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Abstract
This dissertation was written as part of the MSc in Strategic Product Design at the International
Hellenic University.

Nowadays the manner that consumers and employees communicate has changed dramatically.
The ubiquity of mobile devices and the ability to have anywhere and anytime access on
information have offered new ways of interaction for both sides. The aim of this dissertation
was to explore the impact that mobile technology has had upon the dissemination of
information for commercial and management purposes. More specifically, it examined the
current use of this type of technology by consumers and companies in order to discover the
new trends in the consumers’ behavior and identify the most important benefits and perils that
mobile technology has upon the effective communication. The evaluation of the mobility’s
influence was carried out through an interview with the manager of a company that has
adopted mobile technology in its operations as well as through a survey that was completed by
the users of mobile devices. As a result, the findings shed a light on the impact that mobile
technology has had upon the communication between consumers and employees.
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Chapter 1 - Introduction
1. Introduction
The evolution of technology in the 21

st

century has resulted in many changes in the

communication between the customers and the businesses. The appearance of smartphones
and generally the mobile technology has enabled consumers to carry the Internet in their
pocket, and consequently, to be more informed, more mobile, and more social than ever
before (PwC, 2012). Consequently, consumers expect more-efficient transactions, richer
customer experiences— online and off, and faster delivery. This is the reason why companies
have invested time and resources in mobility (PwC, 2012); they want to be close to their clients
so that they can understand better their needs and offer them more personal experiences from
anywhere they are and at any time they want.
At the same time, mobile technology has helped businesses to manage, monitor and complete
a variety of business tasks (Hong Sheng - Fiona Fui Hoon Nah - Keng Siau, 2005). Companies,
such as Kraft Foods, Amazon and Polo Ralph Lauren, in their effort to gain the competitive
advantage towards their opponents and offer a richer customer experience, have used mobile
technology to enhance the employees’ interaction and productivity.
Consequently, mobile technology has introduced a new world of innovative services through
mobile devices (Deloitte, 2016). The aim of this paper is to explore the influence of mobile
technology upon dissemination of information for commercial and management purposes. First
and foremost, the first step of this project would be to identify the changes that mobile
technology has made in the manner that consumers and employees communicate, and in the
following, it would try to find out the benefits and perils that this technology has had upon this
effective communication.
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1.2 Research question & Objectives
In the course of this dissertation, the author aims to identify the impact that mobile technology
has upon the manner that consumers and companies communicate. Consequently, she wants
to satisfy the following objectives:
Objective One: Explore the current use of mobile technology in businesses
Objective Two: Identify how mobile technology has changed the interaction between the
consumers and the companies and evaluate the changes
Objective Three: Identify and evaluate the benefits that mobile technology has brought to
communication between the employees
Objective Four: Identify any peril that the use of mobile technology may have

1.3 Structure
The structure of this project is the following:
Chapter 2 forms the literature review of this study, where the influence of mobile technology in
the communication between consumers and employees is analysed. Chapter 3 explains the
research methodology that was used in this project, while Chapter 4 and Chapter 5 present and
analyse the collected primary data. Finally, Chapter 6 concludes, discusses the limitations of the
study and gives recommendations for further research.

2
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Figure 1. 1: Project Map
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2. Literature Review - Influence of mobile technology in the
communication between consumers and employees
This chapter is a general part of the literature review about the mobile technology. Section 2.1
is an introduction of what mobile technology is. Section 2.2 reflects on the adoption of mobile
technology by consumers, while Section 2.3 describes the current use of mobile technology on
some businesses’ domains. Section 2.4 points out the benefits that mobile technology has
brought to consumers regarding their interaction with the companies, while Section 2.5
analyses the benefits that businesses could have by adopting mobile technology. Finally,
Section 2.6 describes the perils that mobile technology may have upon the interaction between
customers and businesses, while Section 2.7 is the conclusion of the analysis.

2.1 Introduction to the mobile technology
Nowadays, businesses operate in a rapidly changing and demanding market. More specifically,
the business environment is characterized by rapid scientific and technological progress,
growing competition and the emergence and establishment of new communication networking
(McNaughton Dvid - Light Janice, 2013). Consequently, every company needs to adopt new
technologies and methods of interaction with the customers in order to remain sustainable and
gain the competitive advantage towards their opponents.
It goes without saying that mobile devices are firmly entrenched in peoples’ lives (Deloitte,
2016). According to a survey that Deloitte conducted, 78% of global consumers own
smartphones while the average number of times that they look at their phones in a day is 47
times, and that number rises to 82 to 18-24 year-olds (Deloitte, 2016) (Figure 2.1). All the new
experiences that the user can live through his device in combination with its increasing
functionality have made it a valuable possession for consumers (Pantano Eleonora - Priporas
Constantinos Vasilios, 2016). With more and more people turning to mobile devices, such as
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smartphones and tablets, as their primary device of choice, it is of utmost importance for
companies to set a mobile strategy and support computing on the move (McNaughton Dvid Light Janice, 2013).

