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Become a mobile-time enterprise
According to Gartner, the number of smartphones is projected to exceed 6.7 billion by 2015 
worldwide. The sheer volume of these numbers suggests a dramatic shift in the way consumers and 
employees are expecting to interact with businesses. Businesses must in turn adopt new strategies, 
processes, and technologies to ensure that they continue to compete in mobile time.

Becoming a mobile-time enterprise isn’t easy. As with any other revolutionary shift, such as mainframe computing, 
the PC, and the internet, the shift to mobile marks a change in the way businesses need to start prioritizing 
their company objectives. A comprehensive mobile strategy requires tremendous buy-in and participation 
from everyone in the company, as well as taking the initiative to build expertise around the power of mobility. 

By following the steps outlined in this guide, any organization can not only keep up with, but exceed the pace 
of technology, their users’ expectations, and their business objectives. In short, they can become a mobile-time 
enterprise. 

• Set the foundation for a comprehensive mobile strategy
• Identify and mitigate roadblocks on the path to mobile maturity
• Establish your strategic objectives and KPIs
• Execute your strategy through next-gen design and development
• Choose the right tools and technology

Done correctly, mobile can meet users’ needs, business objectives, and IT requirements in a fast, efficient, 
and cost effective way. Mobile time is here to stay. It’s up to you to become a mobile-time enterprise.
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The importance of creating a comprehensive, experience-first mobile strategy has evolved dramatically over 
the last several years. Not long ago, a company’s entire mobile strategy might have consisted of a single app 
or a mobile website, and that was okay. Before the widespread adoption of smartphones and proliferation of 
tablets, user app expectations were low, and most companies viewed an app as a simple, nice-to-have luxury. 

That changed around 2007 with the introduction of the iPhone and the rising popularity of tablet and 
smartphone computing. Offering the promise of any time, anywhere portability, these new devices delivered 
a comprehensive, user-friendly digital experience without being tied to a laptop or desktop computer. This 
new-found mobility raised both user expectations and the potential of mobility in the business context. 
Mobile users, including customers, employees, and partners, now had a pathway that allowed instant, 
any time access to tools, content, information, and data. Along with this new access, users expected an 
experience that was just as comprehensive and intuitive as the one they found on their desktop computers. 

Combine the above statistics with a Gartner report highlighting decreased PC shipments and increased 
mobile device shipments, and we gain some interesting insights into the behavior patterns behind 
mobile usage. In short, people are relying on their desktops less and their mobile devices more. 

The mobile-time imperative 84%
of respondents said they 

couldn’t go a single day 

without  their mobile device.

An increasingly mobile society

This relentless pace of change, 

innovation,  and expectation is known 

as mobile time,  and addressing it has 

become an enterprise imperative. 

Consider these stats from TIME:

65%
said that if forced to choose 

between the two, they would 

take their mobile device to 

work rather than their lunch.

51%
said that their mobile device 

was more important than their 

laptop or desktop computer.
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Mobile-time expectations aren’t restricted to consumers. With the rapid adoption of mobile 
devices, your digitally savvy workers are expecting the same engaging experiences in the 
workplace as they find on their consumer-oriented apps. They want to be empowered with 
the information they need to do their jobs – anywhere, any time, and on any device.

These changes in technological pace and user behavior mark a monumental shift in the way companies 
must approach mobile. Mobile strategies can no longer be simple add-ons or afterthoughts. Instead, 
because mobile users now expect access to companies, services, content, and data whenever they 
choose, enterprises must design an experience that offers the comprehensive, intuitive access that users 
demand. They must become, in short, a “mobile-time enterprise,” capable of operating with the speed 
and agility required by mobile while retaining the security and management critical to business success.

Becoming a mobile-time enterprise requires time, effort, and strategy, but the benefits are tremendous. 
Organizations that take advantage of the opportunities presented by mobile can improve outcomes across 
the board, allowing them to: 

• Interact with customers, employees, and partners more quickly, effectively, and personally
• Provide rich user-first experiences
• Reinvent processes to meet changing customer demands
• Build flexible solutions that meet ever-broadening requirements
• Operate with increasing ROI, improved TCO, speed, scalability, and agility

Business user expectations are changing

Mobile 
strategies can 
no longer 
be simple 
add-ons or 
afterthoughts.
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Set the foundation for a 
comprehensive mobile strategy 

A comprehensive mobile strategy is the core of a mobile-time enterprise, and can open up an untold 
number of opportunities to drive engagement, elevate brand value, improve workplace efficiencies, 
explore new markets, and improve customer satisfaction. But a one-off mobile app is not a mobile 
strategy. Instead, creating a comprehensive mobile presence requires a robust plan, one that is firmly 
connected to the company’s initiatives. Without a defined plan, a venture into mobile apps can result 
in a loss of consumer or employee confidence, reduced revenue, and a negative brand presence. 

