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According to a recent global survey, the small but growing 
segment of Mobile Trendsetter companies that view 
themselves as true “Mobile Enterprises” is creating new 
revenue streams, lowering customer acquisition costs and 
designing new mobile apps that take advantage of native 
device capabilities.

The further an enterprise stands along the scale of mobile 
maturity, the greater the gains, the survey indicates. An 
overwhelming 84% of the Mobile Trendsetters, for example, 
cite gains in productivity from their mobility investments—
suggesting that as organizations become more mobile 
enabled, they gain velocity in achievement of benefits 
realized. That velocity effect also takes hold in areas such 
as increase in hourly work output, reduction in overall time 
to market and lower costs of customer acquisition.

Most of those surveyed worldwide have a mobility strategy 
in place. But just 21% place themselves in the trendsetting 
category of a mature Mobile Enterprise, where the defined 
mobile strategy drives the technology roadmap, success 
metrics are in place and mobility has been integrated into 
overall enterprise governance. 

The great majority of companies are either “Mobile Enabled” 
(40%), with strategies and policies in place but no proactive 
governance, or “Mobile Aware” (28%), with pockets of mobile 
initiatives and some policies in place but with no overall 
strategy or governance. A smaller “Mobile Void” segment (11%) 
lacks any strategy, policies or governance. 

The mobility survey, conducted by IDG Research Services 
on behalf of Unisys, provides valuable insights into the best 
practices that Mobile Trendsetters have put into action. Less 
mature organizations can learn from the trendsetters on 
how they have been able to achieve increases in customer 
satisfaction, business process speed and employee 

satisfaction. The results are based on insights gleaned 
from more than 400 director-level or higher executives 
worldwide. 

❱❱ MOBILE TRENDSETTERS SEEK TO TRANSFORM 
BUSINESS PROCESSES

Not surprisingly, 45% of respondents say anywhere, anytime 
availability is the primary driver behind mobility worldwide. 
However, that priority becomes less intense as companies 
move along the maturity curve—almost half of Mobile 
Trendsetters, in fact, rate productivity as the biggest driver 
behind their mobile initiatives, undoubtedly reflecting earlier 
progress in providing availability. In comparison, productivity 
registers as a key driver for only 26% of the Mobile Void. 

Many organizations have made progress in implementing 
helpdesks for employee mobility, mobile enablement of 
enterprise applications and workplace virtualization, but 
most companies have not yet made the move to complete 
mobile management service where significant benefits can be 
realized. However, the more mature companies are also more 
likely to be creating new revenue streams, lowering customer 
acquisition costs and—as with 49% of Mobile Trendsetters 
compared with 14% of the Mobile Void—designing new mobile 
apps that take advantage of native device capabilities. 

“When we go into a customer site we can show them on 
our mobiles just how we can develop software for their 
own industry,” one survey respondent says. His company, 
a multibillion-dollar international technology manufacturer, 
initially developed mobile applications for internal productivity 
but quickly leveraged them for customer use. 
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That evolution from internally focused to customer-facing 
applications is typical of the Mobile Trendsetters: 73% 
of them say their customer relationship management 
business processes have benefited from mobility, compared 
with just 32% of the Mobile Void. The Mobile Trendsetters 
have already realized productivity gains and higher return 
on investment from mobility and are now clearly looking 
to take it to new levels with the focus on transforming 
business processes and services. 

“Those companies that have figured out how to spend 
less on infrastructure are using their investments to 
really move ahead and take advantage of this new 
technology,” says Darren McGrath, Unisys global director, 
mobility solutions. 

❱❱  OVERCOMING SECURITY CHALLENGES, MOBILE 
TRENDSETTERS TOUT HIGHER REVENUE AND 
GREATER PRODUCTIVITY GAINS

Overall, nearly half of the survey respondents report that 
mobility has generated new sources of revenue for their 
companies during the past year. However, that picture 
varies considerably along the maturity curve: 75% of 
Mobile Trendsetters generated new revenue from mobility, 
compared with 30% of Mobile-Aware and Mobile-Void 
organizations.

What’s more, a majority (69%)—and even the Mobile 
Void (52%)—attribute an increase in productivity to their 
investment in mobility initiatives. More than two-thirds 
of the respondents indicate their organizations have 
experienced productivity gains from mobility. The Mobile 
Trendsetters, not surprisingly, count among the top 
performers, with 84% registering such gains. 

