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Just a little over two years ago, I became 
aware of a popular buzz phrase…the 
Consumerization of IT. I was prompted to 
use this phrase to amplify my conviction 

that it was okay for an enterprise-focused 
IT organization to develop a business app 
that was going to be available on the newly 
launched iPad. 

The app, Sales Navigator was being developed 
by our company to help individual sales 
associates and enterprise sales organizations 
increase their productivity through the seamless 
integration of contacts, calendars, and map 
applications. The purpose of the app was and 
is to increase sales and profitability, by helping 
sales teams be more productive.

In the Spring of 2010, we had to make 
several key decision about the development 
and delivery of our app to its intended target 
markets of individual and enterprise sales 
associates. Our strong belief was that the Apple 
iPad and its IOS system were the best device 
and platform to launch our app. However, an 
overarching concern was that the iPad and 
IStore are intensely consumer focused.

Fortunately, the company embraced the 
growing consumerization of IT philosophy 
that business tools could gain exposure on 
what were intended to be consumer devices 
and sold in consumer channels. Even better 
was our choice of the iPad and IOS as Apple 
has emerged as the dominant player in the 
tablet market.

Consumerization of IT
For consumerization of IT to become a reality, 
several major events had to occur. First, the 

consumer experience had to be so good that 
users wanted to have devices that could blend 
their personal and professional lives. Secondly, 
business apps and tools needed to proliferate; 
Third, enterprise organizations, particularly 
IT departments, needed to embrace what 
was just a trendy acronym BYOD aka Bring 
Your Own Device and actually develop and 
implement programs that enabled users to 
bring their personal devices to the workplace

In my opinion, the catalyst for these events to 
begin occurring was the launch of the iPad in 
April 2010. Since that launch, to say that growth 
has been explosive is an understatement.

Based on Gartner and IDC forecasts, 
there are already over 150 million tablets 
in the market place with approximately 11 
million tablets (7%) being used for enterprise 
purposes. While first year sales of tablets was 
16 million devices, sales in 2011 exceeded 
71 million and sales for 2012 are estimated 
to exceed 117 million tablets this year. By 
year end, in just over 27 months since iPad 
launched, over 200 million tablets will be 
in the marketplace. IDC’s Worldwide Tablet 
Tracker forecasts that over 1 billion tablets will 
have been sold worldwide by the end of 2016.

At that point, IDC estimates tablet sales 
for enterprise use will be increased from 7% 
of total sales today to 35% in 2016. While 
all these sales cannot be defined as direct 
enterprise purchases, Gartner experts expect 
that many of these future tablet sales will be 
part of BYOD programs that enable tablet 
owners to use their personal devices at work. 

Clearly this growth has implications and 
challenges for IT organizations and vendors. 

Carol Milanesi, research Vice President at 
Gartner said the following, “This (BYOD) 
poses a big threat to vendors that thought 
about focusing on the enterprise market, they 
will now have to be appealing to consumers 
as well. Tablets were created for consumers 
first and then must rely on an eco system of 
applications and services that make them more 
manageable in the enterprise”

While smart phones paved the way for 
bringing personal devices to the workplace, 
Tablets validated and accelerated the 
implementation of BYOD from a trendy 
acronym to a necessary corporate initiative.

Usability Is Key
Industry experts offer many reasons why the 
tablet has become such a game changer for 
personal and professional use. But one reason 
keeps coming to the forefront and that is the 
User Experience that tablets provide. When 
Apple launched the iPad, it forever changed 
user expectations of how they wanted to 
access, create, and share information.

Enterprise users want the magic of the 
consumer experience combined with the 
functional capabilities that are required in 
their specific workplace environments.

According to industry pundits, key to the 
magical experience that users want is that size 
matters…screen size that is. With a screen 
display of 9.7 inches, the iPad proved to be 
right sized and it became the role model for 
all the 7-10 inch tablets that were to come 
including the recently launched iPad Mini. 
Other key features that help create outstanding 
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user experiences include Retina displays, HD 
screens, WiFi capable, and 4G speeds.