Figure 2. 1: Types of mobile devices that people own

Mobile technology is defined as the ability to communicate on the go. It has introduced a new
world of possibilities as it offers the opportunity to have anytime and anywhere access to
information and applications, which provides great flexibility in communication, collaboration
and information sharing (Hong Sheng - Fiona Fui Hoon Nah - Keng Siau, 2005). Mobile
technology offers more efficient ways to manage, monitor and complete a variety of tasks,
while it has also created new ways of engaging with customers and marketing products as well
as introducing a new platform for sales and opportunity for new products and services (Smith
John, 2016).
Mobile technology includes mobile information devices such as smartphones, tablets, PDAs,
and POS, as well as technological infrastructure for connectivity such as WAP, Bluetooth, 4G,
and GPRS (Hong Sheng - Fiona Fui Hoon Nah - Keng Siau, 2005). The most important
characteristic of this technology is mobility which enables anytime and anywhere computing,
and gives users the opportunity to be more informed, more mobile and more social than ever
before .
5
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2.2 Mobile Technology and Consumers
Mobile devices have transformed the way people engage in their daily lives. They have become
an essential part of consumers’ life and offer many possibilities to their users (Deloitte, 2016).
More specifically, people nowadays use their mobile devices to almost every aspect of their
lives, from working to shopping. As it can be noticed from the Figure 2.2 consumers use their
mobiles while they are shopping, spending their leisure time, talking to their family and friends
and while they are at work (Deloitte, 2016).

Figure 2. 2: Usage of mobile devices while doing activities

Furthermore, mobile purchases is another benefit that users seem to take advantage of, since
the number of people who buys goods and service through mobile application is increasing year
by year (Deloitte, 2016). In addition, mobile wallets are another chance that this technology
offers to its users; they could pay through their mobile phones. Finally, one of the most
important characteristic of mobile technology is the ability to get informed for the news or
whatever consumers are interested in, and communicate with other people at anytime and
from anywhere they are (Smith John, 2016). Consequently, the use of mobile phones and other
devices has changed incredible through the last years. People nowadays use their mobile
phones and other devices not only for making calls or text messaging, but also for Internet
browsing, emailing, playing games and communicating (Deloitte, 2016). All these new
experiences that they offer to their users have made mobile technology and the devices an
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essential point of their communication.

2.3 Mobile technology on business
As far as businesses are concerned, the high level of competition in business environment and
the ubiquity of mobile devices in people’s everyday lives, have prompted them to invest in
mobile technology (Pantano Eleonora - Priporas Constantinos Vasilios, 2016). There is a great
number of organizations that have already recognized the potential that mobile holds in
creating a more customer centric experience, enabling better data management, exploring
flexible working, and generally, in creating a more agile business (Allidina Sarah, 2015). This
kind of technology provides companies with a unique opportunity to stand out and pull ahead
of their competitors since mobile devices are an ecosystem that can transform customers and
employee experiences (PwC, 2012).
Mobile technology has generated great improvements in many business domains (Smith John,
2016). In the following, there is a presentation of how mobile technology has been driving
business communication and interaction with the customers in marketing, sales, logistics and
banking.
i.

Mobile technology in Marketing

There is a great number of companies that have incorporated the mobile technology in their
marketing strategy. Mobile marketing has enriched to a great extent the way that businesses
communicate with their customers.

 Mobile friendly Website
The increasing use of mobile phones has made the mobile optimized websites more important
that ever before, since many people visit the websites of the companies that they are
interested through their mobile phones (Smith John, 2016).
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 Email Alerts / Reminders
Many companies use Emails as a way to come in contact with their customers and inform them
for their offers or their events (Marcallini Joe, 2017).