As the revolution in mobile devices accelerates, it’s important to recognize that your customers, partners, 
and employees are trying to connect with you from multiple endpoints throughout the day. In fact, a 
Forrester research survey shows that 25% of adults are going online with three plus devices. As users 
are transitioning effortlessly from device to device and environment to environment, your mobile 
strategy needs to engage them with a cohesive set of experiences that meets their diverse needs.

Is this how you currently approach mobile strategy? Gartner estimates that by 2015 there will be four times 
as many native mobile apps as there are web-based apps. Yet many companies are still treating their mobile 
strategy independently from the rest of their digital efforts. Instead of being built under a single cohesive 
umbrella, separate mobile initiatives are led by different business units or departments. These independent 
ventures rarely include IT in the initial planning, resulting in a fragmented, nonintegrated approach to mobile.  

Setting the foundation for a cohesive structure - While an initial fragmented approach 
to mobile may result in a number of time-consuming and redundant processes, it is also 
important to remember that these first attempts at mobile are extremely valuable. “Mobile 
1.0” often sets the foundation for a more complete, mobile-time enterprise strategy.
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A company’s path toward a comprehensive mobile strategy typically looks like this:  

• Experimentation Stage: During this stage, the mobile initiative is led by a single business unit. IT is rarely 
involved, and the project is generally done independently of other company initiatives. Because of a lack 
of funding and IT involvement, the app is built for deployment on only one, or at best a handful, of major 
mobile platforms.  

• Exploration Stage: Due to success in the experimentation stage, the mobile strategy has evolved to take 
on a more company-centric approach. However, because there is no clearly defined strategy, companies 
tend to use a number of different, and sometimes competing, toolsets to manage their applications. This 
can result in a fragmented approach, with any number of unnecessary and redundant processes being set 
in motion.  

• Enterprise Stage: Building on earlier efforts, mature companies tackle mobility from 
the top down with an integrated, enterprise-wide approach. This involves executive buy-
in, collaboration across business units and IT, and technology partners that can execute 
on today’s objectives while positioning the company for success in the future.

Merging business objectives with IT - In our multi-edge world, it is no longer enough to develop one 
or two standalone apps based on the objectives of a single department or end user. Instead, a successful 
mobile strategy must include the objectives of the entire company, incorporating the viewpoints of both 
business and IT leaders. As the business leaders set goals for meeting company objectives through mobile, 
IT leaders can create a path that will execute on those goals in an integrated, efficient, and secure way. Only 
then can the organization reach the enterprise Stage of maturity and begin to truly operate in mobile time.
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Identify and mitigate roadblocks on the 
path to mobile maturity

As you begin to define your mobile strategy, it is important to remember that multi-edge application 
development – building apps for today’s plethora of devices, OSs, and more - is much different than traditional 
web development. In the mobile landscape, you are not just developing for one or two sets of predefined 
operating systems and platforms. Instead, technology is in a state of continued flux, with new devices, 
operating systems, and platforms being added and upgraded on what often seems like a daily basis. 

This creates a unique set of challenges, including:

Getting everyone to buy in – philosophically and financially
Building a comprehensive mobile strategy that focuses on delivering a premium user experience isn’t as simple as 
flipping a switch. Most businesses have already invested a great deal in web-based infrastructure that supports their 
business cases and marketing objectives. In many cases, a unified mobile strategy requires a radical repositioning 
of that pre-existing infrastructure. In order to support the ever-evolving demands of a multi-channel world, a 
comprehensive strategy can require investment in new platforms, tools, strategies, services, and even personnel. 

Your business users, designers, and developers will need innovative tools, technologies, and ideas 
to mobilize these resources, while IT needs solutions to manage them efficiently and securely. 
Investments in cloud-based collaboration systems, next-gen design tools, a mobile application 
development platform (MADP), and the right set of backend services can help with your transition 
to mobile, delivering the agility and security to power a truly intuitive experience.

Building a 
comprehensive 
mobile strategy 
that focuses 
on delivering a 
premium user 
experience isn’t 
as simple as 
flipping a switch.

