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O
verview

 of G
lobal Sm

art Hom
e Product M

arket
Definition and Classification of Sm

art Hom
e Product 

Source: Frost &
 Sullivan

D
efinition of Sm

art H
om

e Product 
•

Digitalhom
e

and
sm

art
hom

e
solutions

represent
the

early
stages

ofSm
art

Hom
e

product
developm

ent.An
Sm

art
Hom

e
product

refers
to

an
intelligent

hom
e

ecosystem
designed

to
em

pow
er

end
usersby

enabling
w

hole-hom
e

netw
ork

coverage
and

seam
lessdevice

integration.Itleveragesvoice
interaction

(e.g.,sm
artspeakers),visualinteraction

(e.g.,cam
eras),and

environm
entalsensing

(e.g.,
W

i-Firouter-based
sensing

algorithm
s)

to
coordinate

w
ith

Sm
art

Hom
e

devices
such

as
O

TT
devices

and
sm

art
projectors

—
delivering

an
intelligent,collaborative,and

seam
less

hom
e

experience.
Beyond

front-end
devices

and
applications,Sm

artHom
e

products
also

include
essentialsystem

platform
s

and
infrastructure

to
ensure

deeply
intelligentand

scenario-based
userexperiences.Based

on
the

product
types

offered,
Sm

art
Hom

e
products

include
Sm

art
Hom

e
devices,

Sm
art

Hom
e

infrastructure,
and

Sm
art

Hom
e

system
platform

s.
Sm

art
Hom

e
devices

includes
O

TT
devices,

sm
art

projectors,sm
artspeakers,sm

artcam
eras,sm

artdoorlock
and

othersthatare
equipped

w
ith

AIcapabilitiessuch
asvoice

interaction,visualinteraction
and

othersto
interactw

ith
usersin

hom
e

spaces.
For

exam
ple,products

like
stream

ing
m

edia
term

inals
w

ith
features

such
as

real-tim
e

subtitles
and

translation,AI-driven
audio

separation,gesture
recognition

control,real-tim
e

AIvideo
content

analysis
w

ith
related

recom
m

endations,and
AI-enhanced

U
HD

im
age

quality
reconstruction,cam

era
w

ith
features

such
as

visualanalysis
thatenables

cross-device
proactive

reposes,allfallunderthe
category

ofAIhom
e

devices.AIinfrastructure
includes

hom
e

gatew
ay

and
routers,w

hich
provides

the
foundation

forthe
w

hole-hom
e

netw
ork

coverage
and

synchronization
am

ong
differentdevices

and
system

platform
s.

For
exam

ple,
products

like
optim

al
netw

ork
term

inals,
routers,

M
odem

w
ith

features
such

as
environm

ental
aw

areness,
proactive

netw
ork

optim
ization,

and
AI

agent
collaboration,allfallunder

the
category

of
AIhom

e
infrastructure.Sm

art
Hom

e
system

platform
s

offers
a

unified
m

anagem
ent

interface
that

connects
diverse

devices
to

enable
personalized

and
seam

less
interactions,w

hile
also

creating
opportunities

forvalue-added
services

such
as

video
entertainm

ent,online
shopping,m

usic
stream

ing
and

am
ong

others.Forexam
ple,products

like
hom

e
AI

agentpow
ered

by
generative

AItechnology,O
TT

m
edia

stream
ing

platform
,allfallunderthe

category
ofAIhom

e
system

platform
s.

•
Technologies com

m
only adopted in AI hom

e solutions include hardw
are-accelerated AI-SR technology, w

hich enables real-tim
e AI m

odel inference on each video fram
e for pixel reconstruction and 

quality enhancem
ent w

ith ultra-low
 latency; real-tim

e auto-focus and auto-keystone correction technology, w
hich autom

atically adjusts settings to optim
al levels w

ithout m
anual intervention; voice 

em
otion recognition, capable of advanced em

otion detection by analyzing acoustic features such as tone and speech rate to deliver m
ore em

pathetic responses; and AI agent related technologies, 
w

hich integrate all connected devices to provide a holistic understanding of the hom
e environm

ent and proactively take action.


Based
on

the
producttypesoffered,Sm

artHom
e

productsinclude
Sm

artHom
e

devices,Sm
artHom

e
infrastructure,and

Sm
artHom

e
system

platform
s.

Classification of Sm
art H

om
e Product 


Sm

art
Hom

e
devices

includes
O

TT
devices,

sm
art

projects
and

others
that

are
equipped

w
ith

AI
capabilities

such
as

voice
interaction,

visualinteraction
and

othersto
interactw

ith
usersin

hom
e

spaces.

Sm
art Hom

e devices
Sm

art Hom
e infrastructure

Sm
art Hom

e system
 platform

s


AI

infrastructure
includes

hom
e

gatew
ay

and
routers,

w
hich

provides
the

foundation
for

the
w

hole-hom
e

netw
ork

coverage
and

synchronization
am

ong
different

devices
and

system
platform

s.


Sm

art
Hom

e
system

platform
s

offers
a

unified
m

anagem
ent

interface
that

connects
diverse

devices
to

enable
personalized

and
seam

less
interactions,

w
hile

also
creating

opportunitiesforvalue-added
servicessuch

as
video

entertainm
ent,

online
shopping,

m
usic

stream
ing

and
am

ong
others.
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O
verview

 of G
lobal Sm

art Hom
e Product M

arket
Technological Evolution of G

lobal Sm
art Hom

e Product 

Source: Frost &
 Sullivan

•
Driven by both technological innovation and evolving user dem

ands, the global hom
e solutions m

arket is undergoing a profound transform
ation —

from
 digital hom

e to sm
art hom

e, and now
 to Sm

art Hom
e. This 

evolution is not just a technological upgrade, but a com
prehensive enhancem

ent of the hom
e living experience. In the early stages, hom

e devices focused prim
arily on fulfilling single functions, w

ith little to no 
collaboration am

ong devices. As technologies advanced, hom
e devices began to feature autom

ation capabilities, allow
ing users to rem

otely control them
 via sm

artphones or voice com
m

ands —
laying the 

groundw
ork for a basic sm

art hom
e netw

ork. N
ow

, in a new
 phase led by AI technologies, hom

e solutions have m
oved beyond traditional control m

odels tow
ard intelligent service system

s driven by data, 
em

pow
ered by algorithm

s, and centered on natural language interaction. Building upon the foundations of the digital hom
e, w

hich focuses on the digitalization of standalone solutions, and the sm
art hom

e, w
hich 

em
phasizes sim

ple interconnectivity, Sm
art Hom

e integrates and advances both concepts to enable m
ore seam

less and intuitive living experience. Sm
art Hom

e is realizing full-scenario coverage through seam
less 

cross-device coordination, deep scenario-based integration, and personalized service delivery. Devices no longer operate in isolation; instead, they autonom
ously sense user needs based on behavioral patterns and 

external environm
ental data, and proactively provide services. From

 sim
ple function execution to com

prehensive intelligent decision-m
aking, Sm

art Hom
e is m

aking hom
e spaces sm

arter, m
ore efficient, and m

ore 
em

otionally responsive —
offering users a truly seam

less and intuitive living experience. This transform
ation not only redefineslifestyles at hom

e but also create broader grow
th opportunities for the Sm

art Hom
e 

m
arket.

Technological 
Features


Internet, digitalization, and 
inform

atization technologies


IoT, cloud com
puting, and big data


AI technologies (including both discrim

inative AI and generative 
AI)

Scenario 
Characteristics


Front-end hom

e devices and 
infrastructure are digitally and 
inform

ationally provided as standalone 
units


Front-end devices and infrastructure evolve from

 standalone 
digital units to interconnected system

s; users can control 
devices rem

otely


U
ser actions m

ust be m
anually triggered; interconnectivity is 

based only on sim
ple conditional logic


Front-end devices and infrastructure possess predictive and 
analytical capabilities; users can control and coordinate them

 
via natural language


Devices and infrastructure can actively recognize the 
environm

ent and proactively trigger actions based on real-tim
e 

analysis

O
penness


Prim

arily focused on standalone 
digitalization and inform

atization


Lim
ited openness; interconnectivity is easier only am

ong 
devices of the sam

e brand or using a unified com
m

unication 
protocol


Devices and system

s from
 different brands can join an open 

ecosystem
 via the M

atter protocol, enabling secure and reliable 
interconnectivity

Scenario 
Exam

ples


U
sers m

anually select m
edia content on a 

TV via a set-top box


U
sers rem

otely m
onitor hom

e security and control indoor 
tem

perature via sm
artphone


Interactive content recom

m
endations based on big data and 

user history


Devices enables real-tim

e translation, im
age quality 

enhancem
ent, hum

an enhancem
ent, gesture rem

ote


Devices enables proactive netw
ork optim

ization


Devices autom
atically adjust tem

perature and lighting based on 
environm

ental sensing and contextual judgm
ent


U

sers interact w
ith central hom

e devices via natural language 
for entertainm

ent and control tasks

Digital Hom
e

Sm
art Hom

e
Sm

art Hom
e
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Enterprise-facing m
odel

Consum
er-facing m

odel

Target custom
ers


O

perators and retail brands: providing Sm
art Hom

e products to telecom
 

providers and retailing providers


End custom
ers:Sm

art Hom
e product providers directly offer end-users the 

Sm
art Hom

e devices, system
 platform

s, and infrastructure needed for hom
e 

environm
ents

Solution offering


Custom
ized solution: develops devices, system

 platform
s, and infrastructure 

that enable enterprises to deliver Sm
art Hom

e products.


