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Executive 
Summary

Thanks to the application economy, your customers are more likely to 
interact with your brand through an app than through interactions with your 
employees. But simply providing the next killer app is no longer enough. 
Consumers’ expectations around application usability, performance and 
security have never been higher, and you can lose a customer in a split  
second if you have not focused on optimizing their experience.

Traditionally, enterprises have approached mobility by implementing discrete, 
siloed projects that make focusing on the overall end-user experience difficult. 
This is why a new, enterprise-wide approach to mobility is taking hold in many 
organizations such as yours.

To help uncover more insight into how organizations are approaching the 
challenges of mobility in the application economy, we sponsored research 
company Vanson Bourne to conduct a global survey of 1,425 senior IT and 
business executives. The results revealed that overall user satisfaction with 
mobility efforts to date remains low: respondents report that only one in five of 
their end customers are completely satisfied with their experiences with mobility. 

The good news is that most enterprises recognize this as a key challenge – 
their #1 priority for mobility projects today is improving the overall end-user 
experience. The fact that it has risen up the scale from the fourth priority in 
our 2013 survey indicates that organizations are taking this issue seriously.
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The most important result from the survey is what organizations are actually 
doing to meet these challenges. Leading organizations have figured out that 
the best way to drive a better customer experience is to adopt an enterprise-
wide approach to mobility. In fact, 40% of respondents have already adopted 
enterprise mobility and another 47% plan to in the next two years. By taking 
a holistic approach to improving and securing the overall end-to-end mobile 
experience, organizations are reaping huge rewards:

• Enterprise mobility adopters report six times more end users who are 
completely satisfied with their mobility products or services;

• Twice as many enterprise mobility adopters have already seen an 
improvement in overall user experience; and

• Enterprise mobility adopters have seen a 24% revenue increase from 
customer-facing mobility apps and a 25% improvement in the overall 
customer experience.

This research report, the third in a series of five exploring the impact of the 
application economy, will detail the current state of mobility in enterprises 
today, the troubling reality of dissatisfaction with mobility initiatives, and how 
enterprises are responding and succeeding with an enterprise-wide approach 
to mobility. 
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One thing is clear in the study results: businesses understand the need to 
embrace mobility. Nearly three-quarters (71%) of respondents reported they 
are providing mobile apps to customers (See Figure 1).

Given the enormous pressures brought on by the application economy, it is not 
surprising that in 2014 the primary driver of mobility initiatives is improving 
the overall customer experience (See Figure 2). The same goal placed fourth 
in the 2013 study, TechInsights Report: Enterprise Mobility – It’s All About 
the Apps. The end-user experience, whether it is internal users or external 
customers, is now paramount to a successful mobility strategy.

The State of 
Mobility Today

71%

29%
No

Yes

Percentage Providing Mobile Apps

Figure 1. 
Does your organization provide mobile applications 
or mobile-based products to your customers? 
Total: 1,425

Figure 2. 
What are the top priorities/drivers for you organization’s mobility projects? Total: 1,425 (Respondents were allowed multiple responses.)

Improving the overall end-user experience

Broadening customer base

Increasing our brand awareness

Improving employee access to mobile applications and devices

Keeping up with/out-pacing competitors

Improving customer support

Driving top-line revenue

Improving security

DevOps Demand Drivers

41%

41%

37%

33%

32%

26%

23%

10%

http://www.ca.com
http://rewrite.ca.com/us/~/media/rewrite/pdfs/techinsights-enterprise-mobility-all-about-apps.pdf
http://rewrite.ca.com/us/~/media/rewrite/pdfs/techinsights-enterprise-mobility-all-about-apps.pdf
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While outpacing competitors and increasing brand awareness also top the list, 
customer experience is driving IT and businesses now more than ever. Mobility 
efforts in 2014 show companies focused on delivering an elevated customer 
experience via a mobile app or device. The importance of customer experience 
cannot be understated. And while customer-driven BYOD worries dominated 
responses just a couple of years ago, improving employee access to mobile 
apps has now landed at the bottom of the drivers list.

