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Disclaimer: 

This report should be used for informational purposes only. Vendor and product selections should be made 

based on multiple information sources, face-to-face meetings, customer reference checking, product 

demonstrations and proof of concept applications. 

The information contained in the Wisdom of Crowds ® Mobile Computing/ Mobile Business Intelligence 

Market Study Report is a summary of the opinions expressed in the online responses of individuals who 

chose to respond to our online questionnaire, and does not represent a scientific sampling of any kind.  

Dresner Advisory Services, LLC shall not be liable for the content of the Report, the study results, or for any 

damages incurred or alleged to be incurred by any of the companies included in the Report as a result of its 

content. 

Reproduction and distribution of this publication in any form without prior written permission is forbidden. 
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A Note from the Author :  
We are pleased to release this - our fourth Wisdom of Crowds ® Mobile Business 

Intelligence Market Study!  

Since our first study back in 2010, we have expanded our coverage of the topic and have 

added a new section addressing the broader subject of Mobile Computing ï including 

mobile platforms, device management, app purchasing trends, etc. Although interesting by 

itself, it also helps to place Mobile Business Intelligence in context of the larger market. 

As many of you know, the notion of Mobile Business Intelligence isnôt new. Itôs been around 

for more than a decade (I wrote research about this topic in 2001). However, until recently, 

the technology and culture werenôt yet ready for users to embrace it. 

In fact, when we conducted our inaugural Mobile BI study in early 2010, we were still ñearlyò 

and few recognized the impact it might have.  

However, through the confluence of new technologies (e.g.,iPad tablet) and social change, 

Mobile BI has become mainstreamed. In fact, for some, itôs the only way they consume 

Business Intelligence content! In 2012, its impact is now both clear and profound. 

Mobile Business Intelligence remains one of the pillars of our research agenda. Along with 

our other recent research including Collaborative BI and Cloud BI ï we see the reach of its 

impact in various forms. 

Now with the benefit of several years of data, there are identifiable trends and an evolution 

towards a time when Mobile Business Intelligence will simply be ñBusiness Intelligenceò 

In this study we explore the many facets of this phenomenon ï exploring how this market 

dynamic has evolved and where itôs likely to head in the future. 

We hope that our efforts will help you and your organization take full advantage of what 

Mobile Business Intelligence has to offer. 

Best, 

 

  

Chief Research Officer  
Dresner Advisory Services 

  



Wisdom of Crowds ® Mobile Computing/ Mobile Business Intelligence Market Study 2012 

 

COPYRIGHT 2012 DRESNER ADVISORY SERVICES, LLC 
Page | 8  

 

About Howard Dresner and Dresner Advisory Services:  
The Wisdom of Crowds ® Mobile Computing/Mobile Business Intelligence Market Study 

was conceived, designed and executed by Dresner Advisory Services, LLC - an 

independent advisory firm - and Howard Dresner, its President, Founder and Chief 

Research Officer. 

Howard Dresner is one of the foremost thought leaders in Business Intelligence and 

Performance Management, having coined the term ñBusiness Intelligenceò in 1989. He 

has published two books on the subject, The Performance 

Management Revolution ï Business Results through Insight 

and Action (John Wiley & Sons ï Nov. 2007) and Profiles in 

Performance ï Business Intelligence Journeys and the 

Roadmap for Change (John Wiley & Sons ï Nov. 2009). He 

lectures at forums around the globe and is often cited by the 

business and trade press.  

Prior to Dresner Advisory Services, Howard served as Chief 

Strategy Officer at Hyperion Solutions and was a Research Fellow at Gartner, where he 

led its Business Intelligence research practice for 13 years.  

He has conducted and directed numerous in-depth primary research studies over the 

course of the past two decades and is an expert in analyzing these markets.  

Dresner Advisory Services produces research under the Wisdom of Crowds ® brand. 

Recent market studies include: 

- Business Intelligence Market Study: 2010, 2011, 2012 

- Mobile Business Intelligence Market Study: 2010, 2011, 2012 

- Collaborative Business Intelligence Study: September 2012 

- Cloud Business Intelligence Study: September 2012 

Howard (www.twitter.com/howarddresner) conducts a weekly Twitter ñtweetchatò on 

Fridays at 1PM ET. The hashtag is #BIWisdom. During these live events the BIWisdom 

ñtribeò discusses a wide range of Business Intelligence topics. 

More information about Dresner Advisory Services can be found at 

www.howarddresner.com, www.dresneradvisory.com and www.dresnerblog.com. 

 

  

http://www.twitter.com/howarddresner
http://www.howarddresner.com/
http://www.dresneradvisory.com/
http://www.dresnerblog.com/
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Findings and Analysis Reports:  
In this report, we present the deliverables for our Wisdom of Crowds ® Mobile 

Computing/ Mobile Business Intelligence Market Study based upon data collection from 

September 4, 2012 through October 5, 2012.  