8



Integration with enterprise systems
When building experience-first apps, much of the attention is on the user interface. However, the way that 
interface interacts with your backend systems is equally important. The app itself is just a touch point. It must 
be able to effectively communicate with the rest of your internal infrastructure. Your IT leaders need to identify 
these data sources, taking into account how frequently you are updating information on the devices and how 
much data needs to flow across the network. The performance, security, and efficiency of the integrations 
must also be evaluated, and are especially important in complex and/or customized environments.

For many companies, the complexity and costs of integration may be an initial stumbling block. For example, 
some estimates put the integration costs of building an enterprise app at about 70% of the total development 
costs. The latest generation of mobile backend-as-a-service (MBaaS) solutions, however, address many of these 
concerns, simplifying integrations while supporting the broad range of use cases necessary in today’s enterprises.

Legacy design and development tools
The mobile development environment is highly fractured, with a number of platforms, devices, and 
operating systems that need to be considered. All of this device diversity means that designers and 
developers must account for 10,000+ combinations of devices, platforms, screen sizes, and orientations. 

In addition, many designers are relying on tools and theories that are firmly rooted in web-based development and 
design. Because these tools were never intended to support the seemingly endless number of device variations 
and form factors, designing an app that offers a premium user experience can become next to impossible. 

Selecting tools created explicitly for mobile app design and development helps mitigate many of these 
concerns. Today’s solutions make it easy to design and build for multiple form factors without redoing work, 
offering “write once, deploy everywhere” solutions focused on reusability and efficiency. Many purpose-built 
tools also emphasize collaboration, providing a streamlined way for designers and developers to both work 
together and share their work with business stakeholders. This improved communication reduces the time 
needed to create apps, and ensures that the final product aligns with the expectations of everyone involved. 

The app itself is 
just a touch point. 
It must be able 
to effectively 
communicate 
with the rest of 
your internal 
infrastructure.
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Changing user expectations
When mobile apps first began to roll out to the marketplace, user expectations were low. 
A mobile application or website may not have offered the same usability or functionality 
as a web-based version, but for the most part users accepted these limitations, 
simply viewing mobile as quick and easy path to information and resources. 

Today, user expectations have evolved to expect a mobile experience on par with, or even better 
than, the web-based version. In fact, users expect the experience to be tailored specifically to 
the specific device they are using at any given time. They are looking for applications that will 
help them solve a single function or task, and they expect the app’s interface, functionality, 
and load time to meet those expectations quickly, efficiently, and ideally, delightfully. 

These expectations are not limited to phones and tablets. As the Internet of Things 
quickly becomes a reality, users demand intuitive, tailor-made experiences for all of 
their touchpoints, like watches, glasses, cars, thermostats, refrigerators, and more. 

Ever-changing security standards
Many companies have already invested a substantial amount of time and resources developing 
enterprise-wide security governance and information access protocols, such as FIPS 140-2 and PCI 
compliance. The challenge is going mobile without compromising the integrity of these protocols. 

In the mobile landscape, this can prove to be particularly tough. With a wide array of handset 
manufacturers offering their own unique approach to securing the device, developers 
and IT managers must find a way to ensure security without compromising usability. 

A robust enterprise mobility management (EMM) solution is a great first step to 

10



addressing these concerns. EMM should allow organizations to manage data at all different 
levels, including devices, applications, content, users, and more. It should also be contextually 
aware, implementing security measures when necessary while allowing for optimal usability.

Managing the application lifecycle
Application lifecycle management (ALM) typically consists of six phases: design, develop, 
test, deploy, manage, and update. However, with the complexity of the mobile landscape, 
creating a disciplined process for managing this lifecycle can be difficult.

A well-defined path for managing your application’s lifecycle that includes quality control, on-
time delivery, and maintenance is essential to creating a successful, repeatable enterprise-
class mobile strategy. Leveraging a platform that supports each step of the process, instead 
of relying on disparate point products, is one way to ensure that each step of the lifecycle 
is both represented and integrated into the overall strategy in a holistic way.

