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Abstract

The U.S. tablet market is growing. Since the introduction of Apple’s iPad in 2010,
U.S. tablet sales have steadily trended upward. In fact, iGR estimates that Apple
alone went from 9.8 million iPads sold at the end of 2010, to 28 million sold at
the end of 2011. The U.S. tablet market now includes many players (e.g., Asus,
Amazon, Motorola, Samsung, etc.) and is only expected to continue to grow.

The enterprise arena, in particular, is one area in which tablets are anticipated
to climb. There has been significant press generated by large corporations (e.g.,
Dupont, Wells Fargo, United Airlines, American Airlines, etc.) who are using
tablet devices to improve, augment or replace existing business processes and
practices. But what about the corner market or tech start-up? Are small-to
medium-sized businesses using tablet devices, as well?

This report provides an overview of tablet usage by employees in small-to
medium-sized businesses (SMBs) in the U.S., which iGR defines as a company
with between 10 to 499 employees. iGR conducted said survey in March 2012 to
investigate, at least in part, how employees at SMBs use tablets, if at all, and to
gather details on the tablet brands and operating systems (OSs) being used.

Key questions addressed:

= What are the characteristics of SMBs?

= Whatis a tablet?

=  What is the current state of the U.S. tablet market?

=  What types (brand and OS) of tablets are in use across U.S. SMBs?

=  Which SMB employees are using tablets?

= How are SMB employees using tablets?

=  What connectivity options are SMB tablet users employing?

= Are SMB tablet users activating (and using) mobile broadband services?
= How, if at all, are tablets influencing laptop use across SMBs?

Who should read this report?

=  Mobile operators

= Tablet device OEMs

=  Content providers and distributors, particularly those focused on SMBs

=  Financial analysts and investors.
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