Focus of Research: 
For this fourth Mobile study, we address both Mobile Business Intelligence and Mobile 

Computing issues, including: 

 Which platforms and what integration features are most/least important for 

Mobile-based solutions? 

 How do/will organizations prefer to buy mobile applications? 

 What is the state of mobile device management adoption? 

 What are the trends surrounding mobile webapps, native apps and hybrid apps? 

 How important is Mobile Business Intelligence to organizations? 

 Are organizations culturally ready for Mobile BI? 

 Which segments of the market are most favorably inclined towards Mobile BI and 

what are their plans for adoption? 

 Which Business Intelligence features are required for Mobile? 

 What are the perceived benefits/limitations of Mobile BI? 

 What are the levels of Business Intelligence software industry support for Mobile 

Computing and how will this change over the next two years? 

 Which vendors have the most complete/compelling Mobile BI offering today? 

 

. 
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Benefits  of the Study: 
The Wisdom of Crowds ® Mobile Computing/ Mobile Business Intelligence Market 

Study provides a wealth of information and analysis ï offering value to both consumers 

and producers of Business Intelligence technology and services. 

A Consumer Guide: 

As an objective source of industry research, consumers use the Wisdom of Crowds ® 

Mobile Computing/ Mobile Business Intelligence Market Study to understand how their 

peers are leveraging and investing in Mobile Business Intelligence and related 

technologies.  

Using our trademark vendor performance measurement system ï users glean key 

insights into BI software supplier performance, enabling: 

 Comparisons of current vendor performance to industry norms  

 Identification and selection of new vendors  

A Supplier T ool:  

Vendor Licensees use the Wisdom of Crowds ® Mobile Computing/ Mobile Business 

Intelligence Market Study in several important ways: 

External Awareness  

- Build awareness for the Mobile Computing/ Mobile Business Intelligence markets 

and supplier brand, citing Wisdom of Crowds ® Mobile Computing/ Mobile Business 

Intelligence Market Study trends and vendor performance  

- Lead and demand-generation for supplier offerings through association with Wisdom 

of Crowds ® Mobile Computing/ Mobile Business Intelligence Market Study brand, 

findings, webinars, etc. 

Internal Planning:  

- Refine internal product plans and align with market priorities and realities as 

identified in Wisdom of Crowds ® Mobile Computing/ Mobile Business Intelligence 

Market Study  

- Better understand customer priorities, concerns and issues 

- Identify competitive pressures and opportunities 
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Survey Method  and Data Collection :  
As with all of our Wisdom of Crowds ® Market Studies we constructed a survey 

instrument to collect data and used social media and crowd-sourcing techniques to 

recruit participants.  

Data Collection  

Using a unique data collection platform for The Wisdom of Crowds ® Mobile Computing/ 

Mobile Business Intelligence Market Study we were able to increase our sample by over 

50 percent from 2011 ï offering a more representative view of the market (Figure 1).  

 

Figure 1 - Numbers of survey respondents 2010 - 2012  

 

Data Quality:  

All respondent entries were carefully scrutinized and verified to ensure that only 

qualified participants were included in the study.    
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Study Demographics:  
As with all of our studies, we sought a rich cross-section of data across geographies, 

functions, organization size, and vertical industries. We believe that, unlike other 

industry research, we offer a more characteristic sample and better indicator of true 

market dynamics. 

Cross-tab analyses were constructed using these demographics to identify and illustrate 

important industry trends. 

Geography: 

As in previous years, weôve been able to attract survey respondents from a wide array 

of geographies ï including 29% from EMEA (24 countries) and 12% from APAC (7 

countries). Although North America represents the largest group, it is in itself diverse ï 

representing four Canadian provinces and 32 US states (Figure 2).  

 

Figure 2 - Geographic Distribution  
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Functions:  

The IT function represents the largest single group of respondents ï slightly less than 

half of the sample. We also received strong participation from the Sales and Marketing, 

Executive Management and Finance functions (Figure 3).  

This distribution across functions enabled us to develop analyses which compare and 

contrast the plans and priorities of the different departments within organizations. 

 

Figure 3 - Functions Represented  
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Vertical Industries : 

We experienced broad vertical industry participation including Technology, Financial 

Services, Health Care, and Consumer Product segments. We also encourage the 

participation of consultants ï who oftentimes have deeper industry knowledge than their 

customer counterparts. This also gives us insight into the partner ecosystem for BI 

vendors (Figure 4). 

 

 

Figure 4 - Vertical Industries  
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Organization Size : 

We achieved a balanced mix of small, medium and large organizations (Figure 5). This 

year the largest of organizations represent 22% of the sample, mid-sized organizations 

at 43% and the smallest of organizations at 35%. As with all of our studies, we have 

seen important differences by organization size. 