Building a strategy through the hurdles
While mobile offers a number of great advantages, it is certainly not without its risks and challenges. 
The key to overcoming those challenges is building a strategy that addresses the needs of the entire 
organization. The strategy will need to cover the app’s entire development and management lifecycle, 
including solutions for managing multiple platforms and integrating with backend systems. Investments 
in new technology like cross-channel design tools and mobile application development platforms will 
also need to be considered. By first outlining the challenges and then highlighting potential solutions, 
you can make the best choices for meeting your business objectives efficiently and effectively.
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Establish your strategic objectives 
and KPIs

The mobile-time enterprise starts with clearly defined requirements. You cannot begin to develop 
a comprehensive, experience-first mobile strategy until you understand the intent behind your 
mobile presence. This means more than just understanding the intent of a single app. Instead, in 
order to create a cohesive approach, one that has every component in sync and working together, 
you must define a set of key mobile objectives that will guide your overarching strategy. 

For example, if your focus is business-to-employee (B2E) mobility, an objective may involve improving 
employee productivity. Hitting this KPI could require a mobile strategy aimed at developing a series of 
knowledge sharing, collaboration, and employee self-service applications and CRM/ERP interactions/
transactions. On the other hand, if your focus is business-to-consumer (B2C), your objectives may involve 
brand building and revenue generating. This could include a series of apps intended to empower your 
users with sales messaging and product information and ad placement or credit card transactions.

Start the framework by asking why– Ask yourself a set of questions to begin  
building your mobile initiative:

How will the mobile initiative align with your company’s larger business objectives?
What is your company’s larger purpose, mission, or goal? In order to create a cohesive strategy and align 
department and business leaders, your mobile strategy must be in sync with that larger objective.
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Will it open up new business opportunities? 
Are your initiatives limiting your current business opportunities? Perhaps your mobile strategy will help you 
better target a key customer demographic or provide support for a specific business use case. Outward-
facing mobile apps can create richer customer interactions in new target markets. On the other hand, internal 
mobile apps can be used as a pathway to boost productivity, customer service, and employee responsiveness. 

How will mobile users impact your bottom line? 
A comprehensive mobile strategy will require a certain amount of investment. This 
investment is hopefully offset by the value mobile brings to your organization. 
The question becomes, how do you establish that value?

To determine how the value and investment in mobile impacts your ROI, you will 
need to establish clear objectives and key performance indicators (KPIs). 

Define KPIs for success– As outlined above, establishing clear objectives is critical to a 
successful mobile strategy. However, in order to gain true organizational buy-in and strategic 
alignment, those objectives will need to be quantified in a way that proves value. 

This can be done by creating KPIs. By assigning a value to each KPI, you can determine how 
much value your overall mobile initiative can be expected to bring to your business.
 

• Consumer-facing mobile initiatives (B2C) deliver value to your customers, which in turn drives value  
back to the business.

• Employee-facing mobile initiatives (B2E) deliver value to an employee, department, or work group,  
making your business run more efficiently and/or productively.

Establishing 
clear 
objectives 
is critical to 
a successful 
mobile 
strategy.
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Setting KPIs for your mobile initiative
B2C KPIs B2E KPIs

Customer engagement: 
How is this measured?

• Number of app downloads 

• Frequency of mobile activity

• Duration of mobile activity

• Participation in mobile loyalty programs 

• Completed customer satisfaction surveys

Sales and marketing
How is this measured?

• Reduction of in-office support and paperwork

• Increase in overall sales and annual quota attainment

• Additional up-selling and cross-selling opportunities

• Increase in customer face time

Lead, user, & sale acquisition
How is this measured?

• Total number of mobile users

• Leads attributed to mobile

• Spend per new mobile customer

• Higher conversion rates

• Closed sales connected to mobile leads

• Customer lifetime value of mobile users

Field services
How is this measured?

• Reduced response time 

• Less travel, paperwork, and reliance on internal resources

• Work offline in remote rural areas

• Improve first-time fix rate

Service quality
How is this measured?

• Improvement in the quality of service 

• Lower rate of in-person interactions

• Customer retention rates

Supply chain
How is this measured?

• Minimize time to market

• Reduce production costs by identifying supply chain problems

• Increase efficiencies by integrating with other systems 

• Reduction in inventories, holding costs, and material waste

• Increase in on-time deliveries

• Improved sales due to higher product availability
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Even though we started by identifying the company’s top objectives, our KPIs are now focused on identifying 
how those objectives will align with the end user (the person who the app is intended to serve). While the 
larger, overarching company objectives give the strategy focus, determining these KPIs allows you to identify 
your target audience and begin outlining the apps you need to build and how to measure their success.
 
