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SYNOPSIS   

 

Smart Watch and Beyond: 

New Mobile Experiences 

analyzes current adoption 

and purchase patterns for 

smart watches, including 

prices paid, brands 

purchased, retail channels, 

and purchase 

considerations. It assesses 

current demand for smart 

watches and smart watch 

features and it analyzes 

consumer preferences, 

particularly with regard to 

smartphone and app 

interoperability. 

 

ANALYST INSIGHT    

“The market for smart watches is definitely heating up, and fitness applications are one of the key drivers of adoption.” 

― John Barrett, Director, Consumer Analytics, Parks Associates 
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