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th a series
i ;‘ ; of high-decibel
launches in the

past one year, tablet PC is the
new buzz word in the world
of technology. A recent sur-
vey conducted by US-based
firm Yankee group expects
the global tablet market to
soar to 346 billion by 2014,
Closer home, more than 13
brands have already made a
presence in the market with
over 30 different models rang:
ing between Bs3,500and Rs
42,000,

Samsung India, one of the
major playersin the segment,
maintains tablets are the key
foeus area and a prime cate-
gory for the company. Ramjit
Yadav, country head, Mobile &

Tablet PCs grow popular with consumers

The sale of tablets in India is expected to be at par with that of laptops by

2013, even as experts doubt the utility of the product.

IT, Samsung India said: “The
Indian marketis growingata
phenomenal pace and com-
pany estimate suggests close
55 million tabs will be sold by
the end of 2011, Samsung isal-
ready targeting a 50% share of
the Indian tablet market this
year.”

“Since its first launch in
2010, tablets have had asteady
growth in the market. By the

end of 2013, the sales of tablets
are expected to be at par with
that of laptops,” said Pearl
Uppal, CEO and co-founder
of fashionandyou.com.

Asus India, another ma-
jor player in the segment,
claims it is regularly updat-
ing its tablet range for the
competitive Indian market.
“The tablet market in India

is zooming amazingly. There

is a stiff competition with the
introduction of low-priced
tablets; they're within any-
one's grasp. The wide spread
acceptance and considerably
advanced features and Facili-
ties has certainly proved out
to be a boon for the expand-
ing tablet marlket,” said Alex
Huang, country head, system
business group, ASUS (India)

* Suneet Singh Tuli, CEO

Datawind, which is manu-
facturing Aakash, the world's
cheapest tablet, said: “Tablet
PC market in India is quickly
picking up the pace in terms
of adoption. Analysts were
projecting the tablet market
in India to be a mere 250,000,
as recently as twomonths ago.
However, the government of
Indiais hoping to put between
10-12 million devices in the
hands of students across In-

dia by the end of 2012,"

Global chipmaker Intel is
also warming up to the tab-
let market. The company is
expected to roll out its next-
generation Atom processors
for tablets and smart phones
by next year.

Interestingly, users and
industry experts are divided
on the popularity of tablets.
While some maintain that
there is no particular utility
of tablets, others believe the
product seamlessly bridges
the gap between smart phones
and computers.

“Unlike smart phones which
highlighted aclear benefit for
the consumers and therefore
becamea relevant gadget, tab-
lets are still to establish its rel-
evance. Most tablet consumers
arenot sure about the purpose
of this device, therefore its

role iz still undefined. Tablet

manufacturers need tomake  would take up the place of my |
the product morerelevantfor  laptop. However, now [useit
consumers through theirfea-  only as an entertainment de-
tures,” said technologyexpert  vice when Lam travelling,” = |
Anmol Kapoor. However, several others re-
“It (the agpressive market-  tort the claim by saying that

ing strategy used by most
companies) is just a hype to
create demand for tablets, as
practically very less peopleare
usingit. Carrying ascreen big-
ger than your mobile phoneis
aproblem, but on the contrary
tablets are handy as compared
to laptops. People need to get
used to that fact,” Ankit Lam-
ba, editor-in-chiefof Av Beat,
a BeBmagazine highon audio
visuals.
Thirty-two-year-old bank
executive Dinesh Kumar,
who has been using a popu-
lar tablet for the last two years,
echoes a similar sentiment. “T

Subhash Choubey. STablet

bought my tablet thinking it

tablet is the best device in the
era of convergence. “It has
become very popular with my
entire family. [ useit for my of-
ficework and my kids useit for
games. The screen sizeis very
user-friendly;”said tabletuser |