Identify the apps you need to build - Now that you have a clear understanding of your objectives, your 
next step becomes identifying how your apps can meet those objectives. In other words, what type of app  
or group of apps do you need to build in order to deliver value to the end user and the business?

Some questions to consider include:

• What is the company’s primary objective?
• Who is the end user?
• How can the app deliver value  

to the end user? 
• Can that value be measured?

A good exercise to help answer these questions 
is to build a map like the one below. The map 
outlines the end user, the KPIs being measured, 
and how the app can deliver an experience 
to support the end user’s objectives.

Now that you have given each app a measurable KPI, try asking: 
• What is the overall value of the app?

• How does this value rank against other marketing initiatives?
• Does the value of the app outweigh the development costs?

Assume your app has a lifespan of 5 years.
You can then calculate its NPV (net present value):

   Business benefits x time (5) 
- Opportunity cost of capital

  NPV (Benefits)

NPV (Benefits) ÷ NPV (Costs) = ROI for your app

   One time app development costs
+ Annual maintenance costs x time (5)
- Opportunity cost of capital

  NPV (Costs)

Determining these 
KPIs allows you 
to identify your 
target audience.
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Mapping KPIs to your mobile strategy
Use case How is this measured? How can your app offer support?

Field sales rep
For a sales rep, the end goal 
may be to maximize sales and 
improve ROI, all while creating 
a more efficient sales cycle.

• Reduced in-office support 
and less paperwork

• Reduced internal phone calls
• Increased overall sales 
• Added up-selling and cross-

selling opportunities

• Access to sales details and 
history about opportunities

• Real-time access to accurate 
contact information

• Drive collaboration through 
notes capabilities

• Log follow-up actions with activity 
partners, attendees, and owners

Retail customers
For an app serving a retail customer, 
the end goal may be to improve 
retention or generate prominent 
revenue through the app and 
reach users that you may not have 
reached through other means.

• Number of app downloads
• Frequency of app usage
• In-app purchases
• Driving traffic from app to other 

aspects of revenue generating business
• Participation in mobile loyalty programs 
• Completed customer 

satisfaction surveys

• Self-service and account 
management features

• Shopping cart options, alerts, and wish lists
• Real-time access to product 

catalogs and sales information
• Customizable inventory 

search functionality

 
Remember, users intuitively know great mobile experiences when they have them.  What this mapping exercise proves 
is that delivering those great mobile experiences requires an investment in building more than a single app. Instead, a 
comprehensive, enterprise-class approach to mobile app development requires the careful planning and building of successive 
mobile experiences, each designed to fulfill the user’s intent where, and when, support and access are required. 
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Execute your strategy through next-gen 
design and development

Traditionally, app developers have relied on any number of web-based tools to help them with the design and 
development process. However, as the multi-edge landscape has evolved, and an engaging user experience has become 
the new standard, it is becoming apparent that those traditional web-based tools cannot deliver a premium experience. 

Instead, designers and developers are now looking to use a new set of tools and processes specifically 
built to help them tackle any number of challenges related to creating apps, including:

• Time to market: Time-to-market expectations for mobile apps are high. On average, users upgrade to a new device 
every 18-24 months. In addition, mobile operating systems are continually upgraded in relatively short lifecycles. 
Because of this constant fluctuation, app developers who hope to take advantage of the newest features, before they 
become obsolete, must be able to get their apps to market as quickly as possible.  

• Exceptional user experience: High quality UX, or lack thereof, can make or break the adoption of your app. Most 
end users will not be satisfied with an app or interface that offers a “lowest common denominator” approach. Instead, 
the tools and platforms you use to design, develop, and manage your app must offer the ability to create a high 
quality, native experience specific to the end user’s device across any combination of devices, operating systems, or 
platforms.  

• Multi-edge diversity: 25% of adults are going online with three-plus devices, and with the growing 
prominence of the Internet of Things, this number is only expected to grow. This kind of device diversity 
requires thinking about how the end user will connect with you across multiple devices and channels (i.e. 
website, tablet, smartphone, web store, watch, etc.) Developers will need to continue to look for ways to create 
highly efficient back-and-forth integration between various device endpoints and backend systems. 

18-24
months
time it takes, on average, 
for users to upgrade 
to a new device.

25%
of adults are going online 
with three or more devices.
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The traditional approach to app design and development – Traditionally, 
organizations addressed these challenges with a four-phase approach:

PHASE 1: 
Requirements gathering

PHASE 2: 
UX and app workflow design

PHASE 3: 
Graphic design

PHASE 4: 
Development

During this phase, the concepts, 

functionality, and usability of the 

application are defined.