 

 

Figure 5 ɀ Respondents by Size of Organization  
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Participant Titles   

We requested the titles of all of the participants and present this in a ñword cloudò 

(Figure 6). Among the more common titles were Analyst, Consultant, Director and 

Manager, as well as top management ï including CEO and President. Many had 

ñBusiness Intelligenceò as a part of their title. 

 

Figure 6 ɀ Word Cloud of Participant Titles  

Analysis  of Findings : 
In this latest report we examine the broader Mobile Computing market as well as Mobile 
Business Intelligence (Mobile BI) ï a key change over previous years., For both we 
explore user sentiment and perceptions, the nature of current implementations and 
plans for the future. Where relevant, we have created cross-tab analyses to explore key 
differences using the collected demographics. For a number of analyses we have also 
compared current data to previous yearsô ï providing a clear sense of progress over the 
course of past several years.  

Mobile Computing:  
In this section we focus upon several key factors related to the broader Mobile 

Computing market ï including: mobile application prioritization, mobile platform 

prioritization, current mobile platform usage and plans, mobile device management use/ 

plans, and native versus ñweb appsò. 
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Mobile Application Priorities  

We asked respondents to indicate which mobile applications are the highest priorities to 

their organizations. As with last year, email ranks number one, personal information 

management is number 2 and Business Intelligence ranks number three (Figure 7). 

 

 

Figure 7 - Mobile  Application Priorities  
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When we examine mobile application priorities compared to 2011, we can see that, 

while Business Intelligence remains number three, it has grown in importance (Figure 

8). In contrast, email has lost ground ï although still in the number one position. CRM 

and ERP access also increased in importance over 2011 ï driven by Sales and Finance 

functions. 

 

Figure 8 - Mobile Application Priorities - 2011 vs. 2012  
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As with other studies, smaller organizations tend to have somewhat different priorities 

than their larger counterparts. In particular, smaller organizations appear to place a 

lower priority upon email and the single highest priority on Business Intelligence. 

Smaller organizations also assigned a higher priority to collaboration, social media 

access and mobile banking (Figure 9). 

 

Figure 9 - Mobile Applicatio n Priorities by Organization Size  
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Vertical industry alignment also plays a role in the prioritization of mobile applications. 

For example, healthcare ranked Business Intelligence number two, while consumer 

products gave personal information management top priority (Figure 10). Financial 

services gave the highest ratings to mobile payments and personal banking by mobile. 

 

Figure 10 - Mobile Application Priority by Vertical Industry  
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Mobile Platform Priorities : 

As in 2011, Appleôs iOS devices remain the top priority, followed by Android 

smartphones (Figure 11). New options have been added for 2012 ï including Firefox 

Mobile and Microsoftôs Surface tablet and Windows Phone 8. 

 

Figure 11 ɀ Mobile  Platform Priorities   
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Going beyond platform priorities, we take a look at those devices currently in use and 

those that are planned, through 2015.  

The most well established devices are those from Apple running its iOS operating 

system. Partly due to market saturation, we see only modest plans moving forward 

(Figure 12).  

Respondents also indicated substantial use of, and plans for, Google Android and 

Microsoft Windows Phone 8 and Surface tablet through 2015. 

Also notable is the continued decline in the RIM Blackberry platform ï with more than 

50% of respondents indicating ñno interestò. 

 

Figure 12 - 2012 Mobile Platform Plans  
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To give a more complete perspective, we took all three years of data that we have 

collected and compared mobile platform use from 2010 to today. We observe that 

mobile platforms in use have shifted dramatically away from RIM Blackberry and 

Windows in favor of Apple iOS devices and Google Android phones and tablets (Figure 

13). 

 

 

Figure 13 - Mobile Platforms in Use 2010 - 2012  
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Likewise we have used this same data to examine plans over this same period and see 

that, in 2010, plans for Apple iOS outpaced all others by a wide margin (Figure 14). By 

2011 this had shifted in favor of Google devices and, in 2012, now favors Windows 8 

devices (phone and tablet). In contrast, plans for RIM devices (Blackberry & Playbook) 

have consistently declined. 

 

Figure 14 - Mobile Platforms Planned 2010 - 2012  
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Mobile Application Purchasing : 

By far, organizations and users have bought into the consumer ñappò cloud store 

approach (e.g., Apple iTunes, Google Play Store) to search/acquire/purchase mobile 

applications (Figure 15). Moving forward, respondents have indicated that they intend to 

shift app procurement away from these and in favor of other outlets ï such as a mobile 

operator store. 