Standardized solution:provide consum
ers w

ith a w
ide range of standardized 

solutions to choose from
, allow

ing them
 to choose according to their needs

Distribution channel


Enterprise distribution: the enterprises distribute the products and services 
through their ow

n channels, addressing the diverse needs of various hom
e 

environm
ents.


Vendor distribution:providers them

selves choose the right w
ay to distribute 

to end custom
ers, e.g. e-com

m
erce platform

s, branded stores, apps, etc.

Investm
ent Requirem

ent


Relatively low
: m

ainly focuses on m
eeting enterprises' needs for product 

custom
ization, designing of products and services, and technical support for 

solutions


Relatively high:in addition to technical support, there are end custom

er 
facing m

arketing, m
arket dem

and research, w
arehousing and storage

M
arket responsiveness


Relatively slow

: the solution needs to be updated and iterated based on 
m

arket feedback captured by the enterprises, but it is usually m
ore aligned 

w
ith the actual needs of the m

arket


Relatively fast:quicker iterations based on direct consum

er feedback, but 
m

ay lead to higher R&
D investm

ent due to the diversity of needs from
 the 

m
arket

M
arket entry barriers


Relatively high: w

ith entry barriers such asintegrated delivery capabilities of 
the solution, barrier built by hub products, know

how
 on hom

e spaces, first-
m

over advantage and custom
er resource barrier, partnerships w

ith 
ecosystem

 partners


Relatively low

: easier to roll out across m
ultiple channels, such as digital 

channels like e-com
m

erce, but also very com
petitive, requiring direct 

com
petition w

ith other Sm
art Hom

e product brands

O
verview

 of G
lobal Sm

art Hom
e Product M

arket
Business M

odel of G
lobal Sm

art Hom
e Product M

arket

Source: Frost &
 Sullivan

•
The global Sm

art Hom
e product m

arket prim
arily includes tw

o business m
odels: one is the consum

er-facing m
odel, and the other is the enterprise-facing m

odel w
hich aim

s at providing Sm
art Hom

e 
products to telecom

 providers and retailing providers. In the consum
er-facing m

odel, Sm
art Hom

e product providers directly offerend-users the Sm
art Hom

e devices, system
 platform

s, and infrastructure 
needed for hom

e environm
ents. In the enterprise-facing m

odel, Sm
art Hom

e product providers develop devices, system
 platform

s, and infrastructure that enable enterprises to deliver Sm
art Hom

e 
products. These enterprises then distribute the products and services through their ow

n channels, addressing the diverse needs of various hom
e environm

ents.
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O
verview

 of G
lobal Sm

art Hom
e Product M

arket
Value Chain of G

lobal Sm
art Hom

e Product M
arket

Source: Frost &
 Sullivan

U
pstream

M
idstream

D
ow

nstream

IT infrastructure providers
(netw

ork, server, storage, etc.)

Softw
are providers

(developm
ent softw

are, operating 
system

 etc.)

O
thers

•
Providing

IT
infrastructures,softw

are,Hardw
are

processing
factories

other
tools

or
com

ponents
for

Sm
art

Hom
e

product
vendors

to
develop

theirsolutions.
•

Including
but

not
lim

ited
to

providers
of

AI
algorithm

,etc.

•
Providing

Sm
art

Hom
e

devices,
Sm

art
Hom

e
infrastructure,

and
Sm

art
Hom

e
system

platform
sforenterprises

and
end-users.

•
O

ften
required

to
provide

the
necessary

technical
support

to
dow

nstream
m

arket
participants.

•
Depending

on
the

business
m

odel,
under

the
enterprise-facing

m
odel,

the
dow

nstream
is

m
ainly

retailing
providers,w

ho
then

sellto
end-

users.
U

nder
the

consum
er-facing

m
odel,

dow
nstream

ism
ainly

end-users.

Hardw
are processing factories

Retailing 
providers

Key 
roles

Enterprise-facing m
odel

Consum
er-facing m

odel

End-users

Telecom
 

providers

End-users
Sm

art Hom
e product vendors

•
Vendors

that
design,produce

and
integrate

Sm
art

Hom
e

products
according

to
the

requirem
ents

of
the

enterprise
custom

er
or

the
m

arketneeds.
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O
verview

 of G
lobal Sm

art Hom
e Product M

arket
Size of G

lobal Sm
art Hom

e Product M
arket

Source: Frost &
 Sullivan

44.4
51.8

58.6
65.6

71.8
81.0

94.2
112.8

139.0

175.9

16.3
17.6

18.2
18.6

18.5
18.8

19.5

20.5

22.0

23.7

8.7

11.4

14.9

20.3

1.9

2021

2.6

2022

3.5

2023

4.4

2024

5.4

2025

6.8

2026E
2027E

2028E
2029E

2030E

62.6
72.0

80.3
88.6

95.7
106.6

122.4

144.7

175.9

219.9
Sm

art hom
e device

Sm
art hom

e infrastructure

Sm
art hom

e system
 platform

M
arket Size of G

lobal Sm
art Hom

e Product M
arket

U
SD

Billion, 2021-2030E
CAG

R
2021-2025

2025-2030E

Total
11.2%

18.1%

Sm
arthom

e device
12.8%

19.6%

Sm
artinfrastructure

3.2%
5.1%

Sm
art system

 platform
29.8%

30.3%
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9.3
11.6

14.5
18.5

23.1
29.0

36.7
46.5

59.2
75.8

11.5
12.6

13.7
15.0

16.5
18.3

20.5
23.2

26.4

30.4

7.4

8.6

10.1

20.1

2021

3.7

23.9

2022

4.1

26.3

2023

4.5

27.6

2024

5.0

27.2

2025

5.6

28.0

2026E

6.4

3.4

2027E

35.8

2028E

44.8

2029E

59.6

2030E

44.4
51.8

58.6
65.6

71.8
81.0

94.2

112.8

139.0

175.9

30.6

M
arket Size of G

lobal Sm
art Hom

e Device M
arket

U
SD Billion, 2021-2030E

Sm
art video device

Sm
art speaker

Sm
art projector

O
thers

O
verview

 of G
lobal Sm

art Hom
e Product M

arket
Size of G

lobal Sm
art Hom

e Device M
arket

CAG
R

2021-2025
2025-2030E

Total
12.8%

19.6%

Sm
art video device

25.5%
26.8%

Sm
art projector

10.1%
15.1%

Sm
art speaker

9.4%
13.0%

O
thers

7.9%
17.0%
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O
verview

 of G
lobal Sm

art Hom
e Product M

arket
Drivers of G

lobal Sm
art Hom

e Product M
arket 

Source: Frost &
 Sullivan

G
row

ing aspiration for a better 
lifestyle and rising dem

and for 
Sm

art Hom
e products

•
Traditionalhom

e
devices

can
no

longersatisfy
the

grow
ing

desire
fora

betterlifestyle.Consum
ers

today
seek

greaterconvenience
and

autom
ation

in
m

anaging
their

living
spaces,such

as
using

voice
com

m
ands

to
controlhousehold

appliances.This
shiftin

dem
and

is
notonly

accelerating
the

intelligentupgrade
ofindividualhom

e
devices

but
also

encouraging
enterprises

to
develop

integrated,
m

ulti-device
interaction

scenarios.
In

response,
enterprises

are
transform

ing
fragm

ented
functionalities

oftraditionalappliances
into

cohesive
Sm

artHom
e

products
thatalign

m
ore

closely
w

ith
m

odern
living.This

evolution
is

laying
a

strong
foundation

of
m

arketdem
and

to
supportthe

continued
grow

th
ofthe

globalsm
arthom

e
m

arket.

