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ExECuTivE Summary
More than half of US information workers pay for their smartphones 
and monthly plans, and three-quarters pick the smartphone they 
want rather than accept IT’s choice. What does consumerization’s 
victory over smartphones really mean? At least these three things: 
First, consumer choice means platform choice, which means you must 
deliver business apps like SharePoint, chat, and portals on iPhones 
and Android phones. And that means these apps will be used from any 
location over any network. Gulp. Second, employees’ taste of victory 
over smartphone selection means they will start pushing for computer 
choice: Mac and desktop virtualization are the winners here. And third, 
employees’ willingness to share the cost burden means that you can 
now think about outsourcing some cost of devices, apps, and services to 
your employees. 
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AnDROID AnD IPHOne DevICeS HAve SuRPASSeD BlACkBeRRY AT WORk

The days of IT-controlled smartphone deployments are over. With the introduction of business email 
on iPhones in 2008, employees have been finding ways to get what they need to be productive on 
their personal smartphones. But now, with ActiveSync access to email and the rise of mobile device 
management solutions from vendors like MobileIron and BoxTone, IT groups have been finding it ever 
easier to help rather than hinder adoption of iPhones and iPads and Android devices.¹ And as we see 
from Forrester’s Q2 2011 survey of 4,985 US information workers, employees buy the lion’s share of 
business smartphones.² Three facts are irrefutable:

1. Consumerization is the dominant force in smartphone selection. Seventy-seven percent of 
smartphones used at work are chosen by an employee, and 48% are chosen without regard for IT 
support. That means only 23% of the smartphones used at work in the US are delivered as a take-it-
or-leave-it device by IT. And three-fifths of that 23% are BlackBerrys.

2. Consumerization means choice, which means Apple and Android devices. RIM still has a plurality 
of smartphones in US companies and organizations with 42% of the installed base. But together, 
Android (26%) and Apple (22%) have a bigger slice of the workforce market than does RIM. The 
force of consumerization becomes even clearer when you see that when people choose their own 
phone, 59% choose Android or Apple while 25% select BlackBerry.

3. Consumerization also means that employees are willing to share the cost burden. Employees pay 
all (48%) or some (9%) of the cost of the smartphone they use for work. They also pay all (40%) or 
some (14%) of the cost of the monthly bill. While there is no guarantee that every employee wants 
one phone for both work and personal use, it’s clear from the data that a majority of US information 
workers today are willing to share the cost and the benefit of a smartphone that they can use at home 
and for work.
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S M A R T P H O n e S  S e e D  A  B R I n g - YO u R - O W n - D e v I C e  S T R AT e g Y

Bring-Your-Own Device Is A Reality Today1-5

Base: 1,751 US information workers using a smartphone for work

Source: Q2 2011 US Workforce Technology And Engagement Online Survey

“Who paid for the primary
smartphone you use for work?”

“Who pays the monthly bill for the
primary smartphone you use for work?”

Company
41%

Shared
9%

Employee
48%

Company
46%

Shared
14%

Employee
40%

Employees Pick The Phone They Want1-4

“How did you choose the primary
smartphone you use for work?”

Without considering
what their company
supports

Out of a list of phones
their company supports

No choice — the phone
was provided by their
company

48%

23%

29%

Base: 1,663 US information workers

“What is the operating system on the primary
smartphone you use for work?”

BlackBerry
42%

Android
26%

Apple
22%

Windows
6%

Others
4%

Base: 1,681 US information workers using
a smartphone for work

BlackBerry Leads Smartphone Use1-3

“What applications do you currently use on the primary
smartphone you use for work?”

9%

10%

10%

12%

16%

17%

62%

81%

Sales force applications

Field service applications

Web- or videoconferencing

Team collaboration

Productivity

Intranet portal

Work calendar

Email

Base: 1,751 US information workers using
a smartphone for work

Email Dominates Smartphone Apps1-2

48%
54%

80%
86%

32%
39%

9%
12%Tablet

Smartphone

Laptop

Enterprise

“What devices do you use for work?”

SMB

Base: 4,985 US information workers

Desktop

Enterprises Lag In Mobile Device Use 1-1

Smartphone users
handle 36% of work-
related calls and 26%
of email on their
mobile phones.

Bring-your-own-device policies are a 
reality in many US organizations. Already 48% of 
information workers buy whatever smartphone they want 
and use it for work, and 54% pay for all or some of the 
monthly mobile bill.

While BlackBerry still has the largest installed base of 
smartphones for work, Android and Apple devices together 
lead the workplace. The big benefit of mobile devices, 
particularly for tablet users, is the ability to work from any 
location, constrained mostly by the apps available to them.
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WHAT “BRIng YOuR OWn DevICe” ReAllY MeAnS

What began as a trickle of employees requesting email on personal iPhones is now expanding as CEOs 
bring personal iPads to work and demand more business apps. This torrent of rising expectations — any 
device, anywhere, anytime, any application — is the result of IT consumerization through which 
employees’:

· Platform choices mean applications must be platform- and network-agnostic. Putting email 
on iPhones was easy with ActiveSync. But what about giving access to SharePoint or the employee 
portal? What about pushing content out to sales reps’ iPads? Or making common collaboration 
tools available on smartphones and tablets? To do this successfully, you will have to consider new 
suppliers like Box and Dropbox, master the app Internet architecture beloved of cloud suppliers, and 
reconsider your security strategy.

