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ANALYST INSIGHT

“Consumer storage habits are complex but convenient. Personal photos and videos become stored in a variety of locations through
the process of creating and sharing content. This method of backing-up content is convoluted and incomprehensive, but it is
convenient and it partially safeguards the consumer from hard drive crashes. The storage needs of these consumers are thus very
different from the needs of traditional users that have most of their content stored in a single, vulnerable location.”

— John Barrett, Director, Consumer Analytics, Parks Associates
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