Continuous innovation and 
advancem

ent in AI technology

•
The

ongoing
developm

entofAItechnology
isdriving

the
grow

th
ofthe

Sm
artHom

e
productm

arket.By
leveraging

deep
learning

on
m

assive
volum

esofuserdata,AI
technologies

can
accurately

predict
user

behaviors
and

preferences,enabling
Sm

art
Hom

e
products

to
deliver

m
ore

personalized
and

intelligent
services

—
greatly

enhancing
the

user
experience.At

the
sam

e
tim

e,breakthroughs
in

large
m

odeltechnology
have

significantly
im

proved
the

interaction
capabilities

and
intelligence

levelofSm
art

Hom
e

devices.These
advancem

ents
have

m
ade

Sm
art

Hom
e

products
m

ore
accurate

in
naturallanguage

understanding,allow
ing

them
to

precisely
interpretusercom

m
andsand

needs,and
respond

w
ith

personalized
voice

interactions.

Developm
ent of netw

ork 
technology

•
The

continuous
advancem

entofnetw
ork

technologies
has

laid
a

strong
foundation

forthe
grow

th
ofthe

globalSm
artHom

e
productm

arket.Breakthroughs
in

high
bandw

idth,low
latency,m

ulti-device
concurrency,and

interference
resistance

have
greatly

enhanced
the

stability
and

responsiveness
ofSm

artHom
e

services.W
ith

high-speed
transm

ission
and

broad
W

i-Ficoverage,Sm
art

Hom
e

devices
can

connect
seam

lessly,enabling
a

m
ore

intelligent
and

integrated
hom

e
experience.In

addition,the
evolution

ofnetw
ork

infrastructure
notonly

accelerates
perform

ance
im

provem
ents

in
Sm

artHom
e

devices
butalso

low
ers

deploym
entcosts

through
m

ore
efficientresource

utilization
—

providing
essentialtechnicalsupportforthe

m
arket’ssustained

expansion.

U
nified service experience

•
Sm

artHom
e

productproviderscollaborate
w

ith
partnerssuch

asdom
estic

and
internationaltelecom

providers,contentproviders,and
channelprovidersto

create
an

ecosystem
around

Sm
artHom

e
devices,system

platform
s,and

infrastructure.Thisecosystem
fostersm

utually
beneficialrelationshipsand

em
pow

erseach
enterprise,

im
proving

collaboration
quality

and
efficiency

w
hile

offering
usersa

unified
service

experience.
•

Background
of

the
M

atter
protocol:Before

the
M

atter
protocolem

erged,m
ultiple

underlying
com

m
unication

protocols
existed

in
the

m
arket,m

aking
it

difficult
for

different
devices

and
system

platform
s

to
interconnect

and
com

m
unicate,leading

to
low

collaboration
efficiency.To

address
this

issue,tech
giants

like
Am

azon,Apple,and
Google

collectively
initiated

the
developm

entofa
standard

com
m

unication
protocolforthe

industry,officially
launching

the
M

atter1.0
standard

in
O

ctober2022.
•

Core
value

of
the

M
atter

protocol:
The

M
atter

protocol
is

an
em

erging
IoT

standard
that

solves
the

com
patibility

issues
of

m
ulti-brand

protocols
in

traditionalsm
arthom

esby
unifying

device
connection

standards,allow
ing

devices
from

differentm
anufacturersto

w
ork

seam
lessly

together.
•

O
penness

of
the

M
atter

protocol:
The

open
architecture

of
the

M
atter

protocolenables
enterprises

to
integrate

the
hardw

are
capabilities

and
content

resources
ofecosystem

partners
across

Sm
artHom

e
devices

and
system

platform
s.Forexam

ple,by
using

sm
artspeakers

as
centralhubs

to
connectdevices

throughout
the

hom
e,enterprises

can
create

an
end-to-end

service
loop.This

open
ecosystem

allow
s

for
m

ore
efficient

product
iteration

and
scenario

expansion
atlow

erm
arginalcosts,w

hile
delivering

m
ore

accessible,affordable,and
seam

less
Sm

artHom
e

productsto
users.
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O
verview

 of G
lobal Sm

art Hom
e Product M

arket
Future Trends of G

lobal Sm
art Hom

e Product M
arket

Source: Frost &
 Sullivan

Developm
ent of m

ultim
odal 

interaction technology, providing 
users w

ith a m
ore user-friendly 

experience

•
M

ultim
odalinteraction

technology
com

binesvoice
recognition,com

putervision,haptic
feedback,and

othersensory
capabilitiesto

accurately
interpret

user
intentions

and
respond

in
context,greatly

enhancing
the

naturalness
ofinteractions

w
ith

Sm
art

Hom
e

devices.Leveraging
advances

in
natural

language
processing

and
adaptive

learning,these
system

s
can

learn
user

habits
over

tim
e

and
build

personalized
interaction

m
odels.By

integrating
environm

entalsensing
w

ith
contextualsem

antic
understanding,Sm

artHom
e

devices
evolve

from
passively

executing
sim

ple
com

m
ands

to
proactively

delivering
intelligent

services.The
developm

ent
and

application
of

m
ultim

odalinteraction
technology

not
only

im
prove

the
fluency

and
realism

of
hum

an-m
achine

interaction
but

also
low

er
the

learning
curve

for
users.

This
drives

broader
adoption

of
Sm

art
Hom

e
products

across
diverse

households,enabling
a

seam
less,im

m
ersive,and

intelligenthom
e

experience.

Telecom
 providers becom

ing key 
players in driving consum

er 
upgrades to Sm

art Hom
e products

•
As

traditionaltelecom
services

reach
saturation

and
em

erging
technologies

such
as

cloud
com

puting
and

IoT
grow

rapidly,telecom
providers

are
leveraging

their
channelstrengths

to
accelerate

the
adoption

and
deploym

ent
ofhom

e
netw

ork
devices,w

hich
includes

prom
oting

hom
e

gatew
ays

and
m

esh
netw

orking
system

s
to

secure
controlover

the
household

com
m

unication
entry

point.At
the

sam
e

tim
e,telecom

providers
are

actively
expanding

their
solution

offerings
and

launching
intelligent,AI-pow

ered
services

to
m

eet
the

rising
dem

and
for

sm
art

hom
e

experiences.For
Sm

art
Hom

e
productproviders,forging

strong,long-term
partnershipsw

ith
telecom

providersw
illbe

essentialforaccessing
key

m
arketchannelsand

gaining
a

com
petitive

advantage.
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O
verview

 of G
lobal Sm

art Hom
e Product M

arket
Challenges and Threats of G

lobal Sm
art Hom

e Product M
arket

Source: Frost &
 Sullivan

Evolving consum
er expectations and 

personalization dem
ands

•
As

consum
ers

becom
e

increasingly
fam

iliarw
ith

AI-driven
services

in
otherdom

ains,theirexpectations
forpersonalization

and
seam

less
interaction

w
ithin

the
hom

e
environm

ent
are

rapidly
escalating.Consum

ers
are

m
oving

beyond
basic

rem
ote

control,desiring
system

s
that

genuinely
understand

their
habits,anticipate

needs,
and

adaptproactively.GlobalSm
artHom

e
productprovidersm

ightnotbe
able

to
accurately

and
continuously

m
eetand

exceed
consum

ers’rising
expectations.

Privacy and security concerns
•

W
ith

Sm
artHom

e
products

relying
on

inform
ation

inputted
by

consum
ers

orbehaviors
ofconsum

ers
through

theirvoice,m
ovem

ents
and

others,there
is

a
concern

overthe
security

ofpersonaldata.Breachesorm
isuse

ofconsum
erdata

could
resultin

a
lossofconsum

ertrustand
stricterregulatory

scrutiny,w
hich

notonly
hurta

single
provider’sreputation

butalso
im

pacta
healthy

grow
th

ofthe
industry.
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O
verview

 of G
lobal Sm

art Hom
e Product M

arket
Entry Barriers of G

lobal Sm
art Hom

e Product M
arket

Source: Frost &
 Sullivan

Brand loyalty and consum
er trust

•
Established

Sm
art

Hom
e

product
providers

have
strong

brand
recognition

and
consum

er
loyalty.N

ew
entrants

m
ust

invest
in

m
arketing

and
dem

onstrate
value

to
overcom

e
consum

erinertia
and

build
trustin

theirproducts.