 

Figure 15 - Mobile Application Purchasing  

 

  

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%100%

Consumer App Cloud (iTunes, Android Playstore, etc)

Mobile Operator Store

Internal Enterprise App Store

3rd Party Consumer App Store

3rd Party Enterprise App Store

Mobile Application Purchasing 

Today 12 Months 24 Months



Wisdom of Crowds ® Mobile Computing/ Mobile Business Intelligence Market Study 2012 

 

COPYRIGHT 2012 DRESNER ADVISORY SERVICES, LLC 
Page | 26  

 

While organizations may intend to move away from consumer app cloud stores, the 

reality is somewhat different. When comparing 2011 to this year, the use of consumer 

app cloud stores has increased slightly (Figure 16). The use of internal enterprise app 

and 3rd party consumer app stores also increased slightly. In contrast the use of a 

mobile operator store decreased. 

 

Figure 16 - Mobile App Purchasing 2011 vs. 2012  
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Enterprise Mobile Management : 

Organizations seem to have taken mobile security more seriously in 2012 - with an 

increased focused upon mobile device management over 2011. This year we observe a 

slight increase in the use of personal firewall and a more dramatic increase in device 

monitoring & control (Figure 17) 

 

Figure 17 - Use of Enterprise Mobile Management Software : 2011 vs. 2012  
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Beyond 2012, a majority of organizations appear poised to expand their investment in 

mobile device loss and theft protection programs, followed by device monitoring and 

control (Figure 18). A significant minority of organizations (~40%) had no plans for or 

didnôt know the plans for mobile device management. 

 

Figure 18 - Mobile Device Management Plans - 2012 - 2014  
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Native vs. WebApps: 

There has been much debate as to the merits of native/device-specific (downloadable & 

resident) applications versus web-based applications, which reside on the web and 

which employ HTML. For the most popular mobile platforms (iOS, Android) users still 

have a strong preference for native apps (Figure 19). However, with the advent of 

ñblendedò applications (native wrapper surrounding HTML5), this may change. 

  

Figure 19 - Native vs. WebApps 
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Mobile Business Intelligence  
In this section we focus upon those key factors related to Mobile Business Intelligence ï 

including: its importance to organizations, perceived benefits and limitations, cultural 

preparedness, backend systems support, device integration preferences, plans for 

adoption and exclusive mobile use, targeted user communities, and required business 

intelligence features. 

Importance of Mobile BI  

Since 2010, when we chartered our first Mobile Business Intelligence market study, we 

have seen consistent growth in its importance to organizations (Figure 20). The 

percentage of those that believe Mobile BI is critical has remained constant since 2010, 

while those that feel Mobile BI is critical or very important have increased from 52% in 

2010 to 61% today. Those that believe itôs unimportant decreased by half.  

 

Figure 20 ɀ Importance of  Mobile BI 2010 - 2012  
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From a vertical industry perspective, Retail & Wholesale assign Mobile BI the highest 

importance (weighted average of 2.91/5.0) and have been amongst the most ambitious 

in its adoption ï with many examples of excellent use cases related to store and field 

management (Figure 21). Other industries also placed a relatively high importance on 

Mobile BI (2.65 ï 2.60). Respondents in Government assigned it a somewhat lower 

priority (2.54). 

 

Figure 21 - Importance of Mobile BI by Selected Vertical Industry  
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As with many new technologies, we see small organizations quickly embrace them to 

differentiate and achieve competitive edge. This is especially true of Mobile BI, where 

three times as many small versus large organizations ranked it as critical (Figure 22).  

 

Figure 22 - Importance of Mobile BI by Organ ization Size  

  

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

1 - 100

101 - 1000

1001 - 5000

More than 5000

Importance of Mobile BI by Organization Size 

Critically important Very important Somewhat Important Not  important



Wisdom of Crowds ® Mobile Computing/ Mobile Business Intelligence Market Study 2012 

 

COPYRIGHT 2012 DRESNER ADVISORY SERVICES, LLC 
Page | 33  

 

Cultural Preparedness for Mobile BI : 

Mobile Business Intelligence introduces a different paradigm for users and therefore 

requires a shift in how they use BI - and culture - to be successful. Hence, cultural 

preparedness becomes important (Figure 23). In most cases, the majority of 

respondents feel that they are either completely prepared (24%) or somewhat prepared 

(45%). 

 

 

Figure 23 ɀ Cultural preparedness for Mobile BI  
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The role/function that an individual plays within an organization has an impact on their 

cultural preparedness for Mobile BI. For example, those users whose roles require them 

to be ñnomadicò (outside of the office more than inside) tend to be amongst the most 

well prepared, as mobile technology has historically been mandatory to do their jobs. 