Despite the large number of mobile apps being released by enterprises, IT  
and business executives give their organizations failing grades when it comes 
to their mobility initiatives. Only one in four respondents are completely 
satisfied with any of the dimensions of their mobility projects (See Figure 3). 
The low satisfaction levels show mobility continues to be a work in progress 
at most enterprises, and executives may no longer be able to respond with 
incremental changes.

Figure 3. 
How satisfied are you with the following areas in relation to the mobile applications or mobile-based products that your organization is providing? Total: 1,010 
respondents who are providing mobile-based products

A Wake-Up Call: 
The Troubling 
State of 
Satisfaction  
With Mobility

Satisfaction With Mobility Initiatives
completely 
dissatisfied

somewhat 
dissatisfied

neutral somewhat 
satisfied

completely 
satisfied

Customer demand for our mobile 
offerings

3% 7% 20% 50% 20%

Competitiveness of our mobile 
offerings

1% 10% 23% 39% 27%

Time taken to get from the idea of a 
product to the launch

2% 9% 26% 39% 25%

Costs to bring mobile products to 
market

1% 10% 25% 41% 23%

Customer acceptance of our mobile 
products

1% 6% 20% 43% 28%

http://www.ca.com


ca.com   6 | RESEARCH PAPER: MOBILITY: WHY YOUR CUSTOMERS AREN’T SATISFIED AND WHAT TO DO ABOUT IT

More troubling news: end-user satisfaction is even lower – respondents report 
that just one in five of their end users/customers are completely satisfied with 
their mobile experience (see Figure 4). With the primary driver for mobility in 
2014 being about the end-user or customer experience, respondents aren’t 
seeing the end-user and customer satisfaction they want. This should serve 
as a wake-up call for enterprises everywhere to reexamine how they are 
approaching mobility.

 

completely satisfied

completely dissatisfied

neutral

somewhat satisfied

somewhat dissatisfied

User Satisfaction With Mobility

22%

40%

21%

10%

2%

Figure 4. 
How satisfied do you think your end users/
customers are with their mobile experience and 
mobile access to IT and business services?  
Total: 1,425
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More customers using our software/services

Cost savings from BYOD programs

Improvement in overall user experience

Increase in employee retention or recruitment

Acceleration in time to market for new apps and services

Revenue increase from customer-facing mobility apps

Increase in employee productivity

Increase in customer satisfaction

Mobility Benefits

49%

46%

44%

47%

45%

46%

44%

35%

31%

34%

35%

29%

30%

27%

26%

Expect to SeeAlready Seen

51%

Fortunately many in this survey are reporting already gaining the customer-
based results they want now. Thirty-five percent said they have already seen 
more customers using their software and services, and another 35% have 
experienced an increase in customer satisfaction. More than one-third (34%) 
can also say they have witnessed an improvement in overall user experience 
(See Figure 5).

Even more telling is the larger percentages reporting that they expect to see 
many of these mobility benefits. This says they have hope that the changes 
they are making to their mobility initiatives will ultimately pay off.

And the benefits are real. Respondents reported some 23% revenue increase 
from customer-facing mobility apps and increase in customer satisfaction, 
respectively. Other quantifiable results include a 21% increase in employee 
retention or recruitment, 20% cost savings from BYOD programs, 19% more 
customers using software and services and a 17% acceleration in time-to-
market (See Figure 6).

Progress With 
Mobility Is Slow 
and Steady

Figure 5. 
What benefits have you seen or anticipate seeing from implementing mobility initiatives? Total: 1,425

http://www.ca.com
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Enterprise mobility can be broadly defined as an integrated, holistic strategy 
embraced across all key IT domains (development teams, security experts, 
operations and more) and aligned with the fundamental business strategies 
of the organization. Enterprise mobility provides a comprehensive approach 
across an organization, whereas those without a company-wide mobility 
strategy address mobile needs in pockets across the business.

It is apparent that enterprises are increasingly recognizing the value of an 
enterprise mobility strategy, with 40% already adopting this approach and 
another 47% planning to in the next two years. (See Figure 7).