Supply chain m
anagem

ent capability
•

M
anufacturing

and
distributing

differenttypesofSm
artHom

e
productsatscale

requires
robustand

efficientsupply
chain

m
anagem

ent.N
ew

entrantsm
ay

encounter
difficultiesin

securing
reliable

com
ponentsourcing,m

anaging
com

plex
m

anufacturing
processes,and

establishing
efficientglobaldistribution

channels.Thischallenge
isparticularly

acute
w

hen
com

peting
w

ith
established

playersw
ho

benefitfrom
econom

ies
ofscale

and
long-standing

relationshipsw
ith

suppliers.
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O
verview

 of G
lobal Sm

art Hom
e Product M

arket
Policies of G

lobal Sm
art Hom

e Product M
arket

Source: Frost &
 Sullivan

Policy N
am

e
Issuing Authority 

Issued Date
Key Contents

O
pinions on Prom

oting N
ew

 U
rban Infrastructure to 

Create Resilient Cities《
关
于
推
进
新
型
城
市
基
础
设
施
建

设
打
造
韧
性
城
市
的
意
见

》

The General O
ffice of 

the CPC Central 
Com

m
ittee and 

General O
ffice of the 

State Council, PRC

2024.12.05

•
Taking

the
residence

as
a

carrier,
utilizing

the
Internet

of
Things,

cloud
com

puting,
big

data,
m

obile
com

m
unications,

artificial
intelligence,etc.to

realize
the

interconnection
ofsystem

platform
sand

household
products,accelerating

the
construction

ofa
unified

operating
system

ecosystem
forcross-term

inalsharing,and
enhancing

the
applicability

and
safety

ofsm
arthom

e
equipm

entto
m

eet
the

needs
ofresidents

in
term

s
ofsafety

ofw
ateruse

forelectricity
and

fire,gas
and

w
ateruse,and

m
onitoring

ofthe
environm

ent
and

health.

5G Scale Application “Sail” Action U
pgrade Plan《

5G 规
模
化
应
用

 “
扬
帆
”

 行
动
升
级
方
案

》

M
inistry of Industry 
and Inform

ation 
Technology

2024.11.22
•

Prom
ote

the
R&

D
and

application
of

5G-based
sm

art
robots,

sm
art

m
obile

term
inals,

cloud
devices,

etc.,
and

encourage
the

innovative
developm

entofsm
arthom

e
and

otherproductsintegrating
5G.

N
otice on Prom

oting the Developm
ent of the M

obile 
Internet of Things “All Things Connect”《

关
于
推
进
移
动

物
联
网
“
万
物
智
联
”
发
展
的
通
知

》

M
inistry of Industry 
and Inform

ation 
Technology

2024.08.29

•
Basic

telecom
m

unication
enterprises

should
deepen

cooperation
w

ith
hom

e
appliances

and
other

enterprises,
prom

ote
the

application
ofm

obile
IoT

in
sm

arthom
es

and
other

fields,and
prom

ote
m

ore
convenientand

com
fortable

life
for

the
public.In

the
field

ofsm
arthom

e,w
e

w
illprom

ote
the

integration
and

application
ofintelligentterm

inals
such

as
lightcontrol,doorlocks,robots,

security
m

onitoring,etc.,and
enhance

the
ability

ofintelligentservicesin
the

w
hole

hom
e

scene.

Action Program
 to Prom

ote the Trade-in of Consum
er 

Goods《
推
动
消
费
品
以
旧
换
新
行
动
方
案

》

M
inistry of Com

m
erce 

and other 14 
departm

ents
2024.03.27

•
Subsidizing

the
purchase

ofsm
art

hom
e

products.Encourage
financialinstitutions

to
support

the
consum

ption
ofsm

art
hom

es
and

other
products

in
accordance

w
ith

the
principles

of
m

arketization
and

the
rule

of
law

,reasonably
determ

ine
the

interest
rate

and
repaym

entperiod
ofthe

loan,optim
ize

the
approvalprocess,and

prom
ote

instantonline
processing.Prom

ote
sm

arthom
es

in
sm

art
kitchens,health

baths,hom
e

security,nursing
care

and
other

life
scenes.Continuing

to
carry

out
the

pilot
construction

of
digital

hom
es.Accelerate

the
im

provem
entofsm

arthom
e

interconnection
standards,develop

and
im

plem
enthom

e
im

provem
entcontract

m
odeltext,and

dynam
ically

im
prove

the
prom

otion
catalog

ofproductsforthe
elderly.

Action Plan for the Im
plem

entation of the N
ational 

Standardization Developm
ent Program

 (2024-2025)
《
贯
彻
实
施

〈
国
家
标
准
化
发
展
纲
要

〉
行
动
计
划

（
2024—

2025年
）

》

State Adm
inistration 

for M
arket Regulation

2024.03.18
•

Form
ulate

sm
art

hom
e

standards
that

support
coordination

and
harm

onization,and
im

prove
the

standard
system

for
sm

art
hom

e
appliances

and
electric

furniture
household

goods.

Guiding O
pinions on Accelerating Scenario Innovation 

to Prom
ote High-Q

uality Econom
ic Developm

ent w
ith 

High-Level Application of Artificial Intelligence《
关
于
加

快
场
景
创
新
以
人
工
智
能
高
水
平
应
用
促
进
经
济
高
质
量

发
展
的
指
导
意
见

》

M
inistry of Science and 

Technology and other 6 
departm

ents
2022.07.29

•
The

hom
e

furnishing
sector

prioritizes
the

exploration
of

intelligent
scenarios

such
as

intelligent
interconnection

of
fam

ilies,
intelligentm

onitoring
ofbuildings,and

online
design

ofproducts.

Guiding O
pinions on Deepening “Internet + Advanced 

M
anufacturing” and Developing Industrial Internet

《
关
于
深
化
“
互
联
网

+先
进
制
造
业
”
发
展
工
业
互
联
网

的
指
导
意
见

》

State Council
2017.11.19

•
In

the
application

of
intelligent

netw
orking

products,
focusing

on
sm

art
hom

e,
w

earable
devices

and
other

fields,
it

integrates
advanced

technologies
such

as
5G,deep

learning,big
data,etc.,to

m
eet

the
typicalneeds

ofhigh-precision
positioning,intelligent

hum
an-com

puterinteraction,safe
and

trustw
orthy

operation
and

m
aintenance.

Guiding O
pinions on Actively Prom

oting “Internet Plus” 
Actions《

关
于
积
极
推
进
“
互
联
网

+”行
动
的
指
导
意
见

》
State Council

2015.07.01

•
Relying

on
the

Internetplatform
to

provide
AIpublic

innovation
services,accelerate

the
breakthrough

ofAIcore
technology,prom

ote
the

popularization
and

application
ofAIin

sm
arthom

e
and

other
fields,cultivate

a
num

ber
ofbackbone

enterprises
and

innovation
team

s
leading

the
global

developm
ent

of
AI,

and
form

an
industrial

ecosystem
w

ith
active

innovation,
open

cooperation
and

collaborative
developm

ent.
•

Encourage
traditionalhom

e
furnishing

enterprises
and

Internetenterprises
to

carry
outintegrated

innovation,continuously
im

prove
the

intelligentlevelofhom
e

furnishing
productsand

service
capabilities,and

create
new

consum
erm

arketspace.
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O
verview

 of G
lobal Enterprise Sm

art Hom
e Product M

arket
Definition and Classification of G

lobal Enterprise Sm
art Hom

e Product M
arket

Source: Frost &
 Sullivan

D
efinition of Enterprise Sm

art H
om

e Product


Enterprise

Sm
artHom

e
productsconsistofSm

artHom
e

devices,infrastructure,and
system

platform
sspecifically

designed
to

enable
enterprises

to
deliverSm

artHom
e

productsto
end

users.


Depending

on
the

sales
channel,enterprise

the
Sm

artHom
e

products
can

be
categorized

into
tw

o
types:one

tailored
fortelecom

providers
and

the
otherforforretailing

providers.Each
type

aligns
w

ith
specific

distribution
m

odelsand
service

goalsw
hile

leveraging
the

sam
e

core
technologies.

Classification of Enterprise Sm
art H

om
e Product


Enterprise Sm

art Hom
e product can be offered to different sales channels:

Enterprise Sm
art Hom

e product for telecom
 providers

Enterprise Sm
art Hom

e product for retailing providers


Enterprise

Sm
artHom

e
productfortelecom

providers
refers

to
a

bundled
offering

w
here

telecom
providers

sellSm
art

Hom
e

products
and

services
alongside

their
core

netw
ork

services.Telecom
providers

typically
have

a
large,established

consum
erbase

and
already

m
anage

key
infrastructure

such
as

hom
e

internet
connectivity,

giving
them

a
natural

advantage
in

distributing
Sm

artHom
e

products.


Enterprise

Sm
art

Hom
e

product
for

retailing
providers

focuses
on

enabling
electronics

brands,
appliance

m
anufacturers,

or
consum

er
tech

retailers
to

offer
sm

art
hom

e
products

directly
to

end
users

through
retail

channels.
These

retailing
providers

often
have

strong
capabilities

in
product

design,
m

anufacturing,
and

brand
m

arketing,
w

hich
they

can
use

to
deliverdifferentiated

Sm
artHom

e
products.