Hence, executives and Sales & Marketing are the most prepared and Finance and IT 

are the least prepared (Figure 24) 

 

Figure 24 - Cultural Preparedness for Mob ile BI by Function  
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For the same reasons that role and function have an impact upon cultural preparedness 

for Mobile BI, so does size of organization. The smallest of organizations tend to be 

more mobile (nomadic) ï on average ï than their larger counterparts. As such, the 

move to Mobile BI seems much more natural for small versus large organizations 

(Figure 25). 

 

Figure 25 - Cultural Preparedn ess for Mobile BI by Organization Size  
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When thinking about vertical industries, it would be logical to try and apply the same 

model ï those that are most nomadic should also be the most culturally prepared. 

However, this is only partially true. Those that perceive themselves to be prepared must 

also be willing to change and innovate. Key industries such a Retail and Technology 

have been amongst the earliest adopters of Mobile BI. In contrast, Government, 

Healthcare and Real Estate appear less well prepared (Figure 26)  

 

 

Figure 26 - Cultural Preparedness for Mobile BI by Vertical Industry  
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Backend Systems Support for  Mobile BI  

We asked participants to share their preference for backend systems which will support 

Mobile BI deployments. Choices included in-house systems, private cloud and public 

cloud (Figure 27). In general, the majority of respondents preferred in-house systems 

(applications and data) to support Mobile BI solutions. 

 

 

Figure 27 - Mobile  BI Backend System Preferences  
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Generally-speaking, smaller organizations are more open to using cloud-based 

solutions and Cloud BI. This is also true with Mobile BI, where the smallest of 

organizations are more likely than their larger peers to support Mobile BI via public 

cloud solutions (Figure 28). However, all sizes of organizations indicated a greater 

likelihood that existing in-house systems would provide this support. 

 

Figure 28 - Back-end Support for Mobile BI by O rganization Size  
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As we learned from our recent Cloud BI study, adoption of Cloud-based applications is 

still nascent. However, Cloud and SaaS (software as a service) have become more 

accepted over time. Since 2011, we have seen increased interest in public cloud 

solutions as a back end for Mobile BI (Figure 29). In contrast, there was a slight decline 

in the preference for both private cloud and in-house systems. We expect this trend to 

continue ï with more organizations opting for public-cloud backend support for Mobile 

BI ï led by smaller organizations, 

 

Figure 29 - Backend Support for Mobile Business Intelligence Applications: 2011 vs. 2012  
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Mobile Device Integration Requirements  

For 2012, we asked participants to indicate their requirement for Business Intelligence 

integration with local device capabilities ï including multi-touch and location awareness 

(Figure 30). For Business Intelligence applications, respondents indicated that multi-

touch was the number one integration feature, followed by location awareness. 

 

 

Figure 30 - Mobile  BI Integration  Preferences   
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From an industry perspective, Consumer Goods, Financial Services and ï to a lesser 

degree - Retail & Wholesale ï have above average requirements for Business 

Intelligence application integration with mobile devices (Figure 31).  

Although the integration feature ranking varied slightly by vertical industry, what is most 

interesting is the very high priority that Consumer Goods have placed upon multi-touch, 

location awareness, camera integration and voice command. Consumer Goods are 

long-time BI innovators and early-adopters and are now applying this innovation to 

Mobile BI. 

 

Figure 31 - Mobile Device Int egration by Vertical Industry (Weighted Average)  
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Targeted Users for Mobile Business Intelligence  

Executives remain the top consumers and targets for Mobile Business Intelligence 

(Figure 32) followed by middle managers, line managers and individual contributors. 

Although a small percentage of respondents are targeting customers and suppliers, a 

majority indicated that Mobile BI is ñnot applicableò for those constituents. 

 

Figure 32 - Targeted Users for Mobile BI in 2012  
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Since 2010, executives have consistently been the primary target for Mobile BI (Figure 

33). However, since then, weôve seen a significant shift towards middle management 

and a modest shift towards line management and individual contributors. In contrast, the 

interest in delivering Mobile BI to customers and suppliers appears to have declined. 

 

Figure 33 - Primary Targets for Mobile BI 2010 - 2012  
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Although high adoption of Mobile BI by executives and low adoption for suppliers is 

consistent across all vertical industries, there are some key differences (Figure 34). For 

example, the data suggests that Retail & Wholesale places a higher than average 

priority upon middle management but a far lower priority on line management or 

customers. In contrast, Financial Services appears to place a higher priority upon 

customers, while Government favors individual contributors over these other roles. 

 

Figure 34 - Mobile BI User Targets by Vertical Industry  
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Mobile Business Intelligence Adoption Through 2015  

Penetration of Mobile Business Intelligence remains fairly modest - with a majority of 

organizations reporting fewer than 10% of users having access. Anecdotally-speaking, 

many of those organizations have moved closer to 10% (many from zero) since 2010. 

Our data indicates aggressive implementation plans through 2015, with virtually none in 

the less than 10% category and more than half above 41% in 36 monthsô time. 