During this stage, the workflow, content, 

and interactions of the application are 

defined.

At this stage, the wireframes and mockups 

are handed off to the graphic designer, who 

is responsible for the creation of each 

individual design asset.

During this phase, the style guide is given 

to the developer. The app receives its 

functional usability. Up until this point, 

the progress of development has been 

communicated largely through abstract 

concepts and static imagery.

<!= !#@$%&#

if cond=”true”
< err >

< err >

1 2

4

6 75
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Designing and developing in a multi-edge world – Today, the landscape has changed. In order to offer a 
premium user experience, your mobile development initiatives must be able to extend and account for the 
wide variety of platforms, devices, and operating systems on the market. As outlined above, with 10,000 plus 
combinations of devices, layouts, orientations, operating systems, and screen sizes, traditional web-based tools 
that focus on specific devices or use cases can be cumbersome and impede a quick time to market strategy. 

In order to avoid those redundant design and development efforts, it becomes necessary to look for 
new tools, solutions, and platforms intended to support a multi-edge effort. This often includes:
 
Giving the designer full control over the design: Traditionally, the image assets, wireframes, mockups, 
and prototypes created during the design stage end up as “throw-away” work. The developer cannot 
reuse these assets, and instead must rely on complex style sheets to build the app from scratch.

To avoid these complex and redundant processes, designers are turning to cloud-based solutions and 
collaborative technology. Using these tools, purpose-built for app development and design, the designer 
gains full control over the user interface and design. Their designs can now represent the final app, without the 
developer needing to recreate them, which improves the end deliverable and makes the process more efficient.

Taking advantage of cloud-based development platforms: In addition to negating the rework 
associated with interpreting wireframes and prototypes, cloud-based development platforms ensure 
that the hard work is done, and security, integrations, backend connections, APIs, and more are 
easily accounted for. This allows developers to focus on building great apps more quickly.

Mobile application development platforms also address today’s wide range of device platforms 
and form factors. With a platform approach, developers can write an application once and 
immediately deliver native, hybrid, and web apps for smartphones, tablets, and desktop.
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The new approach to  
multi-edge design
 
These strategies and more contribute to a new approach to app design and 
development that’s critical to the success of the mobile-time enterprise:

Phase 1: Requirements 
gathering

How is it different?  No longer are a seemingly 

endless series of meetings needed to finalize 

and prioritize each requirement.  Instead, thanks 

to real-time collaboration and prototyping 

tools, stakeholders and business users can now 

view the progression of the app as it advances 

through design and development process.

Tools used: Cloud-based document 

sharing and real-time collaboration tools

Advantages of the new approach: 

• Consistent collaboration: Real-time 

visibility and status updates into the 

design and development process.

• Real-time quality assurance: 

Misinterpretations in design intention 

and usability are quickly and easily 

identified before the app reaches 

the development stage.

• Uniform toolset: A uniform set of 
tools and assets are shared by business 
users, designers, and developers.

Real-time previews 
and simulators

Responsive web 
design

Cloud-based UX 
collaboration

Multi-channel 
form factors

Asset reusability 
and sharing

Adaptive web
design
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Phase 3: Graphic design 

How is it different?  Thanks to reusable 
asset libraries and cloud-based technologies, 
the graphic design phase is no longer full 
of redundant and unrepeatable processes. 
Instead of creating any number of static, 
throw-away files and style guides, the graphic 
designer can now create single assets 
that are compatible across multi-device 
form factors and operating systems.
 
Tools used: Cloud-based asset 
libraries, WYSIWYG design tools 

Advantages of this new approach: 

• Asset libraries: Asset libraries and 
WYSIWYG tools allow the designer 
to create reusable assets, while 
simultaneously accounting for varying 
layouts, screen sizes and orientations.

• Real-time previews: Real-time 
simulators allow the app to be previewed 
before it reaches development.

• No more throw-away work: Each asset 
created by the designer can be reused 
during the development process.

Phase 2: User experience 
and app workflow design
 

How is it different?  Instead of creating 

mockups and prototypes on a “blank 

canvas,” the user experience designer can 

employ WYSIWYG technology and multi-

edge form factors to create a concept that 

is consistent across the varying screen sizes, 

resolutions, and layouts of each device. The 

result is the development of a consistent 

user experience without having to resort 

to the lowest “common denominator.”