 Mobile Commerce
A great number of consumers globally purchase goods and services through their mobile
phones. People have the ability to compare prices and buy what they want easily, quickly and
without visiting a physical store. In addition, the new generation of mobile devices have
included a new kind of technology, near field communication (NFC) technology (Damianidou
Chrisoula, 2013). It facilitates the development of mobile wallets, which store an individual’s
payment details and then initiate a transaction when tapped to a merchant NFC-enabled device
(Marcallini Joe, 2017). Consequently, consumers have the ability to make their payments in a
more quick and convenient way.

 Mobile Applications
Companies and organizations worldwide have adopted the use of mobile apps to improve their
communication with their customers and increase their awareness. Mobile applications give
customers the opportunity to easily find, be informed, compare and order products or services
that they are interested in, and have access on products’ news as well as on their account
information (Smith John, 2016).

 QR codes
Not a few companies have started to use QR codes as a way of interaction with their customers.
These codes contain rich information about the product and can be used for a variety of
applications, such as going to a website, sending a text or making a call. Once the customer
scans the QR code that there is on product’s packaging with a mobile device, the code can link
to anything from videos that explain how to use the product to a company’s promotional
website (Marcallini Joe, 2017).
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 Mobile Search Advertising
More and more mobile users take advantage of the location-based service (LBS) technology in
order to find restaurants, cafes, banking cash machines or other establishments according to
their location (Damianidou Chrisoula, 2013). This technology provides quick mobile search
results with detailed information about an establishment as well as ratings and pricing.

 Rewarding Brand Loyalty
Mobile technology has also changed the way companies manage their customer relationships.
Many brands have developed mobile reward applications (such as NestleCare mobile reward
application) that allow them to promote in-store offers and reward customers for visiting them
very frequently. In this way companies could have a deeper insight into the purchasing
behaviors of their customers so they can deliver more targeted discounts, coupons, while at the
same time, they have the chance to establish strong relationships with customers and build
brand loyalty (Marcallini Joe, 2017).
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ii.

Mobile Technology in Sales

Mobile technology has also been implemented in sales. In particular, many organisations use
SFA (Sales Force Automation system) which enables its users to interact through mobile devices
(smartphones, PDAs, tablets) with the business's IT systems (ERPs, CRM etc.) in order to draw
critical information and carry out transactions or account activities (Singular Logic, 2017). This
program automates business tasks such as inventory control, sales processing, and tracking of
customer interactions, as well as analyzing sales forecasts and performance, which helps sales
executives to interact with their customers in a better way since they can stay updated at any
time about their customers’ requirements (Damianidou Chrisoula, 2013).

iii.

Mobile technology in Logistics

Logistics are another business domain where mobile technology has been implemented. More
specifically, the Radio-frequency identification (RFID) technology (which automatically
identifies and tracks tags attached to objects) and the GPS technology that they use nowadays
can ensure that the right goods would be available in the right place at the right time with no
discrepancies and errors (Damianidou Chrisoula, 2013). As real-time information is made also
available, administration and planning processes can be significantly enhanced.
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iv.

Mobile in banking

Bank sector was one of the first business domains that have adopted mobile technology. The
rising use of mobile devices have prompted bank institutes to find out new ways in order to
satisfy their customers’ expectations for quick, ease and safe way of making their transactions.
Almost the majority of the bank institutes have developed their own mobile applications
through which people can make mobile payments and transactions in an easy and safe way
(Deloitte, 2016). Moreover, many bank institutes have given customers the opportunity to
create their own mobile wallet in order to make their payments easily through their mobile
device, such as i-bank pay application by the National Bank of Greece, which gives the
opportunity to its users to link their phone number with one of their deposit account and then
to carry out transactions with their mobile phone in the businesses that support this type of
payment (National Bank of Greece, 2017).

In conclusion, as it can be noticed, mobile technology has changed the way that organisations
do business and has created many new opportunities for innovative services (PwC, 2012).
Companies have realised the influence that mobile technology has to the effective
communication between customers and companies and for this reason they have implemented
it in many business sectors.
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2.4 Benefits of mobile technology upon effective communication
between consumers and companies
Mobile technology has brought great advantages to the experiences that businesses offer to
their customers. In the following, two very significant benefits of mobile technology are
analysed.