 

Figure 35 - Mobile BI Adoption Plans Through 2015  
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The smallest of organizations have been at the forefront of Mobile Business Intelligence 

adoption and have the most aggressive plans through 2015. We observe a ñu shapedò 

adoption curve where the largest of organizations also have aggressive plans (Figure 

36), albeit with a more limited ability to execute due to organization size, complexity and 

associated cost. 

 

Figure 36 - Mobile BI Adoption by Organization Size Through 2015  
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Business functions (Sales & Marketing) have been the earliest adopters of Mobile 

Business intelligence ï with half indicating greater than 11% overall penetration today. 

They also have the most aggressive plans through 2015 (Figure 37). In contrast, 

Finance is the most conservative of the three groups, with the IT function only slightly 

more ambitious than Finance. 

 

Figure 37 - Mobile BI Adoption Plans by Function Through 2015  
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From and industry perspective, Consumer Products appears to have achieved greater 

user penetration ï overall ï than other industries to date. It also has the most 

aggressive plans through 2014 (Figure 38). This is followed by Financial Services which 

has the most aggressive plans for Mobile BI through 2015. In contrast, Retail & 

Wholesale have less ambitious plans for the overall base of users but have shown to be 

aggressive for specific functions (e.g., middle management). 

 

Figure 38 - Mobile BI Adoption by Vertical Industry Through 2015  
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Exclusive Use of Business Intelligence  on Mobile Devices  

To get another perspective on how pervasive Mobile BI will be, we asked respondents 

to share their view on how many users are likely to use BI exclusively through a mobile 

device in 24 months. Nearly 40% suggest that by 2014 more than 40% of all users will 

use BI exclusively on mobile devices (Figure 39).  

 

Figure 39 - Exclusive Mobile BI Usage in 2014  
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Since 2011, study participant estimates for future exclusive mobile use of Business 

Intelligence have increased for 2012 (Figure 40) with only 31% now indicating under 

10% exclusive use (versus 35% in 2011) and 20% indicating more than 41% exclusive 

user (versus 18% in 2011). 

 

Figure 40 - Exclusive Mobile Business Intelligence  Use: 2011 vs. 2012 
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Further evidence that business functions (e.g., Sales & Marketing) are being more 

aggressive in their adoption of Mobile Business Intelligence are plans to have a greater 

percentage of exclusively Mobile BI users by 2014 (Figure 41). Although the IT and 

Finance functions also envision a future with a measure of exclusively mobile access to 

BI, they are far less optimistic with their estimates. 

 

Figure 41 - Exclusive Mobile BI Usage by 2014 by Function  

 

  

41% 

32% 

22% 

26% 

37% 

30% 

20% 

16% 

26% 

9% 

0% 

0% 

4% 

11% 

15% 

1% 

5% 

7% 

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Information Technology (IT)

Finance

Sales and Marketing

Exclusive Mobile BI Usage by 2014 by Function 

Under 10% 11 - 20% 21 - 40% 41 - 60% 61 - 80% 81% or more



Wisdom of Crowds ® Mobile Computing/ Mobile Business Intelligence Market Study 2012 

 

COPYRIGHT 2012 DRESNER ADVISORY SERVICES, LLC 
Page | 52  

 

The smallest of organizations appear to have the most optimistic plans for exclusive 

mobile use of Business Intelligence, followed by the largest of organizations (Figure 42). 

Similar to Mobile BI adoption plans cited previously, these plans follow a similar ñU-

shapedò adoption curve where the smallest and largest of organizations have the most 

ambitious plans, while those in the middle are more conservative. 

 

Figure 42 - Exclusive Mobile BI Usage by 2014 by Organization Size  
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Mobile Business Intelligence Features  

For 2012 we asked respondents to prioritize 14 different Business Intelligence 

features/functions required for mobile. In 2010 we asked about nine features. In 2011 

we added Real-time data refresh, Off-line access, and Write back. And, in 2012, weôve 

added Augmented reality, Social media analysis, and Collaborative support.  

Top features for 2012 include View charts/reports, KPI Monitoring, Drill down navigation 

and Data selection and filtering (Figure 43).  

 

Figure 43 - Mobile BI Feature Priorities  
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The requirement for Business Intelligence features on mobile devices has evolved since 

we first surveyed the market in 2010, and continues to do so. Since that time, we have 

seen usersô needs mature and shift away of simple viewing and reporting in favor of 

more sophisticated capabilities (Figure 44).  For example, in 2010, the top three 

features were View charts/report, Alerts, and KPI Monitoring. In 2012, Data selection; 

filtering and Drill down Navigation are the number two and three required features.  