16

O
verview

 of G
lobal Sm

art Hom
e Product M

arket
Size of G

lobal Enterprise Sm
art Hom

e Product M
arket

Source: Frost &
 Sullivan

5.5
6.5

7.7
9.4

10.9
12.9
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28.3

2.0
2.3
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3.0
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3.3

3.6

3.9

4.2

4.6

1.5

1.9

2.5

0.2

2021

0.3

2022

0.5

2023

0.7

2024

0.8

2025

1.0

2026E

1.2

2027E
2028E

2029E
2030E

7.7
9.1

10.8
13.0

14.8
17.2

20.2

24.0

28.8

35.4

Sm
art hom

e device

Sm
art hom

e infrastructure

Sm
art hom

e system
 platform

M
arket Size of G

lobal Enterprise Sm
art Hom

e Product M
arket

U
SD Billion, 2021-2030E

CAG
R

2021-2025
2025-2030E

Total
17.7%

19.1%

Sm
arthom

e device
18.6%

21.0%

Sm
art infrastructure

11.6%
8.2%

Sm
art system

 platform
41.4%

25.6%
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M
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U
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Sm
art video device

Sm
art speaker

Sm
art projector

O
thers

O
verview

 of G
lobal Sm

art Hom
e Product M

arket
Size of G

lobal Enterprise Sm
art Hom

e Device M
arket

CAG
R

2021-2025
2025-2030E

Total
18.6%

21.0%

Sm
art video device

26.2%
26.8%

Sm
art projector

12.5%
13.4%

Sm
art speaker

11.8%
12.5%

O
thers

21. 1%
21.7%
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O
verview

 of G
lobal Enterprise Sm

art Hom
e Product M

arket
M

ajor Costs of G
lobal Enterprise Sm

art Hom
e Product M

arket

Source: Frost &
 Sullivan

•
The m

ajor cost com
ponents of the Group include m

ain control chips, flash storage chips, PCB and others.
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M
ain control chips

Flash storage chips

U
nit Price of M
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 M
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RM
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O
verview

 of G
lobal Enterprise Sm

art Hom
e Product M

arket
Drivers of G

lobal Enterprise Sm
art Hom

e Product M
arket 

Source: Frost &
 Sullivan

Dem
and for diversified value-

added services

•
Afteryears

ofdevelopm
ent,the

broadband
and

m
obile

com
m

unication
services

m
arkethas

reached
a

high
levelofsaturation,w

ith
sluggish

grow
th

in
new

users
and

lim
ited

opportunities
to

increase
spending

am
ong

existing
custom

ers.The
narrow

ing
increm

entalgrow
th

potentialin
fixed

broadband
and

m
obile

com
m

unication
serviceshascreated

significantchallengesfortelecom
providers,prom

pting
a

need
to

optim
ize

theirrevenue
structuresthrough

high-value-added
services.Enterprise

Sm
artHom

e
products

—
by

com
bining

the
sale

ofsm
arthom

e
devices

w
ith

contentecosystem
partnerships

—
enable

telecom
providers

to
deliverdiversified

value-
added

services
in

a
capital-light

m
anner.This

approach
supports

increased
average

revenue
per

user,im
proved

capitalefficiency,and
stronger

custom
er

loyalty,
ultim

ately
driving

long-term
revenue

grow
th.Globally,telecom

providers
can

adoptSm
artHom

e
products

as
a

strategic
expansion

pathw
ay,evolving

from
traditional

service
offerings

—
such

as
fiber,m

obile,and
television

access
—

to
integrated

hom
e

entertainm
ent

and
interactive

services.The
strong

dem
and

am
ong

telecom
providers

for
diversified

revenue
stream

s
to

offset
high

capitalexpenditures
w

illbe
a

key
driver

ofsustained
grow

th
in

the
globalenterprise

Sm
art

Hom
e

product
m

arket.

Dem
and for cross-device 
m

anagem
ent

•
In

the
current

Sm
art

Hom
e

scenarios,
the

w
ide

variety
of

device
brands

and
disparate

com
m

unication
protocols

has
led

to
significant

fragm
entation.

telecom
providers

deploying
w

hole-hom
e

sm
art

solutions
often

face
com

patibility
challenges

betw
een

devices
from

different
m

anufacturers,m
aking

seam
less

interaction
difficult.This

com
plexity

extends
to

system
debugging

and
after-sales

support,w
here

varied
protocols

and
device

types
require

substantialtim
e

and
labor,driving

up
costs.By

adopting
standardized

interfacessuch
asthe

M
atterprotocoland

unified
com

m
unication

protocols,Sm
artHom

e
productsenable

seam
lessinterconnectivity

and
scenario-based

controlacross
devices,delivering

a
m

ore
stable

and
efficient

one-stop
user

experience.Additionally,the
cross-platform

integration
capabilities

and
strong

ecosystem
partnerships

ofSm
artHom

e
productproviders

help
reduce

deploym
entcom

plexity
and

ensure
consistentuseroperations

—
m

eeting
the

high
dem

andsforsystem
stability

and
scalability

from
enterprise

clients.

Dem
and for cross-business 

collaborative m
anagem

ent

•
Telecom

providers’existing
hom

e-related
services

—
such

as
broadband,television,and

sm
art

hom
e

offerings
—

are
often

operated
independently,w

ith
lim

ited
integration

and
coordination

across
business

units.This
siloed

approach
leads

to
fragm

ented
resources,inefficientallocation,and

suboptim
alutilization.Additionally,

the
absence

of
unified

business
processes

and
low

levels
of

standardization
create

barriers
to

interdepartm
entalcollaboration,

resulting
in

reduced
operational

efficiency.These
challenges

hinder
the

establishm
entofa

cohesive
service

delivery
system

and
lim

itthe
ability

to
offer

high-value,integrated
services

—
ultim

ately
im

pacting
both

user
experience

and
business

perform
ance.Enterprise-grade

Sm
art

H
om

e
products

address
these

issues
by

consolidating
the

core
capabilities

of
various

business
m

odules
—

such
as

netw
ork

m
anagem

ent,
device

control,
and

user
operations

—
into

a
centralized,

end-to-end
m

anagem
ent

platform
.

This
integrated

approach
enables

stream
lined

resource
coordination,standardized

w
orkflow

s,and
faster

service
response

through
a

unified
access

point.As
a

result,
telecom

providers
can

convert
fragm

ented
operations

into
synergistic

strengths,
reduce

redundant
investm

ents,
low

er
collaboration

costs,
and

enhance
their

com
petitiveness

in
delivering

seam
less,full-scenario

sm
arthom

e
experiences.

Data-driven business grow
th

•
O

ver
years

ofoperation,telecom
providers

have
accum

ulated
vast

am
ounts

ofdata
on

hom
e

netw
orks

and
device

usage.How
ever,in

the
absence

ofrobust
data

governance
system

s
and

advanced
scenario-based

analytics,they
often

struggle
to

derive
m

eaningfulbehavioralinsights
from

this
data.This

lim
its

their
ability

to
execute

precise
m

arketing
strategies

or
develop

innovative,differentiated
services

tailored
to

individualuser
needs.Sm

art
Hom

e
products

integrate
built-in

data
analytics

platform
s

capable
ofconducting

m
ultidim

ensionalanalysis
across

device
status,energy

consum
ption

trends,and
userpreferences.These

capabilities
enable

telecom
providersto

identify
high-value

usersegm
ents,develop

personalized
m

em
bership

packages,and
im

plem
enteffective

cross-selling
strategies.Asa

result,they
can

increase
user

retention,
re-engage

inactive
custom

ers,
and

unlock
the

latent
value

of
their

existing
user

base
—

ultim
ately

boosting
custom

er
loyalty

and
enhancing

the
com

petitiveness
oftheirservice

offerings.
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O
verview

 of G
lobal Enterprise Sm

art Hom
e Product M

arket
Future Trends of G

lobal Enterprise Sm
art Hom

e Product M
arket 

Source: Frost &
 Sullivan

O
TT devices and gatew

ays are 
becom

ing key hubs in Sm
art 

Hom
e ecosystem

s

•
O

TT
devices

are
evolving

into
voice-interaction

centers
equipped

w
ith

sensing
algorithm

s,enabling
deep,interactive

engagem
entw

ith
users

and
gradually

becom
ing

the
centralcontrolunit

of
the

Sm
art

Hom
e

ecosystem
.Their

support
for

the
M

atter
protocolallow

s
seam

less
interoperability

w
ith

other
hom

e
devices,enabling

coordinated
execution

ofdiverse
household

tasks
and

significantly
enhancing

overallconvenience
and

intelligence.At
the

sam
e

tim
e,O

TT
devices

integrate
a

w
ide

range
ofapplications

and
internet-based

content,offering
users

value-added
services

such
as

video
entertainm

ent,online
shopping,m

usic
stream

ing,and
gam

ing
—

furthersolidifying
theirstrategic

role
as

all-in-one
hom

e
integration

hub.Additionally,gatew
ays

—
acting

as
the

centralhub
forconnecting

and
coordinating

various
sm

artdevicesand
platform

s—
play

a
vitalrole

in
receiving

usercom
m

andsand
orchestrating

device
interactions,m

aking
them

an
essentialinfrastructure

com
ponent

forrealizing
the

fullpotentialofSm
artHom

e.

