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The consumer verdict: The iPad won’t be mass market in the UK

London, 12 May 2010: The media may love the iPad, but what do consumers think? Mike Stevens,
Director of Simpson Carpenter’s TMT team, wanted to cut through the pre-launch hype to find out.
Four qualitative groups with consumers and an iPad later and the verdict: it’s unlikely to go mass

market - at least not yet.

The consumers who saw the iPad admired its cool. But they weren’t able to find enough rational
argument to justify taking the plunge and parting with at least £500 for one (see chart below). As a
standalone purchase it occupies too much territory already covered by smartphones, PCs, laptops
and traditional media. After months of anticipation and in light of Apple’s reputation for producing
game-changing innovations, consumers were expecting a revolution. Our focus groups revealed that
the consumer verdict is that what they got was incremental change and for most that’s just not
enough. So the conclusion is that the iPad doesn’t appear to have a compelling role for the UK

mainstream.

Of course an impulsive minority will simply have to have it. For them, it’s not about function,
compatibility or improvement but about raw appeal, its sheer magic. Typical of these consumers

was thisresponse“ I t ' s just fantastic. I don’'t need

Simpson Carpenter’s discussions with consumers highlighted two clear reactions: initial excitement
followed by ultimate rejection (the mainstream) or sustained interest built on emotional or

functional benefits (the minority).

But once over the initial excitement, the majority of mainstream consumers struggle to see what it
offers beyond incremental improvements. It’s for business people presenting and taking work home;

it’s for students to replace hard copy textbooks and materials; it’s for commuters to use instead of



spreading their arms with a broadsheet newspaper; but it’s not ‘for me’ and it doesn’t have a clear

role in normal life. The comments below are typical of the responses:

“Everything it does | can do ’'otn meye P Ca mat hmeyr
“1t’"s just a big iPod Touch a big i Phone
And whilst others do see specific, functional benefits, they remain firmly in the minority:
“1 could use it to pr eshemtvyt d acpltioepnt’”s i nst ea
“1"m a phaeatoaddaphaemwnl oad photos straight to
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Source: Simpson CarpentéPadgroups 19" & 22" April 2010

Mike Stevens, Director of Telecoms Media and Technology at Simpson Carpenter who ran the

research, concludes "When the iPhone was launched, it revolutionised an existing category that

people understood. The iPad is at the vanguard of a new category that sits between the computer

and the phone - so it's not surprising that many consumers struggle to see how it could fit in their

lives. Niche groups with specific emotional or functional needs love it; but right now there isn't a

compelling incentive to get mainstream consumers to buy it. Of course this may change once they

see how early adopters use it - but in our view the iPad will take longer to achieve the sales growth

and wider market impact of the iPhone."
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For press enquiries please contact:

Charlotte Herbert, PR Consultant - Greenfields Communications
cherbert@greenfieldscommunications.com Tel: + 44 (0)7870 204242
Lucy Green, PR Consultant - Greenfields Communications

Igreen@greenfieldscommunications.com Tel: + 44 (0)7817 698366

Note to editors

Simpson Carpenter carried out four qualitative groups with consumers in London on April 19th and
April 22nd for their own research purposes. Each of the four groups included six consumers chosen
ranging from early adopters and current iPhone/mac users to those with families to those looking to
upgrade their phone or laptop.

About Simpson Carpenter

Founded by Tom Simpson and Derek Carpenter in 1998, Simpson Carpenter is a leading full service
research agency. The company specialises in providing insight to automotive, retail and technology,
media & telecoms clients in the UK and further afield. Simpson Carpenter offers a full spectrum of
gualitative and quantitative research techniques and is renowned for its ability to use evidence to
provide clear, unambiguous advice, simply stated. www.simpsoncarpenter.com