 Improved Customer Experience

Mobile technology allows its users to have a richer, deeper and more personal interaction with
the brand (PwC, 2012). More specifically, consumers can be easily and quickly informed about
the goods that they are interested in through brands mobile websites and applications.
Moreover, they have the opportunity to buy goods and services through their mobile devices at
anytime and without visiting a physical store and waiting in a queue. Furthermore, ccustomers
have the opportunity to convey their concerns and feedback about the products or services
easily through mobile applications and expect quick responses to theirs doubt and troubles
(Smith John, 2016). On the other hand, many brands offer their customers the opportunity to
troubleshoot their issues about the products quickly and efficiently through the Mobileoptimised FAQs without having to make a phone call to a customer support center or wait for a
solution via email (Tully Keith, 2016). Consequently, their interaction with the businesses has
been easier, quicker and at anytime and from anywhere they are.

 Personalised Marketing Messages

Through rewarding loyalty programs and applications, companies have the ability to collect
valuable data about an individual’s purchasing behavior which can then be utilized to provide
personalised services to them (Tully Keith, 2016) . Moreover, in some countries a great number
of stores have started using beacons technology in order to deliver personalised discounts and
offers to customers’ mobile phones through Bluetooth connection (Marcallini Joe, 2017). In this
12
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way, customers could increase their awareness about the products and services they are
interested in and could take advantage of the offers that may exist about them.

Mobile technology has changed the manner that customers communicate with the companies
by transforming it to a rich customer experience with more personalized characteristics
(Deloitte, 2016). However, this technology has also a positive impact on business management.

2.5 Benefits of mobile technology in business management
Mobile technology has also changed the communication between employees by offering great
benefits to business operations. The most important ones are the productivity increase and the
enhanced collaboration between colleagues.
 Productivity Increase
Mobile technology has played a key role in improving labour productivity over the past few
years by allowing employees to work more efficiently and make more productive use of time
with productivity enhancing tools (Deloitte, 2016). More specifically, according to many papers,
mobile technologies can increase labour productivity by allowing communication on the go.
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Workers can utilise these technologies to engage with others in and out of the office as well as
accessing information and knowledge through their smartphones during business meetings
(Smith John, 2016). Moreover, it can facilitate communication and the creation of new
knowledge through improving the efficiency of collaboration and information processing, which
would allow the development of new methods of communication with suppliers or distributors,
and the reduce co-ordination costs and the number of supervisors required (Deloitte, 2016)

Figure 2. 3: Productivity gains from mobile devices

 Enhanced Collaboration With Colleagues
Mobile technology has not only improved productivity, but it has also contributed to workforce
participation. More specifically, it has enabled companies to expand their workforce to a global
network and people to work from anywhere at any time (Smith John, 2016).
Furthermore, smart mobile devices have made it possible to conduct teleconferences, online
meetings, video calls and so on with mobile users to attend them and contribute to the
discussion as if they were physically present (Deloitte, 2016). This can help in eliminating any
lag in work and would also help in meeting deadlines, thus improving workplace productivity.
14
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Such improved scope of flexibility can help in motivating the employees to put in more effort
and collaborate well with their colleagues.
Summarising, mobile devices in businesses have enhanced the way that employees could
communicate and the fact that they could have all the information that they might need at
anytime has resulted in increasing their productivity. However, the use of mobile technology in
the communication may have some perils.

2.6 Risks of mobile technology in the interaction between consumers
and companies
Despite the great excitement that customers show towards all the new experiences that mobile
technology offers to their interaction with businesses, they are a bit sceptical about the security
and privacy of their data.
One of the outcomes of an individual’s online activity is the sharing of personal data, from
name and contact information to location and browsing history (Deloitte, 2016). In this way
they become more social but less private at the same time. Although users may not be averse
to sharing information, they want to be the ones who would decide what kind of their
information would get shared, since they may want to keep some data private (McNaughton
Dvid - Light Janice, 2013).
At the same time, people seem to concern about the security of their data and the transactions
that they make. In particular, although the number of people who use their mobile devices for
making payments keeps increasing, there is still a great percentage of users that do not feel
secure in making their payments through their mobile devices (Deloitte, 2016). Although many
security features are built into most smartphones that consumers can activate when unlocking
the device or when authorizing mobile payments, security still remains an important issue for a
great number of users (Figure 2.4).
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Figure 2. 4: Reasons for avoiding making m-payments