Telecom
 providers are expected 

to look for m
ore diversified and 

integrated solutions

•
AsAItechnology

becom
esincreasingly

integrated
into

hom
e

environm
ents,telecom

operatorsw
orldw

ide
are

seeking
diversified,end-to-end

Sm
artHom

e
productsto

differentiate
theirservices.O

n
one

hand,operators
are

accelerating
the

adoption
ofAItechnology

w
ithin

existing
productcategories

to
enhance

the
appealofhom

e
devices

to
hom

e
users,thereby

driving
grow

th
ofSm

artH
om

e
products.Sim

ultaneously,they
are

expanding
theirofferings

w
ith

a
w

iderrange
ofintelligentservices

pow
ered

by
AItechnology

and
devices,enriching

both
user

experience
and

service
variety.O

n
the

other
hand,operators

are
introducing

innovative
products

like
hom

e
service

robots,
AI

glasses,
and

w
earable

devices
to

m
eet

the
grow

ing
dem

and
for

com
panionship,

health
m

onitoring,
inform

ation
access,

and
im

m
ersive

entertainm
ent.As

a
result,operators

are
raising

the
standards

forsystem
integration,scalability,and

seam
less

hardw
are-softw

are
synergy

in
theirsolution

offerings.
Enterprise

Sm
artHom

e
products,w

ith
end-to-end

delivery
capabilities,m

ulti-device
collaboration,and

continuous
functionalexpansion,w

illm
aintain

a
com

petitive
edge,positioning

telecom
operatorsto

create
differentiated

and
sustainable

sm
arthom

e
service

ecosystem
s.

M
ore diversified business m

odels

•
As

Sm
artHom

e
devices

expand
to

include
a

w
iderrange

ofproducts
such

as
hom

e
service

robots,AIglasses,and
w

earable
devices,enterprise

Sm
artHom

e
products

w
illno

longer
focus

solely
on

device
and

platform
integration.They

w
illincreasingly

incorporate
value-added

services
enabled

by
cross-scenario

and
cross-device

connectivity.These
services

m
ay

include
m

edia
contentm

anagem
ent,hom

e
security,health

m
anagem

ent,health
m

onitoring,petcare,and
data

services—
creating

m
ultiple

com
m

ercialpathw
ays.This

shift
w

illdrive
Sm

art
Hom

e
product

providers
to

continuously
evolve

in
business

m
odelinnovation,ecosystem

operations,and
ongoing

service
delivery,ultim

ately
offering

telecom
providersand

householdsa
richerand

stickiersm
arthom

e
experience.

Providers w
ith stronger AI 

capabilities w
ill dem

onstrate 
greater grow

th potential

•
AIapplications

in
hom

e
environm

ents
are

advancing
rapidly,w

ith
pow

erfulAIcapabilities
enabling

m
ore

precise
and

intelligent
services

such
as

intent
prediction,

hum
an-m

achine
interaction,and

agent-based
functionalities.Enterprises

equipped
w

ith
advanced

AItechnologies
are

better
positioned

to
understand

and
respond

sw
iftly

to
the

evolving
needs

ofhom
e

scenarios,em
pow

ering
telecom

operators
and

brand
partners

to
deliverhighly

personalized
solutions.This

technologicaledge
greatly

enhances
their

m
arketcom

petitiveness
and

custom
er

loyalty.Consequently,enterprise-levelproviders
w

ith
strong

AIcapabilities
are

w
ell-positioned

to
lead

in
both

innovation
and

responsiveness,driving
sustained

grow
th

in
the

enterprise
Sm

artHom
e

productsm
arket.
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O
verview

 of G
lobal Enterprise Sm

art Hom
e Product M

arket
Challenges and Threats of G

lobal Enterprise Sm
art Hom

e Product M
arket

Source: Frost &
 Sullivan

G
eopolitics uncertainties

•
Geopolitics

uncertainty
can

lead
to

the
sudden

im
position

oftrade
barriers,or

even
outright

bans
on

foreign
products,w

hich
m

ight
m

ake
a

Sm
art

Hom
e

products
m

ore
expensive

orim
possible

to
sellin

certain
m

arkets.

Talent and skills gap
•

The
globalshortage

of
skilled

AIprofessionals,particularly
those

w
ith

sophisticated
AIskills

and
industry-specific

expertise,
poses

a
significant

challenge
for

the
developm

entofenterprise
Sm

artHom
e

products,w
hich

m
ay

hinderAIhom
e

solution
providers’ability

to
effectively

m
anage

and
integrate

latestAItechnology
into

the
solution

offering.
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Com
petitive Landscape of G

lobal Enterprise Sm
art Hom

e Product M
arket 

Ranking of G
lobal Enterprise Sm

art Hom
e Product M

arket (1/2)

Source: Frost &
 Sullivan

Ranking
Com

pany
Revenue 

(RM
B Billion, 2025)

M
arket Share
(%

, 2025)
Integrated Provider or N

ot
Headquarter

1
Com

pany A
13.9

13.4%
√

France

2
Com

pany B
11.5

11.1%
√

France

3
Com

pany C
7.2

7.0%
X

China (Taiw
an)

4
Com

pany D
4.7

4.6%
√

China (M
ainland)

5
Com

pany E
4.6

4.5%
X

China (Taiw
an)

6
Com

pany F
3.5

3.3%
√

China (M
ainland)

7
The Com

pany
3.4

3.3%
√

China (M
ainland)

8
Com

pany G
3.0

2.9%
X

China (Taiw
an)

9
Com

pany H
2.6

2.5%
√

Korea

10
Com

pany I
1.4

1.4%
X

China (M
ainland)

Subtotal
55.9

53.9%

Ranking of G
lobal Enterprise Sm

art Hom
e Product Providers

N
otes:

1)
Com

pany
A,founded

in
1915

w
ith

the
headquarter

in
Paris,France,is

a
public

com
pany

listed
on

Euronext
Paris,w

hich
prim

arily
provides

connected
hom

e
m

anufactures
broadband

m
odem

s
and

Android
TV

set-top
boxes.It

has
less

than
5,000

em
ployeesw

orldw
ide,a

totalassetofapproxim
ately

U
SD2

billion
and

a
totalrevenue

ofoverU
SD2

billion
asofDecem

ber31,2025.
2)

Com
pany

B,founded
in

2008
in

Bois-Colom
bes,France,isa

private
com

pany,w
hich

prim
arily

providesproductsforthe
broadband,audio

video
productsand

energy
m

arkets.Ithasm
ore

than
6,000

em
ployeesw

orldw
ide

asofDecem
ber31,2025.

3)
Com

pany
C,founded

in
2003

in
Taiw

an,China,is
a

public
com

pany
listed

on
TW

SE,w
hich

prim
arily

provides
integrated

digitalhom
e,m

obile
broadband

and
m

ultim
edia

gatew
ay

products.Ithas
less

than
1,000

em
ployees

w
orldw

ide,a
totalassetof

overU
SD1

billion
and

a
totalrevenue

ofnearly
U

SD2
billion

asofDecem
ber31,2025.

4)
Com

pany
D,founded

in
1997

in
Shenzhen,China,is

a
public

com
pany

listed
on

SZSE,w
hich

prim
arily

provides
digitalhom

e
products.Ithasless

than
5,000

em
ployeesw

orldw
ide,a

totalassetofapproxim
ately

U
SD1.5

billion
and

a
totalrevenue

ofover
U

SD1
billion

asofDecem
ber31,2025.

5)
Com

pany
E,founded

in
1989

in
Taiw

an,China,isa
private

com
pany,w

hich
prim

arily
providesnetw

orked
devicesand

sm
artapplication

products.Ithaslessthan
6,000

em
ployeesw

orldw
ide

asofDecem
ber31,2025.

6)
Com

pany
F,founded

in
1985

in
Shenzhen,China

isa
public

com
pany

listed
on

SZSE
and

HKEX,w
hich

prim
arily

providesnetw
ork

infrastructure
and

enterprise
products.Ithasm

ore
than

50,000
em

ployeesw
orldw

ide,a
totalassetofapproxim

ately
U

SD30
billion

and
a

totalrevenue
ofoverU

SD15
billion

asofDecem
ber31,2025.

7)
Com

pany
G,founded

in
1992

in
Taiw

an,China,is
a

public
com

pany
listed

on
TW

SE,w
hich

prim
arily

provides
broadband

products.It
has

m
ore

than
8,000

em
ployees

w
orldw

ide,a
totalasset

ofapproxim
ately

U
SD1.5

billion
and

a
totalrevenue

of
approxim

ately
U

SD2
billion

asofDecem
ber31,2025.

