weight of a typical
seven-inch device65. The weight, as well as the size,
influences how devices are likely to be used66. Smaller,
compact devices are more likely to be carried around;
the classic tablet, while perfectly portable within homes,
venture outdoors less frequently. Weight also affects
the suitability of each tablet model for different genres
of games. Smaller and lighter tablets may be better for
games that use motion sensors, and require moving the
device around. Larger devices may tire the user out, but
their larger screens are more suited to board and strategy
games. Smaller, cellular‑equipped tablets may also be
more apt for enterprise e‑mail usage: they add less
weight to an already congested briefcase or bag.
Compact tablets are generally lower‑priced, as
vendors of smaller tablets are likely to have different
business models than those selling larger tablets67.
Retailer‑branded tablets are likely to be sold at or near
cost, with monetization resulting from product sales
generated by the device68. The lower price of compact
tablets is a principle driver of their adoption. But a lower
price also implies lesser specifications, and along with
that a more limited capability. For example, processor
speed also affects ability to play graphics intensive
games69. Figure 3 provides an indication of what each
level of spend offers.
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The growing range of tablets is leading to a diversifying
ownership profile. Owners of the first tablets tended to
be relatively prosperous, that is individuals who could
afford a $500 tablet in addition to a laptop computer.
These individuals tended to have a higher propensity
to purchase online70. More recent owners of tablets
include those for whom the tablet replaces an existing
device, such as a handheld games console, or a netbook
computer. These owners may be far less likely to use
e‑commerce, and in some cases may rarely use their
tablets to go online, as the device’s primary function
may be to play games. Owners of lower‑priced compact
tablets may be much less inclined to buy apps and
content, and make other purchases via their devices.
The inclination to engage in these activities may be
limited by lower levels of user literacy with digital
devices, and perhaps age – many low‑cost compact
tablets are purchased for children as substitutes for
dedicated portable games consoles71.

The widening array of tablet form factors and price
may also encourage ownership of more than one
tablet. In developed markets, on average 20 percent of
consumers own both a large and a compact tablet (see
Figure 4). Whilst some of these are early adopters who
would typically sample any exciting new product, many
more have two tablets for a reason. Oftentimes the
second, smaller tablet – being more portable – is used
on the move, whereas the larger device stays at home,
used for more visually demanding tasks such as games
and video. In other cases, one device is for work, the
other for personal use. In still further cases, one device is
shared with other family members, the other is uniquely
personal.

Figure 4: Medium tablet owners that own or have access to a large tablet
Question: Which, if any, of the following portable devices do you own or have ready access to (tablets)?
Proportion of medium tablet owners having a large tablet
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Bottom line
Tablets have gained popularity with extraordinary speed, and manufacturers will have to work hard to stay on top of the evolution
of the market. There appear to be more users and use cases for tablets than many had imagined. Getting the balance of form,
function and price right will likely be a moving target during 2014, especially at the lower end of the market. Whereas the large
tablet market has generally been highly lucrative for manufacturers, the surge in smaller low‑cost models may dilute levels of income
and profitability. Manufacturers should research usage carefully, so as to understand users’ needs and expectations across the whole
category, and design devices that comprise only the components that are necessary. A first time buyer is more likely to become a
repeat purchaser if their first device performs well in terms of battery life and screen quality, even if that comes at the expense of
integrated GPS or a massive hard drive.
Apps developers and website owners need to research in more detail how users of different types of tablet interact with content,
and which legacy features frustrate. They should note that there is a substantial variance in screen size, which will impact interface
design. As more web access moves to the touch screen, the size, shape and function of HTML links, buttons and other features will
likely need to adapt.
Mobile carriers need to identify which models of tablet are most likely to be used over a cellular network. The compact premium
tablet may be the most suited to a cellular subscription in 2014. Their size makes them more likely to be carried around and used on
mobile networks; their owners are more likely to be able to afford an additional mobile data subscription. In some markets, tablets
could be added to pooled usage tariffs, with various devices using one monthly data bundle. For Wi‑Fi only tablets, owners could be
encouraged to pair these with their smartphone’s tethering capability. This is not as elegant as having integrated mobile broadband,
but it works, even if it can drain the host smartphone’s battery. For everyone else, mobile operators with hot‑spots could offer access
to their network.
Fixed operators with no mobile coverage could also target Wi‑Fi only tablet owners by offering them access to their Wi‑Fi hot spot
networks, either as a separate subscription, or as a feature within existing fixed line services subscriptions. Tablets are often used
when stationary, and Wi‑Fi capacity should be located wherever people tend to linger, such as shopping malls and train stations.
Marketers should consider how to vary strategy by tablet model. In some regards, advertising on smaller tablets is harder. When the
average screen size for a tablet was over nine inches they generated around $7 advertising income, per device, per annum72. As the
average screen size falls, display ad revenue may be impacted, but not necessarily negatively, as the greater portability of compact
tablets may increase hours spent with these devices.
Content providers should focus specific attention on where, when and why different form factors are used. Larger devices lend
themselves to movies, video and television; smaller devices tend to be used more commonly for text such as the web, books and
magazines. As the tablet becomes more mainstream and widespread, entirely new content formats may be warranted; but as a basic
minimum, optimizing existing formats for different form factors will likely be required.
Enterprise CIOs should assume that falling prices and increasing capabilities of tablets mean that they are more likely to be used in a
work capacity73. The right approach depends on each company’s specific context. For some, the right answer may be to block access
by any device not provisioned by the IT department. For other companies installing strong authentication solutions and partitioning
tablets to have separate professional and personal areas is the solution.
Companies with field force departments should also constantly review the growing range of tablets launching on the market, to
assess whether a combination of a consumer‑oriented device, combined with a robust case, costing a few tens of dollars, may be
sufficiently resilient to be suitable for use for staff working outside of office environments (for more information, see the 2014
Prediction: Ruggedized devices at $250: reinventing the business case for mobile field force).
Limited storage means less room for apps and content, and lower processor speeds often means apps running slowly, or not at all.
Low screen resolution often means pixelated video and poorly rendered images and text. While some consumers, especially younger
ones, may have low expectations and will be satisfied with such performance, for many consumers, the low‑cost tablet will represent
a false economy.
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