Finally, another peril that mobile technology may have for the businesses is the distraction that
it may cause to their employees. In particular, employees may lose their focus from what they
are doing due to emails or text messages that they receive during their work or due to social
media that they may have access on. According to a survey that Virgin Pulse conducted
regarding the usage of mobile phones at work, the majority of employees feels that their
inability to hone in on what is important at work stems from the technology distractions, such
as emails or text messages (Fagioli Brian, 2015), while a great number of employees feels
distracted by their friends or even colleagues who look to chat or socialise through social
media.
To conclude, security and privacy of personal data are still an issue that concerns users. For this
reason they are high priorities for the manufacturers of mobile devices and applications so as to
disappear any doubt that people have about the positive impacts of mobile technology in their
interaction with the businesses. As for employees, mobile technology may also cause
distractions from their work, due to emails and text messages that they receive during their
work or due to their access on social media.
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2.7 Conclusion
Mobile technology has changed dramatically the way that consumers and employees
communicate. It has offered a richer and deeper customer experience while at the same time
has improved the employees’ productivity and their collaboration with their colleagues. Many
companies have adopted mobile technology in order to improve their interaction with their
customers and improve their operations. Despite the benefits that it seems to offer to its users,
they are still a bit sceptical about the security and the privacy that the mobile devices could
offer according to their personal data, while from the business perspective, mobile technology
may cause distractions to the employees from what they are doing.

Summary
This chapter explored the current use of mobile technology by consumers and businesses and
its impact upon the effective communication was also explained. Consequently, all the
objectives were partially met, since although the changes that mobile technology has brought
to the manner that consumers and employees interact were identified, they were not
evaluated. The evaluation of these objectives would be achieved through the research that
would be conducted.
In the next chapter, the research methodology that the author used for this paper is outlined.
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3. Research Methodology
In this chapter the research methodology that is used in the paper in presented. Section 3.1
describes the aims of this research, while Section 3.2 explains the research approach that the
author has used. In Section 3.3 the research strategies that are selected for this research are
presented and in Section 3.4 the data collection methods are outlined. Furthermore, Section
3.5 shows the design of the questionnaire that was used and Section 3.6 presents the design of
the interview that was conducted. Finally, Section 3.7confirms the validity and the reliability of
the data.

3.1 Research Aims
The aim of this dissertation is to explore the benefits and perils of mobile technology upon
effective communication between consumers and employees. Consequently, the author, in her
effort to achieve the purpose of this study, set 4 objectives:
Objective One: Explore the current use of mobile technology in businesses
Objective Two: Identify how mobile technology has changed the interaction between the
consumers and the companies and evaluate the changes
Objective Three: Identify and evaluate the benefits that mobile technology has brought to
communication between the employees
Objective Four: Identify any peril that the use of mobile technology may have
All the above Objectives were partially met in Chapter 2 where the literature review showed
the main role that mobile devices have in consumers’ lives and presented some of the benefits
and perils that mobile technology may have in the effective communication between
consumers and employees. However, this impact was partially evaluated according to the
available literature. Therefore, a more comprehensive study is required in order to evaluate
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them in more detail.

3.2 Research Approach
There are two types of approaches that an author can use when a research is conducted; the
deductive research approach and the inductive one. The first one relies on a hypothesis (or
hypotheses) and then tries to validate it through empirical observation (from a general level to
a more specific one), while the latter research approach works reversely; it starts from a social
theory and then tests its implications with data (from a specific level to a general one) (Mark
Saunders, 2009).
This research aims at identifying and evaluating the impact of mobile technology upon effective
communication between consumers and employees. In this dissertation the deductive method
is used in order the benefits and perils of this technology to be identified and the changes that
it has brought to the businesses and their interactions with their customers to be presented.
Furthermore, it has to be mentioned that the deductive research approach that would be used
in the paper, it would rely on both qualitative and quantitative data. On the one hand,
quantitative data would help the author to quantify the influence that mobile technology has
upon the communication, while on the other hand, the qualitative data would give it a more indepth insight of these benefits and risks so that they could be evaluated more thoroughly.
However, the collection of qualitative data is a not an easy case, since the examined sample
should be quite big in order the conclusions to be representative and correct (Brace, 2004).

3.3 Research Strategies
There are different strategies that can be followed in every research. The most common of
them are survey, case study, grounded theory, experiment or action research. In this project a
combination of two of the above strategies has been adopted in order the impact of mobile
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technology upon the dissemination of information for commercial and management purposes
to be identified. In particular, a questionnaire was distributed online to potential users of
mobile devices in order the benefits and the risks that they may face in their mobile interaction
with businesses to be presented. On the other hand, a case study upon an enterprise that uses
mobile technology was considered as important in order to gain more in-depth insight in the
influence that this technology has had in the communication between the employees.
Nevertheless, the description of both methods is analyzed in the next section of this chapter.
As for time horizon of the research strategies, there are two categories; the cross-sectional
research and the longitudinal one (Mark Saunders, 2009). The first one concerns cases where a
question has to be answered only at a particular time, while the latter involves repeated
observations of the same variables over long periods in order a question to be answered. In this
study, the cross-sectional is used, since all questions were answered at a particular time and
there was no need for follow-up contacts with them.