 

Figure 44 - Mobile BI Feature Priorities 2010 - 2012 (Weighted Average)  
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With a few exceptions, the ranked order of BI features remains consistent with the 

overall sample when viewed by function (Figure 45). Notable exceptions include a much 

higher business (Sales & Marketing) priority for Collaborative support, Drag and drop 

navigation, Real time data refresh and Social media analysis. Finance rated Dashboard 

assembly from components higher than peer functions. 

 

Figure 45 - Mobile BI Features by Function (Weighted Average 
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Similarly, when looking at required Mobile BI features by organization size, it follows the 

overall sample, with some key exceptions (Figure 46). Several follow the ñU-shapedò 

adoption curve, cited previously, where the largest and smallest of organizations are 

aligned. These include Drill down navigation and Social media analysis. Features that 

resonated more so with larger organizations included KPI monitoring, Guided Analysis 

and Write back. The smallest of organizations assigned a higher priority to Off-line 

access and Collaborative support. 

 

Figure 46 - Mobile BI Features by Organization Size  
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Mobile vs. Server Resident Business Intelligence Apps and Data  

There has been an ongoing discussion within the industry as to where mobile 

applications and data ought to reside. In some cases organizations resist the 

downloading of apps and data due to security policies or concerns. In other cases 

regulatory requirements dictate this, such as HIPAA (Health Insurance Portability and 

Accountability Act).  

In general, the requirement for restricting apps and data to the server has grown over 

2011 from 40% in 2011 to 50% in 2012 (Figure 47).  

 

Figure 47 - Mobile vs. Server Resident BI Apps & Data: 2011 vs. 2012  
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As smaller organizations are less subject to the security requirements and regulations of 

larger organizations, a majority of them indicated a preference for local device storage 

of Mobile BI apps and data. In contrast, a majority of larger organizations indicated a 

preference for server-based storage of apps and data (Figure 48). 

 

 

Figure 48 - Mobile vs. Server Resident BI Apps & Data by Organization Size  
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The requirement for app and data residency varies dramatically by vertical industry ï 

often due to governmental or industry regulation. Those with the greatest requirement 

for server-based apps and data (e.g., Government, Health care) tend to be most 

impacted by those regulations (Figure 49). 

 

 

Figure 49 - Mobile vs. Server Resident BI Apps & Data by Vertical Industry  
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From a functional perspective, a majority of business users (>60%) prefer local device 

storage of apps and data. From our experience this has been driven by more intuitive 

native interfaces, faster performance and disconnected functionality ï all important to 

mobile business users (e.g., sales professionals, executives). In contrast, both the IT 

and Finance functions are chartered with securing enterprise data ï and therefore a 

majority (>50%) prefer server-only storage of Mobile BI apps and data (Figure 50). 

 

Figure 50 - Mobile vs. Server Resident BI Apps & Data by Function  
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Benefits and Limitations of Mobile Business Intelligence  

Each year we ask respondents to describe the benefits and limitations of Mobile 

Business Intelligence. This year weôve organized these comments in two ñword cloudsò.  

Top perceived benefits associated with Mobile BI include pervasive access to 

information, better and faster decision-making, and better support for increasingly 

mobile and customer-facing workforce (Figure 51).  

 

Figure 51 ɀ Word cloud - Benefits Associated with Mobile Business Intelligence  

 

Top cited limitations associated with Mobile BI include: security concerns, limited data 

volumes, and technical limitations of mobile devices and networks (Figure 52). 

 

Figure 52 ɀ Word cloud - Limitations Associated with Mobile Business Intelligence  
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Business Intelligence Industry Mobile Capabilities and Plans  
By collecting data from over two dozen Business Intelligence vendors, we understand 

the current state of the market and also have a view into future industry capabilities ï 

thereby helping user organizations plan for Mobile BI with greater precision. 

Back in 2010 the majority of Business Intelligence vendor organizations had not yet fully 

comprehended the shift towards Mobile BI that was about to occur (Figure 53). Since 

that time Mobile BI has become critically importance for the majority (70%).  

 

Figure 53 - Industry Importance of Mobile BI: 2010 - 2012  
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At this point, one can be fairly comfortable in the knowledge that almost all Business 

Intelligence vendors offer good support for Appleôs iPad tablet device, as this is the 

single most popular platform for Mobile BI today. Good support can also be found for 

Appleôs iPhone and for Google Android tablets and smartphones (Figure 54).  After 

several years of dormancy, Microsoftôs new Windows 8 Phone and Surface tablet are 

seeing impressive industry plans for support. In contrast, RIMôs BlackBerry and 

Playbook platforms have far less support with a growing number of vendors not offering 

support. And, finally, Firefoxôs new Mobile OS device (due in early 2013), which 

supports native HTML5, is seeing modest interest from vendors.  

