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CONSUMER PREDICTIONS FOR THE FUTURE OF WEARABLE TECHNOLOGY
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WEARABLES MARKET SHARE BY CATEGORY
PERCENTAGE OF GLOBAL RESPONDENTS WHO OWN AT LEAST
ONE TYPE OF WEARABLE DEVICE

TOP WEARABLES BRANDS BY MARKET SHARE 
MARKET SHARE FOR THE FIRST QUARTER OF 2016

GLOBAL SURVEY OF THOSE WHO OWN AT LEAST ONE WEARABLE DEVICE

PwC 2016 
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WEARABLES PENETRATION BY SELECTED COUNTRY
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TOP MOTIVATIONS FOR USING WEARABLES
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