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PORTABLE DEVICES

As more and more tech devices come onto the market, UK consumers are faced with increasingly difficult choices

given most do not have sufficiently deep pockets to acquire everything they desire. This report attempts to
understand which portable devices the public desires and how choices are made between them. It also explores how
and where consumers would use these devices and strives to understand broad attitudes and relative purchase
drivers for each portable device.
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We asked our nationally
representative sample
to imagine they own
none of these devices,
but had the money to
buy all of them.

Which factors would
drive your purchase
decision the most?

Where would you be
most likely to purchase
the device?

tionaly favoured among genders and all age ranges. a significantly higher pref-
those aged 16-24. erence than others.
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Which of the following
work or leisure activities
would you ever use the
device for?

62%

said they would choose a
smartphone in their top
three preferences. This was
the most frequent second
choice, and was dispropor-

M Smartphone
[ Laptop

[] Tablet/slate
[ Mini netbook

said they would choose a
laptop in their top three
preferences. 61% would
choose this first, which is
consistent among both

said they would choose

a tablet in their top three
preferences. This was the
most frequent third choice,
with early adopters having

said they would choose a
mini netbook in their top
three preferences.

Tablets do more to open
up a rich multimedia ex-
perience, even on-the-go,
and especially so for video.
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We asked the nationally representative sample some questions to gauge the personal value of portable
devices among the general public. Shown below are the percentages of people who agreed with the
statements.
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My devices help me
stay close to my
friends and family.

Males were more likely
than females to answer
that they like to use de-

vices to personalise and
organise their lives and
that their devices made
them feel good about
themselves.

My electronic de-
vices make me feel
good about myself.

I'd like my phone or
other gadget to replace
my credit/travel cards.

[ rely on my electronic
devices to organise
my life.

[ like to personalise
my devices.

Itis important to me to
be contactable wher-
ever|lam.

Females were more This age group’s engagement was above average for all statements.

likely than males to

feel that their devices
help them stay close
to friends and family.
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This age group’s engagement was above average for all statements.
This age group was only above average for personalising devices.
This age group’s engagement was below average for all statements.

This age group’s engagement was below average for all statements.
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