As Forrester CEO Gary Foster points out, 
it also helps that the iPad 2 and its successors 
have at least the equivalent capability of a 1986 
Cray Super Computer, which at that time cost 
approximately $10 million. With most current 
tablets retailing between $200 to $800, they 
are providing a great value to purchasers.

While no single feature is enough to drive the 
significant and sustainable growth of tablets, 
it is the combination of these features and 
attributes that continue to fuel user demand 
for similar experiences in the workplace and 
is helping making tablets transformative 
business tools.

Another key factor that cannot be overstated 
in the success of tablets is the increased use 
of Cloud services that allowed companies 
to move more quickly and more flexibly in 
deploying new apps and services.

Against this background of increasingly 
demanding users, rapidly changing technology, 
explosive growth, and BYOD initiatives what 
should the IT community both vendors and 
corporate IT be thinking about?

Embracing the Trend 
From a user perspective and as the leader of an 
IT marketing and sales team, I am hoping and 
recommend that IT embraces consumerization 
and BYOD programs with confidence and 
turns it into a competitive advantage for their 
companies and/or their clients.

I believe it is critical that IT takes the lead 
in balancing the needs of their companies 

with the needs of their employees. Tablets as 
well as other tools must be part of an overall 
company strategy and not just used as a 
series of tactical events. Without a strategic 
approach, the consumerization of IT can 
create security risks, financial exposure and 
inefficient management processes.

I am pleased to see that IT professionals 
and IT Departments are stepping up to meet 
the requirements of their business partners 
in functions such Marketing, Sales, HR and 
Customer Service. According to the Yankee 
Group, there have been dramatic changes 
in attitudes about BYOD. In 2011, 57% of 
IT decision makers said they would actively 
discourage or prohibit the use of non approved 
apps/devices. Just one year later, over 60% 
of the same decision makers now allow 
employees to use their personal apps/devices 
in the workplace.

With this continued and growing acceptance 
and support of IT professionals, it appears 
very likely that the IDC forecast of over 
200,000,000 tablets used for enterprise 
purposes by 2016 can become a reality. 

Transformational change for many functions 
has already begun and will accelerate as IT 
helps Secure, Deploy, and Manage these tools 
that allow users to blend their personal and 
professional lives.

The Major Players
From a tablet industry perspective, there are 
currently three major players, Apple with its 
iPads and IOS platform, Google with its Android 
platform that is available across multiple brands/
versions such as Amazon Kindle, Samsung 

Galaxy, Google Nexus and Asus Transformers 
and the latest tablet entrant the Microsoft 
Surface and its Windows platform.

Based on IDCs Worldwide Tablet Tracker, 
Apple currently dominates the market with 
a 60 share, followed by Google’s Android 
devices with a 35 share and then Microsoft 
with a 4 share. With the Microsoft Surface 
just launching in late October, only time will 
tell if this tablet will get increased enterprise 
penetration since most enterprises are already 
on a Windows platform. IDC predicts some 
market share changes by 2016 with Microsoft 
growing to an 11 share and Apple and Google 
slipping to 58 and 30 share points, respectively. 

Clearly, it will be a battle of three tech 
titans Apple, Google, and Microsoft in this 
fast growing tablet market. However, there 
should also be significant opportunities for 
other IT players that can help support the 
secure development, deployment, integration, 
and management of personal tablets that will 
also be used for business purposes. Users 
should also be big winners as companies 
compete for their business and continually 
improve user experiences. 

 In summary, it is amazing to think that there 
was no real enterprise tablet market less than 
three years ago. Sure there were notebooks 
and similar devices but they were just smaller 
versions of the PC. These products did not 
provide the great user experience that we 
now expect from tablets. So what started just 
several years ago as something referred to as 
the consumerization of IT, then evolved into 
BYOD programs could, in fact, become over a 
$50 billion enterprise tablet market by 2016.  n
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