8)
Com

pany
H,founded

in
2001

in
Seongnam

,Korea,isa
public

com
pany

listed
on

KO
SDAQ

,w
hich

prim
arily

providesO
TT

and
netw

ork
products.Ithaslessthan

300
em

ployeesw
orldw

ide,a
totalassetoflessthan

U
SD0.5

billion
and

a
totalrevenue

ofless
than

U
SD0.5

billion
asofDecem

ber31,2025.
9)

Com
pany

I,founded
in

2001
in

Shenzhen,China,is
a

public
com

pany
listed

on
SSE,w

hich
prim

arily
provides

O
TT

and
netw

ork
products.It

has
less

than
2,000

em
ployees

w
orldw

ide,a
totalasset

of
less

than
U

SD0.5
billion

and
a

totalrevenue
of

approxim
ately

U
SD0.5

billion
asofDecem

ber31,2025.



24

Com
petitive Landscape of G

lobal Enterprise Sm
art Hom

e Product M
arket 

Ranking of G
lobal Enterprise Sm

art Hom
e Product M

arket (2/2)

Source: Frost &
 Sullivan

•
The global enterprise Sm

art Hom
e product m

arket is relatively fragm
ented. The com

pany w
as eighth largest providers in the globalenterprise Sm

art Hom
e product m

arket and ranks the third am
ong m

ainland 
China-based providers in term

s of revenue in 2025. In the global Sm
art Hom

e product m
arket, integrated providers refer to those that offer Sm

art Hom
e devices, infrastructure, and system

 platform
s 

com
m

ercially at large scale at the sam
e tim

e. The com
pany also ranks fifth am

ong integrated providers in the global enterprise Sm
art Hom

e product m
arket in term

s of revenue in 2025.
•

The global Sm
art Hom

e products for enterprise-level custom
ers m

arket is highly com
petitive and the com

petitive landscape is relatively fragm
ented. Based on the different operation m

odels, the m
ajor players 

in the global Sm
art Hom

e m
arket for enterprise-level custom

ers can be further categorized into tw
o types: corporate-serving Sm

art Hom
e product providers under the light m

oderation m
odel and such 

providers under the heavy operation m
odel. The light operation m

odel features product design as their core com
petition strength w

hile products involved in Sm
art Hom

e products are m
anufactured through 

O
EM

s. The heavy operation m
odel, in turn, refers to providers that m

anufacture their ow
n products. Com

pared w
ith the heavy m

odel, solution providers under the light m
odel are m

ore flexible. Providers using 
the light m

odels can choose production sites and co-production partners around the w
orld according to custom

ers’ needs, thus shortening the production and delivery cycle to the greatest extent possible 
w

hile reducing the im
pact of geopolitical tension at the sam

e tim
e.
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Com
petitive Landscape of G

lobal Enterprise Sm
art Hom

e Product M
arket 

Entry Barriers of G
lobal Enterprise Sm

art Hom
e Product M

arket (1/2) 

Source: Frost &
 Sullivan

Integrated delivery capabilities of 
the solution

•
The

successfuldelivery
ofenterprise

Sm
artHom

e
products

hinges
on

the
seam

less
integration

ofproductdevelopm
ent,localization

support,and
custom

ized
service

capabilities.Atthe
developm

entstage,leading
providers

possess
cross-disciplinary

technicalexpertise
and

robustsystem
platform

developm
entcapabilities,enabling

continuous
product

perform
ance

enhancem
ents.By

integrating
advanced

technologies
such

as
AIalgorithm

s
and

edge
com

puting,these
com

panies
ensure

their
Sm

artHom
e

products
m

eetglobalbenchm
arks

forperform
ance

and
reliability.Additionally,recognizing

the
diverse

functionalneeds
ofusers

across
regions,top-tier

providersdem
onstrate

a
deep

understanding
oflocaluserbehaviors,netw

ork
environm

ents,and
regulatory

requirem
ents—

such
asalignm

entw
ith

regionalcontent
ecosystem

s
and

com
pliance

w
ith

country-specific
data

privacy
standards

—
facilitating

effective
localized

deploym
ent.M

oreover,they
offer

flexible
service

m
odules

tailored
to

the
custom

ization
dem

ands
oftelecom

providers.In
contrast,new

m
arket

entrants
often

lack
the

technicaldepth
and

localized
resources

necessary
to

deliverfully
integrated

solutions,facing
significantbarriersto

entry
asa

result.

Barrier built by hub products

•
Hub

products
in

Sm
art

Hom
e

products
typically

exhibit
several

key
characteristics:

they
connect

local
M

atter-enabled
devices

to
the

cloud,
incorporate

edge
com

puting
capabilities,and

supportsensing
and

userinteraction
functions.Asthe

m
ostfrequently

used
and

interacted-w
ith

devicesin
hom

e
environm

ents—
such

as
O

TT
devices

—
hubs

serve
as

the
prim

ary
controlplatform

s
and

the
m

ost
fam

iliar
touchpoints

for
users.This

positions
providers

of
hub

products
w

ith
a

distinct
com

petitive
advantage

over
those

offering
only

non-hub
devices.

Leveraging
this

strategic
position,

hub-product
providers

are
better

equipped
to

expand
their

productportfoliosand
build

centralized
Sm

artHom
e

ecosystem
sby

seam
lessly

integrating
a

w
ide

range
ofSm

artHom
e

devicesinto
theircore

platform
s.Thisenables

the
creation

ofa
cohesive,collaborative

ecosystem
and

establishes
a

strong
com

petitive
m

oat.In
contrast,non-hub

devices
like

sm
artcam

eras
are

typically
used

for
specific,low

-frequency
tasks

and
lack

the
depth

of
user

interaction
and

habitualengagem
ent

necessary
to

evolve
into

centralized
controlplatform

s.As
a

result,
providers

focused
solely

on
non-hub

devices
often

struggle
to

overcom
e

structurallim
itations.

The
centrality

of
hub

products
thus

confers
significant,

hard-to-
replicate

advantagesforbuilding
scalable,platform

-based
Sm

artHom
e

ecosystem
s.
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Com
petitive Landscape of G

lobal Enterprise Sm
art Hom

e Product M
arket 

Entry Barriers of G
lobal Enterprise Sm

art Hom
e Product M

arket (2/2) 

Source: Frost &
 Sullivan

Know
how

 on hom
e spaces

•
A

deep
understanding

ofhousehold
needs

and
the

ability
to

continuously
iterate

and
enhance

product
features

are
criticalsuccess

factors
—

and
significant

entry
barriers

—
in

the
globalSm

art
Hom

e
product

m
arket.Leading

globalproviders
stand

out
w

ith
their

strong
capabilities

in
technologicalinnovation

and
custom

ized
product

developm
ent,allow

ing
them

to
quickly

adapt
to

evolving
household

dem
ands

and
deliver

tim
ely

updates.In
contrast,new

entrants
often

struggle
w

ith
im

m
ature

productofferings
and

a
lim

ited
userbase,w

hich
ham

pers
theirability

to
align

productfunctionality
w

ith
real-w

orld
usage

scenarios.This
disconnectm

akes
itdifficultforthem

to
refine

theirsolutionsin
realtim

e
based

on
userfeedback

and
experience.

First-m
over advantage and 

custom
er resource barrier

•
W

hen
selecting

globalSm
art

Hom
e

product
providers,enterprise

clients
typically

apply
stringent

evaluation
criteria.Beyond

assessing
design

and
R&

D
capabilities,

productdevelopm
entexperience,and

globalservice
and

after-sales
support,they

also
place

significantem
phasis

on
supply

chain
m

anagem
ent.Early

entrants
to

the
global

Sm
art

Hom
e

product
m

arket
have

leveraged
their

first-m
over

advantage
by

building
strong

brand
recognition,

delivering
m

arket-validated,
high-quality

products,and
cultivating

close
relationships

w
ith

internationally
renow

ned
clients.Leading

com
panies,backed

by
robust

solution
delivery

capabilities
and

value-
added

service
operations,have

established
long-term

,stable
partnerships

w
ith

prem
ium

enterprise
custom

ers
w

orldw
ide.In

contrast,new
er

entrants
—

stillin
the

early
stagesofdevelopm

entand
lacking

extensive
m

arketvalidation
—

often
face

challengesin
earning

enterprise
clients’trustand

w
idespread

recognition,resulting
in

high
barriersto

entry.