Enterprise 
Mobility: The 
Ultimate Solution 
to Improving 
the Customer 
Experience

Mobility Improvement Results
Benefit/Metric Improvement

Revenue increase from customer-facing mobility apps 23%

Increase in customer satisfaction 23%

Improvement in overall user experience 22%

Increase in employee productivity 22%

Increase in employee retention or recruitment 21%

Cost savings from BYOD programs 20%

More customers using our software/services 19%

Acceleration in time-to-market for delivering new apps and 
services

17%

Figure 6. 
What has been the percentage improvement, 
increase or reduction for each of the quantifiable 
benefits you have seen? Respondents whose 
organization has already seen benefits from 
implementing mobility. Total: Varies by benefit

27%

20%

10%

3%

40%
Yes

Will have in 1 year

Will have in 2 years

Will have >2 years

Never will have

Adoption of an Enterprise-Wide Mobility Strategy

Figure 7. 
Does your company have an enterprise mobility 
strategy? Total: 1,425 
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A similar study conducted in 2013 indicates the value of an enterprise mobility 
strategy is resonating more now with respondents. More respondents intend to 
expand their mobile endeavors into a company-wide, enterprise strategy in the 
coming years, and significantly, only 3% now state they will never adopt such a 
strategy (down from 10% a year ago) (See Figure 8).

The value of investing in an enterprise-wide mobility strategy is striking in 
the survey results. When looking at the customer satisfaction data shared earlier 
in this report from the perspective of enterprise mobility adopters versus non-
adopters, it shows more than twice as many enterprise mobility adopters are 
completely satisfied with their mobility efforts as the non-adopters (See Figure 9).

 

Yes

Will never have

Will have in 2 years

Will have in 1 year

Will have >2 years

2013 versus 2014: Enterprise Mobility Adoption

38%
40%

20%
18%

22%
27%

12%
10%

10%
3%

Figure 8. 
2013 versus 2014 enterprise mobility adoption. 
Total 2013: 1,300, Total 2014: 1,425 

2014 2013

Figure 9. 
How satisfied are you with the following areas in relation to the mobile applications or mobile-based products that your organization is providing?  
Total: 1,010 respondents who are providing mobile-based products

Satisfaction With Mobility Initiatives: Enterprise Mobility Adopters vs Non-Adopters
completely 
dissatisfied

somewhat 
dissatisfied

neutral somewhat 
satisfied

completely 
satisfied

Customer demand for our mobile offerings 1% / 5% 3% / 11% 15% / 26% 51% / 49% 29% / 10%

Competitiveness of our mobile offerings 1% / 1% 3% / 17% 18% / 30% 43% / 36% 36% / 17%

Time taken to get from the idea of a product 
to the launch

1% / 2% 4% / 15% 21% / 31% 42% / 35% 32% / 17%

Costs to bring mobile products to market 1% / 1% 6% / 15% 17% / 33% 45% / 37% 30% / 14%

Customer acceptance of our mobile products 1% / 1% 2% / 11% 14% / 27% 45% / 42% 38% / 18%

Average 33% / 15%

Enterprise Mobility Adopters Enterprise Mobility Non-Adopters

http://www.ca.com
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Enterprise mobility adopters are seeing better results around their mobility 
initiatives. For instance, 29% of enterprise mobility adopters are completely 
satisfied with customer demand for their mobile offerings, versus 10% of 
the non-adopters. Thirty-six percent of those employing enterprise mobility 
indicated they are completely satisfied with the competitiveness of their 
mobile offerings while just 17% of those not using an enterprise-wide strategy 
feel the same. And the list goes on. 

The power of enterprise mobility is even more evident if you consider the  
end-user and customer perspective. And the divide between adopters and  
non-adopters becomes much wider (See Figure 10).

Customer satisfaction isn’t the only benefit enterprise mobility adopters are 
seeing. Enterprise mobility adopters are already experiencing significant benefits 
over their non-adopter counterparts. For enterprise mobility adopters, 50% 
said more customers are using their software and services, versus 26% of the 
non-adopters. More than half (51%) have seen both an improvement in overall 
user experience and increase in customer satisfaction. Forty-seven percent of 
mobility adopters are also enjoying an increase in employee productivity. And 
44% of those with enterprise-wide mobility strategies have seen acceleration in 
time-to-market for new apps and services. The rewards of enterprise mobility 
also include cost savings and revenue increases (See Figure 11).