· Victory over smartphone choice means new demands for computer choice. Employees are already 
choosing their own tablets — more than 25 million people chose iPads in the past 18 months. 
But computers are next. Once employees get wind of their local underground movement against 
Macintosh prohibition, they will seek each other out and find ways to get the business apps and 
access they need on the computer they want. Fortunately, virtual machine (VM) solutions from 
VMware and Parallels give IT a way out: Run the corporate image on a VM, and leave the rest of the 
machine untouched.

· Willingness to share the cost means that a new source of funding is coming online. For IT 
professionals, there is a silver lining in all this employee choice and power: You can outsource the 
cost of devices, monthly service, and even some applications to employees. This is easy to see in the 
way employees are willing to share or shoulder the cost of smartphones and monthly plans. But it’s 
not a stretch to realize that for any dual-use device or service, your employees might help. This is the 
solution for budget-starved IT shops trying to deploy tablets or Macintoshes. Forrester thinks that 
employee-shared funding is one leg of the strategy to get to a $1,000 employee tool kit.

COnSuMeRIzATIOn HAS BIg IMPlICATIOnS FOR TeCH MARkeTS

There are some far-reaching conclusions that you should start planning for:

· Consumerization is pushing business and consumer markets to merge into one. It has been tech 
industry investment lore for decades: Invest in either business markets or consumer markets, but 
not both. That guiding principle is now coming under attack as technologies as diverse as Dropbox 
and iPhone and Google and Skype, as LinkedIn and TripIt and Facebook and Square launch in the 
consumer market then penetrate the business market. The new principle is “one market, one product, 
one value, two support models.”
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· Platform choice means that consumer ecosystems dictate business adoption. RIM is fond of 
reminding everybody that most people use only a few applications, so it doesn’t matter that RIM’s 
application store has only 40,000 titles. But in a world where employees pick their own phone for 
work and home, the app store matters. Why? Because consumers en masse are very clever in valuing 
and choosing products with momentum (it’s a form of insurance or comfort to know that you’re 
betting on a winner), and nothing spells momentum like a half million apps. The impact is clear: If 
consumers don’t want or can’t buy a product, then the product’s value as a business tool is greatly 
reduced. This is as true for apps like Dropbox and Evernote as it is for devices like ultrabooks.

· Enterprise vendors with no consumer offering will face brand/product challenges. This point 
isn’t lost on HP CEO Meg Whitman as she decided to keep the PC business inside of HP. HP needs 
the consumer brand to remain relevant to a business market that is increasingly captivated by 
Macintoshes and iPads. It’s not a stretch to say that IBM, Microsoft, Oracle, and SAP will all face 
challenges in attracting employee attention and hence business budgets.

SuPPleMenTAl MATeRIAl

Methodology

Forrester conducted an online survey fielded in May 2011 of 4,985 US information workers ages 18 to 88 
using a computer or terminal an hour or more per day in their job and working at an organization with 
20 or more employees. For results based on a randomly chosen sample of this size (N = 4,985), there is 
95% confidence that the results have a statistical precision of plus or minus 3.1% of what they would be if 
the entire population of US online information workers ages 18 and older had been surveyed.

Please note that this was an online survey. Respondents who participate in online surveys have in general 
more experience with the Internet and feel more comfortable transacting online. The sample was drawn 
from members of Toluna’s online panel, and respondents were motivated by a sweepstakes drawing. The 
sample provided by Toluna is not a random sample. While individuals have been randomly sampled 
from Toluna’s panel for this particular survey, they have previously chosen to take part in the Toluna 
online panel.

We also drew from Forrester’s Forrsights Workforce Employee Survey, Q1 2011.

In addition to sampling error, one should bear in mind that the practical difficulties in conducting 
surveys can introduce error or bias into the finding of opinion polls. Other possible sources of 
error in polls are probably more serious than theoretical calculations of sampling error. These other 
potential sources of error include question wording, question ordering, and nonresponse. As with 
all survey research, it is impossible to quantify the errors that may result from these factors without 
an experimental control group, so we strongly caution against using the words “margin of error” in 
reporting any survey data.
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These statements conform to the principles of disclosure of the National Council on Public Polls.

You can find more information about the data on the Survey & Data page online. From this page, you 
will be able to download the Survey Instrument.

enDnOTeS

1 The iPad has redefined expectations of what a computer should be: instant-on, highly portable, all-day batteries, 
always-connected, and app-driven. Based on hundreds of conversations about tablets in the past year, we collected 
and answered the 10 most common questions to point you and your teams toward our most recent mobile research. 
The time to plan a tablet strategy is now. See the March 22, 2011, “Executive Q&A: Tablets In The Enterprise In 
2011” report.

2 Forrester surveyed 4,985 US information workers in Q2 2011 US Workforce Technology And Engagement Online 
Survey and published the facts and analysis. See the September 21, 2011, “The State Of Workforce Technology 
Adoption, US Benchmark 2011” report.

3 Forrester is intrigued by the idea of the $1,000 employee tool kit — hardware, basic software, and help desk that 
cost only $1,000 a year. There are three planks in the program: right-size software licenses, outsource hardware 
costs to employees, and move to lower-cost solutions in the cloud. We are beginning to pull these three things 
together into a program to get to the $1,000 tool kit.
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