
The Evolution of Enterprise Mobility-
Five Predictions for the Future



Wireless capabilities are already enabling broader use of
voice and data applications. But beyond the “unplugging”
of traditional capabilities, a whole new ecosystem is being
created based on the mobility of people, inventory, knowl-
edge capital and other assets which are available anytime,
independent of location. Bigger and broader than wireless,
mobility will usher in a new reality where each enterprise
must finally cut its metaphorical Internet umbilical cord
and find its place in the new order.

Oddly enough, such uncertainty is reminiscent of the
teeth-gnashing that gripped so many companies in the
mid-1990s, when the Internet began making its presence
known. Then, resistance to the Web was nearly universal,
save for some select forward-thinking companies. Security
issues were abundant and standards were scarce, and elec-
tronic data interchange was working just fine for organiza-
tions. Few at that time could envision how the Internet
might become more than an infrastructure for supporting
e-mail and virtual auctions.

Now, of course, it’s impossible to imagine business without
the Internet. As standards were created and new applica-
tions demonstrated that the Web could be used for much
more than bidding on Pez dispensers, the technology
became an indispensable part of daily life for enterprises
and consumers alike.

The brief history of the Internet is instructive for those
grappling with how to respond to the inroads that mobility
already has made. As a common set of standards comes
into focus and innovators begin reaping value from their
early mobility investments, the question will no longer be
whether or how mobility will affect the way companies do
business. Instead, it will be how dramatically mobility will
transform the entire value chain.

To help executives prepare for the huge changes that are
just over the horizon, we offer five predictions for mobility
and its impact on the enterprise. 

In case anyone hadn’t noticed, the wireless revolution is in 
full swing. Yet for many executives, there’s still a great deal 
of uncertainty surrounding what is sure to be a force that 
will rival—or even surpass—the Internet in its impact. 



Prediction 1: Enterprise adoption of
mobility will be primarily driven by 
people who have increasingly personal
experience as consumers. 

We see the phenomenon of “constructive anarchy” on the
rise in the mobility world. Professionals today increasingly
are buying their mobility products and services as con-
sumers and then using them in a business setting. In other
words, employees—not the company itself—are defining
how mobility can be used to improve the way they do 
business. This, of course, has some interesting ramifications
for leaders of organizations—especially chief information
officers, who must stay ahead of the anarchy that can
ensue when employees create their own disparate mobile
infrastructure, one by one. 

Once again, history can prove instructive. When personal
computers burst onto the market, employees didn’t sit
around and wait for the information technology function
to define a PC policy and systematically migrate people
from the mainframe to desktop computers. No, they knew 
a good thing when they saw it, and began creating their
own computing infrastructure at the departmental level.
The resulting mix of platforms proved both costly to the
organization and a major management headache for IT.

The lesson here is that companies can either set the course
for mobility or have it set for them—probably by their 
own employees. 

Prediction 2: Winning companies will be
those who “design” for mobility as the
standard, instead of as a special case. 

Much of the frustration in enterprise mobility is rooted 
in the desire to port existing desktop content to mobile
platforms. But trying to shoehorn content-rich Web pages
or inventory planning spreadsheets onto handheld devices
is like a visit to the eye doctor- you have to wait longer
than expected and the ultimate outcome is a serious of
charts you can’t read.

Eliminating the vision tests inherent to the small screen
requires that the user interface be designed as a mobile
application, not retrofitted from a 17 inch screen to a 2
inch screen. Mobility services need to designed-in as well,
as many existing services are being used for applications
and bandwidth demands that they were never designed for.

But regardless of the technologies deployed, companies
that adapt existing processes and applications to mobile
platforms can find incremental returns. Companies that
re-think fundamental business processes and “design in”
mobility are those that will define the rules of the game
for years to come—much as Amazon.com and eBay have
done to change retailing in the Internet world.

Prediction 3: The power is in the pack-
aging. Bundled solutions (and “ease of
use”) will drive adoption and render
most sub-components commodities. 

Today, mobility vendors are very effective at developing
and selling the best hardware, software, content or 
services. But taken individually, these components are
useless, regardless of how good they are. Enterprises
don’t need components, they need solutions to their
problems. And only when mobility solutions are 
available will wholesale adoption occur. 

For example: Diamond Multimedia pioneered portable
mp3 players with its Rio 300. First released in the
United States during the Christmas Holiday season 
in 1999, the Rio quickly sold out in most stores and
became one of the “must-have” electronics gifts that
season. Yet today, while Rio continues to turn out 
good products, their market share in the portable 
MP3 market space has fallen from 100% in 1999 to
14.3% in January 2004 (source: NPD Group). Meanwhile
Apple, a very late entrant to the market, now claims a
25% market share at premium pricing levels.

What’s the difference? Apple has more effectively 
bundled great player technology, the content (i.e., the
songs) and the access to those songs, making it easier
for customers to understand and purchase a complete
digital music solution. 

The lesson here is that enterprises need to consider the
whole range of the solution – devices, wireless networks,
applications, management tools, physical distribution
and management of devices, user training, help desk,
break/fix, etc. And they need to earn a positive return
on this entire investment and cost base while creating
the desired output—value—rather than optimize the
technology only. Put another way, when it’s dark, a
burned-out light bulb is much less valuable than a 
candle and dry matches. 