 

Figure 54 - BI Industry Support for Mobile Platforms  
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The development and support of native applications is a complex and costly process for 

vendors. As such, most would prefer to use HTML5 ï which enjoys support across all 

mobile platforms. However, users continue to demand the native app experience ï most 

notably on the Apple iOS platforms. Accordingly, industry support for native apps 

remains strong on Apple mobile devices (Figure 55). Moving forward we expect to see 

more apps using a hybrid approach ï with a native code wrapper around standard 

HTML5. 

 

Figure 55 - Industry Support: Native vs. Web Applications  
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Industry support for mobile device integration maps well to user requirements ï with 

both ranking Multi-touch as a 1st priority and Location awareness as 2nd priority (Figure 

56). However, the industry has placed a greater emphasis upon Accelerometer 

integration, a feature that users rate as a distant 4th.  

 

Figure 56 - Industry Support for Mobile Device  Integration  
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The top industry supported Mobile Business Intelligence features mostly corresponds to 

user requirements, with a few notable exceptions (Figure 57). For instance, users rate 

Alerts in the top 5 of all requirements, but it is only offered by 65% of vendors. 

Additionally, users rank Dashboard assembly from components in the top half of 

requirements, yet less than 40% of vendors offer it. And, Social media analysis, which is 

offered by 60% of vendors is ranked 3rd from the bottom of user requirements. 

 

Figure 57 - Industry Support for BI Features  
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Mobile  Business Intelligence  Vendor Scores & Rankings:  

This year we have included 25 Business Intelligence vendors in our mobile ratings 

(Figure 58). For each vendor we considered mobile platform support and integration, 

business intelligence features and customer ratings. Platform and feature scores were 

weighted using user prioritizations, with a maximum possible score of 36.5 points.  

Please carefully review the detailed vendor and product profiles on pages 68 -72 and 

consider all dimensions independent of each other.  

 

Figure 58 ɀ 2012 Mobile  BI Vendor/Product Rankings  
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-ÏÂÉÌÅ "ÕÓÉÎÅÓÓ )ÎÔÅÌÌÉÇÅÎÃÅ "ÕÙÅÒÓȭ 'ÕÉÄÅȡ 

As with previous editions of the Mobile BI Study Report, we will include a buyersô guide 

ï detailing all current platform and feature support for a majority of relevant BI vendors 

(Tables 1 - 5). 

Table 1 - 2012 Mobile Business Intelligence Buyer's' Guide : Actuate, Andara, Birst , 

Dimensional Insight, Extended Results, GoodData  

 

 
Actuate Andara Birst Inc 

Dimensional 
 Insight 

Extended  
Results 

Apple iPhone X 
   

X 

Apple iPad Tablet X X X X X 

BlackBerry (RIM) SmartPhone X 
   

X 

Google Android Smartphone X 
   

X 

Google Android Tablet X 
 

X 
 

X 

Microsoft Windows Phone 8 
      Multi-touch interface X X X X X 

 Location awareness/GPS 
integration X 

     Camera integration 
   

X 
 View charts/reports X X X X X 

KPI monitoring X X X X X 

Alerts X 
 

X X X 

Drill down navigation X X X X X 

Drag and drop navigation 
    

X 

Data selection; filtering X X X X X 

Guided analysis X 
 

X X X 

Dashboard assembly from 
components 

     Write-back/transactional 
integration 

     Off-line Access 
 

X X X X 

Real-time data refresh X X X X X 

Collaborative Support for Group-
based Analysis 

 
X X 

 
X 

Social media Analysis (SocialBI) 
  

X 
 

X 
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Table 2 - 2012 Mobile Business Intelligence Buyer's' Guide : GoodData, IBM, Information 

Builders, JackBe, Jaspersoft 

 

 
GoodData IBM 

Information  
Builders JackBe 

Jaspersoft  
Corporation 

Apple iPhone X X X X X 

Apple iPad Tablet X X X X X 

BlackBerry (RIM) SmartPhone X X X X 
 Google Android Smartphone X X X X X 

Google Android Tablet X X X X 
 Microsoft Windows Phone 8 X 

 
X X 

  Multi-touch interface X X X X X 

 Location awareness/GPS 
integration 

 
X 

 
X 

  Camera integration 
     View charts/reports X X X X X 

KPI monitoring X X X X 
 Alerts X 

 
X X 

 Drill down navigation X X X X X 

Drag and drop navigation X X 
 

X X 

Data selection; filtering X X X X X 

Guided analysis X X X X X 

Dashboard assembly from 
components X 

   
X 

Write-back/transactional 
integration 

  
X X 

 Off-line Access 
 

X X 
  Real-time data refresh X 

 
X X X 

Collaborative Support for Group-
based Analysis X 

  
X 

 
Social media Analysis (SocialBI) X 

 
X X 

  

 

  