3.4 Data Collection Methods and Sampling
In the literature part of this dissertation, the benefits and the perils that mobile technology may
have in the manner that consumers and employees interact were presented. All the analysis
was based on data that was collected from different researches on the mobile technology,
journals, magazines, books. Notwithstanding, it was decided that the collection of primary data
is also necessary in order the impact of this type of technology upon effective communication
to be thoroughly evaluated.
In particular, an online questionnaire was distributed through e-mails and social media to
potential users of mobile technology in Greece. The survey was conducted for 2 weeks and 300
people fully completed it. Although the sample is not quite large comparing the population, the
results could be generalised to the population since the confidence interval at a 95% was 5.71%
(Creative Research Systems, 2016). However, the author in her effort to increase the credibility
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of this research has conducted an in-depth interview with the owner of a Greek company that
uses mobile technology for a richer interaction between consumers and employees, in the
region of Serres.

3.5 Design of the Survey Questionnaires
As it was mentioned in Section 5.4, some primary data for this research was collected through
an online questionnaire that was structured with closed questionnaires. The questionnaire was
short, with logical structure and specific answers in the majority of questions. In table 3.1 the
questions that were asked in the survey as well as the reasons for their inclusion are provided.
Table 3.1: Questionnaire for the use of mobile technology by consumers

Section 1:
Introduction
– Mobile
devices usage

Question
1) Which of the following devices do
you own?
a) Smartphone
b) Tablet
c) Wearables (smartwatches,
fitness bands)
2) How much time do you spend on
your mobile device on average in a
day?
a) Less than an hour
b) Between an hour and 2 hours
c) Between 2 hours and 4 hours
d) Between 4 hours and 6 hours
e) Between 6 hours and 8 hours
f) More than 8 hours
3) What are the main features of your
mobile device that you use? How
much time do you spend on these
features?

Reason for inclusion
This question aims at
identifying the mobile
devices that people
own and excluding
from the survey
people that do not use
mobile devices.
These questions were
asked to find out how
often people use their
mobile devices and to
identify the main
reasons for which
people use them.
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4) How often, if at all, do you use your
mobile device while doing the
following activities?

Section 2:
Main trends
in
consumers’
behaviour
and their
interaction
with the
businesses
due to mobile
technology

5) How important is for you the ability
to be in communication on the go?

The purpose of this
question is to find out
the significance of
communication

6) Which are the 3 main purposes for
using internet on your mobile phone?
a) Internet browsing
b) Be in social media
c) Emailing
d) To use online applications
e) Making bank transactions
f) Making mobile purchases
7) Do you purchase goods or services
through your mobile device?
a) Yes
b) No
8) Which are the reasons for which
you prefer mobile purchases?
a) Time save
b) Ease of use
c) Having access anytime and from
anywhere you are

This question aims at
identity the most
important reasons for
which consumers use
Internet on their
mobile devices.
The following
questions were asked
to find out if people
buy goods or services
through their mobile
devices and what are
the main reasons for
their preference in
mobile commerce.
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d) Convenience; not crowded
places and long queues
e) Other
9) What kind of goods or services do
you purchase through your mobile
device?
a) Clothing and shoes
b) Electronics
c) Games
d) Food and beverages
e) Office supplies
f) Beauty services
g) Making bookings in restaurants
h) Making bookings in hotels
i) Other
10) How frequently, if at all, do you
use your phone to make an in-store
payment?

11) In which, if any of the following
scenarios do you find it beneficial to
pay by using your mobile phone?
a) Transferring money
b) Coffee shops
c) Buying fast-food
d) Restaurant bills
e) Paying for groceries
f) Shopping for clothing
g) Checking out of a hotel and
paying the bill
h) On public transport
i) At gas station’s pay at pump
option
12) Which are the main reasons you
don't use your phone to make
payments in-store?
a) I don’t think they are secure
enough
b) I don’t see any benefits from
using this
c) I do make payments in-store
d) Other
13) Do you participate in rewarding
brand loyalty programs?

This question aims at
finding out the most
common goods and
services that
consumers buy
through their mobile
devices.

