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Abstract

When Apple introduced its initial iPad in 2010, it sparked an entirely new
category of mobile devices. Today, tablet sales across U.S. users are growing,
and tablets are inching their way into the classroom, workplace, and home. In
addition, with users demanding more and more connectivity and content,
tablets appear poised to continue on their upward trajectory into the future.

Yet, in the U.S. tablet use varies by demographic variables. iGR has consistently
found that younger, well-off college graduates tend to buy tablets, but also that
those in urban (including suburban) regions, tend to be buying more tablets as
compared to their rural counterparts. As such, we sought to examine the state
of rural tablet sales within the U.S. market and provide our predictions as to
that specific group of users and what they are likely to purchase in the future.

As time goes on, will rural users in the U.S. adopt tablets? And if so, what types
of tablets will they buy?

The following report discusses iGR’s forecast of U.S. tablet sales from 2011-2016,
specifically in terms of rural users.

Key Questions Addressed:
=  Whatis a tablet device?

=  What tablets (both in terms of OEM and operating system (OS)) are in use
across U.S. users?

= How many tablets were sold in the U.S. in 2010 and 20117
=  How many tablets will be sold in the U.S. from 2011-20167

=  What share of U.S. tablet sales will be attributable to urban (includes
suburban) users from 2011-20167

=  What share of U.S. tablet sales will be attributable to rural users from 2011-
20167

=  What tablet operating systems (OSes) are likely to be in use by rural users?
=  What device trends will impact U.S. tablet sales from 2011-2016?

This report is recommended for:

= Cellular carriers, particularly those in regional/ smaller markets in the U.S.
= Private/ Independent mobile device retailers with U.S. customers

=  Mobile device OEMs interested in the U.S. market

Distribution of this report outside of your company or organization is strictly prohibited. Copyright © 2012 iGillottResearch Inc. 1



= Mobile software developers creating content for U.S. end users

= Financial and investment analysts.
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