Tools used: Cloud-based workspaces,  

WYSIWYG tools

Advantages of this new approach: 

• Multi-edge guidance: The user experience 

designer can easily account for the endless 

combination of screens size, layouts, 

orientations, and platform capabilities.

• Graphical accuracy: The prototype is 

based on actual device form factors, 

allowing it to offer a fuller, more graphically 

accurate depiction of the app. 

• Usable prototypes: Prototypes 

produced during this stage are no 

longer “throw-away.” Instead they 

can be used by the designer and the 

developer as the app design evolves.

Phase 4: Development  

How is it different?  Because of this new 
approach to multi-edge design, a process 
that took months can now be done in weeks 
or even days. The developer no longer has to 
recreate work already completed during the 
user experience and design phases. Additionally, 
simulator tools and WYSIWYG technology 
make it possible for any design flow errors 
or usability issues to be identified before 
the app reaches the development stage.

Tools used: Adaptive and responsive web 
development, multi-edge form factors 

Advantages of this new approach: 

• Adaptable designs: Designs are more 
readily adaptable to varying devices and 
platforms (iOS, Android, Windows, etc.)

• Reusable assets and files: Assets, 
images, and mockups created during 
previous phases are easily implemented.

• No more silos: Uniform collaboration 
and transparency throughout the 
entire process ensures the developed 
app remains consistent with the 
original design intentions.  
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Choose the 
right tools and 
technology

There are a variety of technologies available to help 
you set your mobile strategy in motion and become a 
mobile-time enterprise. However, before you commit, 
you will first need to decide which type of apps you 
need to build: native, mobile web, or hybrid. 

Native apps: 
Native apps have the reputation of providing the richest user 
experience. These applications offer native API access, meaning they 
can directly access a device’s specific functions, such as GPS, cameras, 
accelerometers, NFC, Bluetooth, infrared, bar code scanners, voice 
recognition, sounds, contacts, and calendars. This native integration 
also allows for a user experience interface in line with the mobile 
device itself. For instance, the application’s buttons, input fields, 
and dialogue boxes will mimic the look and feel of the device. 

What are the advantages?
• High quality graphical and user experience
• Native API integration
• Integration with native user interface
• Performance
• Storage

What are the disadvantages?
• Expensive and resource-intensive to support multiple platforms
• More maintenance to support several code bases
• Less SEO friendly
• Longer time to market
• Too many different code bases to maintain
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Mobile web apps:
Unlike native apps, mobile web apps are not installed on the device. 
Instead, mobile applications are accessed via the device’s web 
browser. Keep in mind, these are not traditional websites. Instead, due 
to the advancement of responsive website design and HTML5, these 
applications can offer a look, feel, and usability similar to that of native 
applications. They do, however, need an internet connection to 
offer access. Additionally, because these apps lack native integration, 
applications that require an interactive user experience and 
integration with native device functionality may not be the best fit.

What are the advantages?
• Code once for cross-platform compatibility 
• No installation required by user
• Lower development costs
• Consistent design across all platforms
• SEO friendly
• Quick to market

What are the disadvantages?
• Less rich user experience than native apps
• Often slow, inconsistent, less stable performance
• Not device-optimized
• Can’t be discovered by app stores
• Poor gaming capabilities
• Fewer offline capabilities

Hybrid apps: 
Like the name implies, hybrid apps attempt to combine the best 
technologies from native and mobile web apps. This is achieved by 
building native integration on top of a mobile web application and 
extending the mobile web application with capabilities that only 
native applications can access. By using this technology, you can 
put your application on the app store, and you can use the phone’s 
native features (e.g. camera, GPS). However, just like a native app, 
you’ll still need to build specific versions for each supported device.

What are the advantages?
• Native functionality
• Distribution through the app store
• Build using existing HTML, CSS or JavaScript development skills

What are the disadvantages?
• Still requires higher maintenance
• Performance issues associated with web apps
• UI/UX better than web, but not as strong as native
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Building your apps with a mobile application development platform (MADP)– 
From outlining mobile requirements to producing the final app, a lot of time, energy, 
and resources are invested in creating a unified enterprise experience. As you begin to 
build out your mobile initiative, you may discover that you need to build dozens of apps 
to meet market demands and user expectations. With all these moving parts, creating 
a unified multi-edge experience can become a monumental and monotonous task. 

Fortunately, there are mobile application development platforms designed to make 
the process of building and deploying mobile apps much easier and more efficient. 