These questions were
asked in order to find
out if people make
payments with their
mobile devices and
identify the most
common cases where
they do use their
devices for mpayments.

This question aims at
finding out the
reasons why people
do not make
payments with their
mobile devices.

The following
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Section 3:
Demographic
s

a) Yes
b) No
14) How helpful do you find the
rewarding brand loyalty
programs?

questions try to
identify if people are
keen on participating
in rewarding brand
loyalty programs and
the reasons why they
do it.

15) Do you use location based services
programs on your mobile devices?
a) Yes
b) No
16) How often do you use them?
a) Not at all
b) Rarely
c) Often
d) Very frequently
17) Do you consider them helpful?
a) Yes
b) No
18) Do you use mobile devices for
business purposes?
a) Yes
b) No
19) How important is the ability to be
connected with your work when you
are not at the
office?

These questions aim
at finding out if
people are fond of
using location based
services and the
reasons why they do
it.

20) What is your gender?
a) Female
b) Male
21) How old are you?
a) 18-30 years old
b) 31-45 years old
c) 46-60 years old
d) Older than 60 years old
22) What is your work status?
a) Student
b) Working or Self-employed
c) Retired
d) Unemployed
e) Other
23) Country of residence

These question were
asked to find out the
users’ profile; gender,
age, work status, and
country of residence (in
order only the answers
of people who live in
Greece to be taken into
consideration).

The following
questions target at
identifying if people
use their mobile
devices for interacting
with their colleagues
and in general for
business purposes
and how important is
this opportunity for
them.
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According to the Essentials of Research Methods, questionnaires have to be always pre-tested
on a small group of people, so that errors or difficulties in answering a question could be
reviewed (Ruane Janet, 2005). The survey that was used in this research was reviewed by the
supervisor of the dissertation and it was pre-tested on two other students. Based on their
feedback, some changes were made in order the questions to be clearer and the answers to
include a wider variety of options.

3.6 Design of the Case Studies (Interviews)
Except for the questionnaire, an in-depth interview was also conducted in this research so that
the author could gain deeper insight upon the impact of mobile technology in the
dissemination of information. The interview was semi structured since follow-up questions
might need to be asked in order a deeper insight of the subject to be gained. Moreover, the
questions of the interview were open-ended in order the interviewee could express his opinion
in their own words, but they were divided in 2 different categories so that their analysis could
be easier. The interviewee was the manager of a medium enterprise that operates in the sector
of beverages in the area of Serres.

Table 3.2: Categorization of themes and reasons for questions asked

Section 1:
General
Information
about the
company
POTOKINISI SA

Question
Numbers
Questions 1-4

Questions Asked
General
information about
the company;
main activity,
number of
employees and
departments,
interaction
between different
departments

Purpose of
Questions
This information
was used in order
a deeper insight
about the
company and its
function to be
gained
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Section 2: The
impact of mobile
technology in
POTOKINISI SA

Questions 5-8

Information about
the IT systems
that POTOKINISI
uses for managing
and monitoring its
operations

These questions
would give a
clearer idea about
the way that
different
departments
interact with each
other and identify
any problems that
might exist

Questions 9-11

Information about
the changes that
mobile technology
has brought to the
company; benefits
for the company,
employees’
reaction

The aim of these
questions is to
identify the pros
and cons that
adoption of
mobile technology
has had in
POTOKINISI SA

More specifically, an one-to-one interview was conducted for the aim of this research; the
interview was face-to-face and it was recorded and then transcribed and translated in English
since the interview was conducted in the Greek language. On Appendix, there is a presentation
of the questions that were asked to the interviewee.

3.7 Validity and Reliability
As far as the first characteristic of validity is concerned, all the data that was used in this
research was relevant to the topic, while on the other hand the selection of the respondents of
the questionnaire and the interviewee was made according to their involvement to the
examined subject and the information that they were able to provide to the author about the
topic.
As for reliability, the analysis of the data was done with reliable tools, Microsoft Excel, using
statistical methods.
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Summary
This chapter explained the research methodology that was used in this dissertation. More
specifically, it presented the approach, the research strategies and the techniques that were
used for data collection. In the next two chapters, the results of the survey and the case study
interview are analysed.
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4. Survey Analysis
This chapter analyses the finding of the survey that was conducted for the objectives of this
paper. More specifically, in Section 4.1 there is a summary of the results of the questionnaire,
while Section 4.2 concludes the findings of the questionnaire.