Still, there are hurdles to overcome, with security ranking 
number one. “Security has been the biggest issue stopping 
us from rolling out our mobility applications across the entire 
group, but we are working on it,” one survey respondent notes. 
In fact, no matter where a company ranks on the mobility 
maturity scale, it perceives security as a challenge. 
 
Providing freer access to the corporate network raises fears 
and concerns, which have been escalated by the Bring 
Your Own Device (BYOD) trend of allowing employees to 
perform company business on personally owned devices. 
That extends to employees bringing their own apps, and 
even to bringing their own cloud services. This points to 
an underlying challenge of addressing the different user 
personas that exist within organizations – that is, position-
based designations with each persona receiving a specific 
set of role-based end-user productivity services.

Also high on the list of challenges is the expense of 
application development, particularly across fragmented 
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platforms with different users taking advantage of Apple’s 
iOS, Google’s Android, Microsoft Windows and BlackBerry. 
This is true for 56% of the Mobile Void, compared with 40% 
of the Mobile Trendsetters.

❱❱ MOBILE TRENDSETTERS PUT MORE EMPHASIS 
ON ROI ANALYSIS, AND IT’S PAYING OFF

Those further along the maturity scale report greater results 
in quantifying their return on investment (ROI). It’s no 
coincidence that nearly two-thirds of Mobile Trendsetters 
(65%) are using formal, technology-enabled processes to 
measure ROI. 

Yet many other organizations have difficulty measuring ROI, 
particularly with regard to extending mobile capabilities to 
white-collar or knowledge workers. More than one-third of the 
respondents (40%) report that they have not seen a clear ROI 
yet or that it’s too early to estimate. Of those that have been 
able to measure the return on their mobility investments, the 
majority has seen between a 5% and 10% return. 

This dearth of clear ROI reporting may reflect the difficulty 
in assessing the value of benefits derived by knowledge 
workers, where metrics may be more qualitative and 
subjective, such as assigning value to the enhanced 
organizational image that a mobile-equipped salesperson 
may convey to customers. In comparison, the ability of 
personnel such as mobile-equipped field service employees 
to complete more tasks may more readily translate to hard 
cost savings or added revenue that can more easily justify 
investments.  

On a conceptual level, at least, the survey respondents 
indicate that the soft benefits of mobility are moving ahead 
of hard costs when it comes to justifying investments. 
Overall, half cite increases in customer satisfaction, 
business process speed and employee satisfaction as the 
leading factors their organizations currently measure or 
plan to consider in measuring their ROI.

❱❱ FORGING MOBILE MATURITY: ADOPT 
TRENDSETTERS’ BEST PRACTICES

The disparity between the Mobile Void and Mobile Trendsetters 
comes through time and again, whether the issue is 
productivity, revenue generation or creating new ways to 
interact with customers or enhance products and services. 

The more mature enterprises have moved ahead in 
developing and adopting best practices for mobile 
initiatives. In almost all categories polled, the survey shows 
a steady increase in development of best practices in 
companies at each stage of the mobile maturity scale. 
It is especially noteworthy that more than half of Mobile 

Trendsetters have put best practices in place in 6 out of 11 
categories; their engagement rate is less than 40% in only 
one category. Conversely, more than one-third of Mobile-
Void respondents have adopted best practices in only 2 of 
the 11 categories. (See following chart for categories.)  

Those Mobile-Void organizations, while currently lagging, 
can take advantage of the lessons learned and best 
practices established by the more advanced companies 
in order to avoid some of the pain and wrong turns 
experienced along the way. 

McGrath, who is responsible for leading the strategy and 
development direction for Unisys mobility solutions, says 
the Unisys-sponsored research reveals some key best 
practices that Mobile Trendsetters are adopting to transform 
their organizations into fully Mobile Enterprises: 

Strategy first. Among Mobile Trendsetters, strategy 
drives the roadmap and mobility is integrated into 
overall enterprise governance, indicating a high level 
of sophistication and successful development of best 
practices. For example, more than half of the Mobile 
Trendsetters say they have an implementation roadmap 
driven by a comprehensive business strategy. Conversely, 
44% of the Mobile Void lack a mobile business strategy 
and view that as a significant challenge. Clearly, the Mobile 
Trendsetters start by focusing on the business processes 
that can be beneficially impacted—and those who aspire to 
Mobile Trendsetter status should do so, too. 

