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The iPad: New Day Or False Dawn?
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Year of the iPad

3HRSOH VHHP WR EH OLNLQJ WKH L3DG«:H-YH VROG RQH HYHL
launched it
Steve Jobs, June 2010

In terms of technology, 2010 has undoubtedly been the year of the iPad.

Announced in January , after several years of rumours, released in the US in April

and nine more markets in May (including Australia) , by the end of July it should be
available in around 20 countries. It has been hailed by many as being the future of
everything from computing to publishing, whilst, as with the iPhone, publishers
and advertisers alike have pounced on the new device, launching apps for their
products and services.

But will the iPad live up  to its hype, and should brands and publishers be falling
over themselves in the way that they are?

As with most things, the answer is a mixture of yes  and no.