Why is a mobile application development platform so valuable?
• 20% - This is roughly the amount of time developers 

spend on actual application development.
• 80% - This is the amount of time designers and developers spend 

adapting their applications across multiple devices and platforms.

According to the Gartner’s rule of three, enterprises are encouraged 
to consider a MADP as a solution when they need to: 

• Support three or more mobile applications
• Support three or more mobile operating systems
• Integrate with three or more backend data sources

The advantages of choosing an MADP– With the growing diversity across mobile architecture, 
design, and app requirements, companies can no longer afford to rely on a set of tools that force them 
into a specific application architecture or style. Instead, they should look for a solution that offers app 
design, development, and management tools that are platform and architecture agnostic.

80% percentage of time 
spent adapting 
applications across 
multiple devices 
and platforms

20% percentage of time 
spent on actual
app development
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MADPs provide:
• Faster time to market: The right MADP can address the challenge of building an app for 

each device type, platform, and operating system. You can simply write once, and then 
leverage a single code base across multiple operating systems, browsers, and devices.

• Back-end integration: Offering a set of adapters for CRM, ERP, databases, and web services, MADPs 
can create a strong connection between backend infrastructure and mobile hardware.

• Data and user security: MADPs may include real-time monitoring and surveillance of 
mobile environments, offering details on user usage, devices, and apps.  Additionally, in the 
event of device loss, MADPs protect data security and prevent unauthorized access.

• Manage apps better:  MADPs also offer device management, application management and content 
management capabilities on par with the enterprise mobility management space, and can provide such 
features as enterprise app stores to give IT managers full control of deploying and securing apps.

Selecting an MADP to match your strategy– The MADP you choose will heavily impact your entire mobile 
strategy. It will affect your time to market, the types of apps you can target, the users you can support, the systems 
you can integrate, and more. With that in mind, here are a few criteria to consider when selecting an MADP:

Support for new devices
More than 2 billion tablets, smartphones, and laptops are sold every year. It’s for this reason that 
mobile companies continue to expand and evolve their mobile selection. Just think about Apple 
and Android smartphones. Every year, these phones are updated, often accompanied by changes 
to their operating systems. And that is just the leading companies. New devices are continually 
being introduced, each hoping to share at least a small portion of the mobile marketplace. 

As you map your mobile-time enterprise strategy, consider how your MADP can help you 
continue to evolve to meet the challenges of an expanding multi-channel landscape. 
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Time to market
Your users want task-oriented solutions designed to deliver immediate access to relevant information, 
direct input to enterprise resources, and near real-time updates. This requires not developing just one 
single app, but instead an enterprise-level strategy that includes multiple mobile apps, each purpose-
built to empower the targeted audience with the resources, information, and actions they need. 

Without the right platform, supporting this large-scale initiative will not only be time 
intensive, it will be expensive. For this reason, it’s important to look for a platform 
that offers solutions built to help you get your apps to market quickly. 

Backend integration
Remember, your mobile app is a just a touch point that offers access to your content, 
services, and infrastructure. To offer an integrated experience, your apps must communicate 
with predefined content and data sources, fetch information, and return results.

Look for an MADP that offers complete integration with your back-end systems. A smooth 
and easy integration process will help you create an efficient mobile environment. 

Mobile management
A mobile-time initiative comes complete with any number of management challenges: How do you 
best roll out and provision multiple mobile apps to an ever-growing number of users? How do you 
update the applications and ensure the security of valuable enterprise information stored on the 
devices? How do you restrict the use of the applications to predefined locations and times of day?

The right management platform will match these management capabilities to your organization’s policies  
and procedures. 

Without the right 
platform, supporting 
this large-scale initiative 
will not only be time 
intensive, it will be  
expensive.
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Powering the mobile-time enterprise
Kony is the leading enterprise mobility provider with over 350 
customers in 45 countries. We deliver solutions that empower 
today’s leading organizations to compete in mobile time by 
rapidly delivering multi-edge mobile apps across the broadest 
array of devices and systems, today and in the future.

Kony customers choose from ready-to-run apps, app accelerators, or 
custom apps powered by the Kony Mobility Platform. Each approach enables 
enterprises to quickly define, design, build, integrate, deploy, and manage 
exceptional app experiences. With Kony, you will lower TCO, ensure faster 
time to market, and evolve at the speed of mobile technology - guaranteed.

Read more at www.kony.com
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