Factor in the entire mobile environment. 
Enterprises can’t focus on one or two aspects of 
mobility, but rather must accommodate different user 
personas and their preferred devices, apps, security 
and management. If the focus is on the device or the 
technology alone, the solution is bound to fail when 
technology moves forward. 
 
Metrics determine success. Almost two-thirds of the 
Mobile Trendsetters have formal technology-enabled 
measurement processes in place to calculate the ROI of 
mobility. In contrast, 58% of the Mobile Void and 36% of the 
Mobile Aware have no ROI measurements in place, formal 
or informal. Among the Mobile Trendsetters group the top 
three factors for measuring the success of mobile initiatives 
are increases in customer satisfaction (67%), increases in 
the speed/efficiency of key business processes (60%) and 
increases in employee satisfaction (60%). 

Put data protection and security at top of mind. On a 
global basis, protection of data accessed by mobile devices 
and managing user authentication and access to business-
critical information top the list of best practices that 
respondents have implemented most widely. Encryption of 
data also rates high. Just 22% of the Mobile Void say they 
have implemented policies to govern employees’ access 
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to corporate data via mobile devices, compared with more 
than half of the Mobile Trendsetters.

Take a comprehensive, integrated approach to 
mobile management. Utilizing an integrated platform for 
managing the mobile environment—encompassing users, 
applications and devices—is cited by a third of respondents 
worldwide. Arguing for the necessity of a methodical 
approach to all aspects of mobility, one respondent says, 
“The method of implementing applications should be 
step by step. There should be continuous monitoring of 
solutions, performance and the impact it makes on existing 
solutions.”

Be open and flexible. Technology is evolving rapidly. What 
seems great today may not be as appealing a year from 
now, so embrace change. Resistance is not the stance to 
take. As the Mobile Trendsetters demonstrate, it is critical to 
foster mobile innovation and creativity by collaborating with 
partners and customers who are all experimenting with 
their own mobile initiatives. 

❱❱ TRENDSETTERS SET THE PATH TO MOBILE 
SUCCESS

The trajectory to mobile success can begin with small, 
exploratory pilots to mobilize key productivity applications. 
It does not necessarily mean costly application rewrites, 

arduous development projects or the burden of dealing 
with a variety of mobile devices. Instead, it must boil down 
to business processes that can accommodate mobility, 
focusing on techniques that create rapid, low-cost and 
secure applications for multiple device types. 

The right strategy is by definition a balancing act between 
business demands and strong IT implementation. If 
organizations implement mobility without careful planning, they 
can risk incomplete security deployments, miss out on revenue 
opportunities from introducing new products and services, and 
make erroneous and costly decisions using inefficient business 
processes. Indeed, enterprises need to look beyond solving 
problems for particular devices and focus on what will enhance 
business processes today and in the future. 

That’s certainly the path Mobile Trendsetters are on. And 
Unisys is at the forefront of that movement, working with 
organizations to ensure they take advantage of the lessons 
learned by the Mobile Trendsetters. The company offers 
a unique portfolio of Managed Mobility Services, Mobile 
Security, Application Development, and Mobile Assessments 
and Consulting, to help companies worldwide transform 
themselves into Mobile Enterprises. For more information, 
visit www.unisys.com/consumerizationofit.

The research was conducted in the fall of 2013. It was a 
global study in NA, LA, EMEA and ANZ.

Best Practices WW NA EMEA ANZ LA

Protection of data accessed through the mobile device 50% 38% 44% 69% 54%

Secure authentication of mobile users using password,
biometrics or attached device 

43% 38% 44% 52% 39%

Implementing policies to govern employees’ access
to corporate data via mobile device 

43% 51% 38% 47% 40%

Implementing policies to govern employees’ mobile
device and service options 

41% 47% 41% 49% 30%

Encryption of data on the mobile device 40% 37% 43% 41% 38%

Mobile expense management  37% 27% 34% 45% 42%

Unified platform for managing mobile environment
(devices, apps, users) 

35% 33% 34% 40% 34%

Offering end-user services targeted to mobile workers’ 
specific job functions and personal use profiles 

35% 24% 28% 51% 42%

Zoned network/information access for mobile devices 35% 18% 30% 49% 45%

Implementation roadmap driven by a comprehensive
business strategy  

29% 25% 24% 36% 35%

Virtualized desktop/cloud-based services so that
data is not kept on the device itself  

29% 20% 25% 27% 45%

Other 3% 0% 1% 14% 0%

http://www.unisys.com/consumerizationofit