Partnerships w
ith ecosystem

 
partners

•
Leading

enterprise
Sm

artHom
e

productproviders
significantly

boosttheir
productcom

petitiveness
through

long-term
partnerships

w
ith

top
contentplatform

s
and

operating
system

providers.For
instance,devices

certified
by

platform
s

like
N

etflix
or

Am
azon

Prim
e

often
com

e
pre-installed

w
ith

popular
stream

ing
applications,

sim
plifying

user
operations,enhancing

user
experience,and

allow
ing

m
anufacturers

to
leverage

the
platform

’s
brand

equity
and

extensive
user

base
to

accelerate
m

arket
penetration.How

ever,these
m

ajor
content

platform
s

enforce
stringent

certification
and

access
standards,and

enterprise
clients

typically
partner

only
w

ith
suppliers

officially
authorized

by
these

platform
s.This

creates
a

high
entry

barrier
for

new
m

arket
entrants,w

ho
often

struggle
to

develop
products

that
m

eet
the

certification
requirem

ents
of

m
ultiple

stream
ing

platform
s

w
ithin

a
short

tim
efram

e
—

resulting
in

low
er

product
com

petitiveness.In
contrast,leading

providers
benefitfrom

close
integration

w
ith

m
ultiple

ecosystem
s,enabling

theirSm
artHom

e
products

to
connectseam

lessly
w

ith
a

w
ide

range
ofsm

arthom
e

environm
ents.

Thisnotonly
stream

linesdevice
developm

entand
integration

butalso
deliversa

sm
arter,m

ore
convenientuserexperience.
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Key Contents

1
•

SDM
C

becam
e

one
ofthe

firstcom
paniesin

China
to

secure
a

Google
Android

TV
certification

in
2017

and
the

firstO
DM

com
pany

w
orldw

ide
to

secure
a

Google
TV

projectorcertification
in

2023

2
•

SM
DC

w
asthe

w
orld’slargestAndroid

TV
sm

artterm
inalsupplierm

easured
by

salesvolum
e

in
2024

3
•

ALTICE
LABS

S.A.,Com
um

icación
Celular,8.A,M

AGYAR
TELEKO

M
N

YRT.,Telia,and
Reliance

are
w

orld-renow
ned

m
ultinationaltelecom

operator
giants

ortop-ranked
telecom

operators
in

certain
regional

m
arkets.

4
•

W
alm

artisa
globalbrand

ow
ner.

5
•

SDM
C

isthe
firstcom

pany
in

the
PRC

to
launch

DO
CSIS

4.0
m

odem
s.

6
•

Itis
notuncom

m
on

in
the

industry
thatSm

artHom
e

products
providers

m
ay

also
provide

raw
m

aterials,such
as

chips
and

DDR
RAM

,to
O

EM
s

for
m

anufacturing
digitalvideo

and
netw

ork
infrastructure

productsand
to

raw
m

aterialsuppliersw
hen

they
are

shortofsuppliesand
Sm

artHom
e

productsprovidershave
extra

storage
ofsuch

supplies.

7
•

Propelled
by

continuousfunction
enrichm

entand
perform

ance
im

provem
entofsm

arthom
e

hardw
are

com
bined

w
ith

escalating
consum

erdem
and

forhigher-configuration
sm

arthom
e

term
inalsand

next-
generation

netw
orking

solutions,the
globalSm

artHom
e

productsm
arketisgoing

to
rise.

8
•

The
m

arkettransitioned
from

W
i-Fi5

to
W

i-Fi6
in

2024.The
m

arketisgradually
transitioning

from
W

i-Fi6
to

W
i-Fi7.

9
•

Given
the

m
aturity

of
production

technologies
and

the
availability

of
sufficient

professionalO
EM

vendors
in

the
Sm

art
Hom

e
industry,SM

DCs’adoption
of

a
fulloutsourcing

m
odelcan

ensure
stable

production
capacity,good

quality,and
reduced

costs.

10
•

SM
DC

isa
globally

leading
providerofholistic

Sm
artHom

e
products,dedicated

to
advancing

the
application

ofAItechnologiesin
hom

e
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 Sullivan

Key Contents

11
•

The
advent

and
m

aturing
of

AIhas
catalyzed

a
paradigm

shift
from

“sm
art

hom
e”

to
“Sm

art
Hom

e”
—

a
transition

from
passive

responsiveness
to

proactive
services,enhancing

convenience,energy
efficiency,security,health

m
anagem

entand
cross-device

synergy
w

ith
intelligent,personalized

and
autom

ated
technologies.

12
•

Cham
pion

Asia,Tw
ow

ing
and

Luxshare
are

leading
O

EM
son

M
atter-com

pliantIoT
devices.

13
•

SDM
C

has
established

long-term
,

stable
collaborative

relationships
w

ith
top-tier

telecom
operators

in
Europe,

N
orth

Am
erica,

Latin
Am

erica,
Asia

and
Africa,

m
any

of
w

hich
are

Fortune
Global500

enterprises,including
w

orld-renow
ned

m
ultinationaltelecom

operator
giants,and

top-ranked
telecom

operators
in

13
regionalm

arkets.In
addition,SDM

C
also

provide
O

DM
services

for
globalbrand

ow
ners.

14
•

Android
TV

sm
artm

edia
stream

ing
term

inalsare
im

portantconstituentsofthe
Sm

artHom
e

m
arket.

15
•

Google
certification

isan
indispensable

condition
forentry

in
the

Android
TV

term
inalm

arket.

16
•

SDM
C’s

products
have

becom
e

integralcom
ponents

ofthe
Google

ecosystem
.SDM

C’s
partnership

w
ith

Google
extends

across
Android

TV,Google
Hom

e,Google
Cloud

and
Gem

ini,positioning
us

as
a

prem
ierstrategic

collaboratorw
ithin

the
Google

ecosystem
.

17
•

M
atterisan

industry
standard

protocolforsm
arthom

esdesigned
to

elim
inate

com
patibility

issues,sim
plify

device
setup

and
connectivity,and

increase
security

and
reliability,edge

com
puting

allow
ing

the
capture,processing,and

analysis
of

data
at

the
farthest

reaches
and

in
real-tim

e
to

enhance
the

perform
ance

and
responsiveness

of
sm

art
hom

e,and
environm

ent
perception

and
autom

atic
control

enabling
ourSm

artHom
e

productsto
m

ake
betterand

m
ore

precise
interaction

w
ith

hom
e

users.

18
•

SDM
C

isam
ong

the
few

com
paniesin

China
to

have
launched

a
fusion

gatew
ay

solution
integrating

XGS-PO
N

and
M

atterforoverseaslogisticsoperators.
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 Sullivan

About U
S

Founded
in

1961,Frost&
Sullivan

has
nearly

50
offices

w
ith

m
ore

than
3,000

industry
consultants,m

arketresearch
analysts,technology

analysts
and

econom
ists

globally.
Frost

&
Sullivan’s

services
include

technology
research,

independent
m

arket
research,

econom
ic

research,
corporate

best
practicesadvising,training,clientresearch,com

petitive
intelligence

and
corporate

strategy.

Frost
&

Sullivan
prepared

its
report

based
on

its
in-house

database,
independent

third-party
reports

and
publicly

available
data

from
reputable

industry
organizations.

W
here

necessary,
Frost

&
Sullivan

contacts
com

panies
operating

in
the

industry
to

gather
and

synthesize
inform

ation
in

relation
to

the
m

arket,prices
and

other
relevant

inform
ation.Frost

&
Sullivan

believes
that

the
basic

assum
ptions

used
in

preparing
the

Frost
&

Sullivan
Report,including

those
used

to
m

ake
future

projections,are
factual,correctand

notm
isleading.Frost&

Sullivan
has

independently
analyzed

the
inform

ation,butthe
accuracy

ofthe
conclusionsofitsreview

largely
relieson

the
accuracy

ofthe
inform

ation
collected.Frost&

Sullivan’sresearch
m

ay
be

affected
by

the
accuracy

ofthese
assum

ptions
and

the
choice

ofthese
prim

ary
and

secondary
sources.


U

nlessotherw
ise

specified,the
reportdefines2025

asthe
base

year,2021
to

2025
asthe

historicalperiod,and
2026

to
2030

asthe
forecastperiod.


The

m
ethodology

em
ployed

in
this

report
com

bines
data

from
proprietary

database,
insights

gathered
through

interview
s

w
ith

industry
experts,

and
our

understanding
on

the
defined

m
arkets.This

integrated
approach

facilitates
a

thorough
and

accurate
analysis

ofcurrent
developm

ents,trends,m
arket

sizes,and
com

petitive
landscapesw

ithin
the

defined
m

arkets,ensuring
the

provision
ofprecise

and
reliable

inform
ation.


This

reportis
prepared

underthe
key

assum
ptions

thatthe
social,econom

ic,and
politicalenvironm

ents
in

the
PRC

and
globally

w
illrem

ain
stable

throughoutthe
forecast

period,ensuring
sustainable

and
steady

developm
ent

of
the

defined
m

arkets.It
also

assum
es

no
significant

adverse
changes

in
governm

ent
policies

affecting
these

m
arkets.
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