 

Completely satisfied

Completely dissatisfied

Neutral

Somewhat satisfied

Somewhat dissatisfied

End-User Satisfaction: Enterprise Mobility Adopters versus Non-Adopters

42%
8%

27%
11%

40%
40%

15%
3%

2%
1%

Figure 10. 
How satisfied do you think your end users/
customers are with their mobile experience and 
mobile access to IT and business services?  
Total: 1,425

Enterprise Mobility Non-Adopters Enterprise Mobility Adopters
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ca.com   11 | RESEARCH PAPER: MOBILITY: WHY YOUR CUSTOMERS AREN’T SATISFIED AND WHAT TO DO ABOUT IT

50%
26%

24%
51%

16%
42%

22%
44%

24%
51%

19%
47%

14%
45%

21%
42%

Figure 11. 
What benefits have you seen or anticipate seeing from implementing mobility initiatives? Total: 1,425

Enterprise Mobility Non-Adopters Enterprise Mobility Adopters

More customers using our software/services

Cost savings from BYOD programs

Increase in employee retention or recruitment

Improvement in overall user experience

Acceleration in time-to-market for new apps and services

Increase in employee productivity

Revenue increase from customer-facing mobility apps

Increase in customer satisfaction

Mobility Benefits Already Seen: Enterprise Mobilty Adopters and Non-Adopters

The benefits enjoyed from an enterprise mobility strategy are also bigger 
than for those of non-adopters. Enterprise mobility adopters are seeing higher 
percentage improvements than non-adopters across the entire spectrum. From 
revenue increases (24% versus 20%) to improvements in customer satisfaction 
(25% versus 19%) to improvement in the overall customer experience (25% to 
18%), enterprise adopters are reaping more rewards.

http://www.ca.com
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The research proves a few critical points about mobility in 2014. For one, 
optimization of the overall end-user and customer mobile experience is the 
most important thing you can focus on for success in the application economy. 
And two, the best way to achieve this is to implement an enterprise-wide 
approach to mobility.

Here’s how to get started.

Understand the customer experience. To truly deliver a quality mobile 
experience, IT and the business must know how the customer interfaces 
with the app and how well the app responds to customer demand. Learn, 
understand and try to experience what your customers are experiencing.

Define customer-driven results. Do you want more customers using your 
services? Do you want to deliver more apps or more feature releases to 
existing apps? Businesses must understand the goals of their mobility efforts 
to better design the enterprise strategy.

Develop an enterprise mobility strategy. It’s clear mobility projects cannot 
thrive in an ad hoc environment—they must be integrated across and baked 
into all IT and business endeavors from the start. A successful enterprise 
mobility strategy will encompass managing the data from the back end to the 
user device.

Identify and nurture mobility talent. To drive an enterprise mobility 
strategy, IT organizations must be equipped with the skills needed to not only 
develop mobile apps and services but also the talent to envision how mobility 
could enhance existing applications. 

Measure mobile success. Mobility needs monitoring. Mobile apps can thrive 
or die in an instant. Learn what works and what doesn’t early, and build on 
successes.

How to Succeed 
With Enterprise 
Mobility:  
Your Next Steps

http://www.ca.com
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This global study was conducted online by Vanson Bourne in July-August 2014 
with 1,425 senior IT and line-of-business executives at enterprise organizations 
with revenues of at least $500M. Job profile of respondents:

Methodology

Respondents by Title

11%

10%

19%

5%

27%

10%

18%

CEO/COO/CMO/CTO

CSO/CISO

EVP, SVP, GM, President

VP

Managing Partner

Director

Enterprise architect

For further information on this research report as well as the latest news 
and research on the application economy, visit ca.com/rewrite.

For More Information
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CA Technologies (NASDAQ: CA) creates software that fuels transformation 
for companies and enables them to seize the opportunities of the application 
economy. Software is at the heart of every business in every industry. From 
planning to development to management and security, CA is working with 
companies worldwide to change the way we live, transact, and communicate 
– across mobile, private and public cloud, distributed and mainframe 
environments. Learn more at ca.com.
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