4.1 Results Summary
First of all, the aim of the project is to find out the benefits and perils that mobile technology
has upon the effective communication, therefore only people who use mobile devices could
answer the questionnaire; the rest could not continue filling it out. As it can be noticed from
the figure 4.1, 93.3% of the people who receive the online survey own a smartphone, 60% of
them own a tablet, while only 16.7% of the respondents own wearable (such as smart watches,
fitness bands.).

Figure 4. 1: Types of mobile devices that consumers own

As far as the usage of mobile devices is concerned, according to figure 4.2, 33.3% of the
respondents spend between 4 hours to 6 hours on their mobile devices, while 26.7% of them
spend 2 hours to 4 hours on their phones and tablets. It is worth-mentioning that only 3.4% of
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the people who received the survey spend less than an hour on their mobile devices, while on
the other hand, 13.3% of the users spend more than 8 hours on their phones and tablets.

Figure 4. 2: Time spent on mobile devices per day

Furthermore, all respondents stated that Internet browsing is the one of the main features of
the mobile devices that they use, while the less used features of the devices are listening to
music and playing games. Moreover, 40% of the people who answered the survey use their
mobile device for Internet browsing for 2 to 4 hours a day, while more than 60% of the
respondents dedicate less than an hour for text messaging and making calls through their
mobile devices. Finally, the majority of people use often their mobile devices while they are
shopping, working, spending their leisure time and watching TV.

Figure 4. 3: Main features of devices that people use
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Figure 4. 4: Use of mobile devices while doing other activities

As far as the importance of the communication on the go is concerned, 63.6% of the
respondents state that it is of high importance to be able to communicate from anywhere and
at anytime, and only 3.3% of the people answered that is not very significant.

Figure 4. 5: Importance of communication on the go

As for the main purposes for using Internet on the mobile devices, Internet browsing, social
media and emailing are the most common ones. However, 43.3% of the respondents said that
they also use their mobile devices for having access on mobile applications and 30% of them
use them for making bank transfers.
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Figure 4. 6: Main purposes for using Internet on mobile devices

As far as the mobile commerce is concerned, 96.7% of the respondents purchase goods and
services through their mobiles devices because it is time-saving and they have the opportunity
to make their purchases from anywhere they are and at a anytime. Moreover, 56.7% of the
people who filled in the survey stated that they prefer m-purchases because it is an easy
process and 36.7% of them buy goods through their mobile devices in order to avoid waiting in
the queues.

Figure 4. 7: Reasons of preferences towards mobile purchases
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Furthermore, the most common goods that they buy through their mobile devices are clothing
and shoes (63.3% of the respondents buy them), making bookings for hotels (50% of the
respondents) and electronics (40%). On the other hand, the goods and services that the users
buy less are games, beauty services and making bookings in restaurants.

Figure 4. 8: Goods and Services that people buy through mobile devices

As far as mobile payments are concerned, 64% of the respondents use their mobile devices to
make payments, and in particular, almost 27% of them use them quite often. More than 73% of
the users transfer money through their mobile devices, while almost 53.3% of them make mpayments while they are shopping for clothes. Moreover, 46.7% of the people who make instore payments by using their mobile devices prefer it for paying the restaurant bills, while
almost 40% of them use their phones in order to pay at gas stations ad at hotels while checking
out.

Figure 4. 9: % of people who make in-store payments through mobile devices
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Figure 4. 10: Cases in which people find it beneficial to pay through mobile phones

On the other hand, 26.7% of the people who received the questionnaire do not make mobile
payments and the main reasons are the fact that they think that are not secure enough and
that they do not find any benefits on it.

Figure 4. 11: Reasons for not making m-payments

As for the rewarding brand loyalty programs, 76.7% of the respondents participate in this kind
of programs and 53.3% of them find them very helpful.
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Figure 4. 12: % of people that participate in loyalty programs and their importance

Moreover, 90% of the people who answered the questionnaire use location based services and
find them very helpful. Moreover, 46.7% of them use these services often and 26.7% of them
use these services very frequently.

Figure 4. 13: % of people that use location based services and their importance

Finally, 86.7% of the respondents use their mobile devices for business purposes and 70% of
them consider the ability to be connected with their work when they are out of the office very
helpful.
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Figure 4. 14: % of consumers that use mobile devices for business purposes and the importance of this possibility

As for the demographic characteristics of the respondents, both women and men answered the
questionnaire. In particular, 46.7% of the people who answered the survey were female and
53.3% of them were men. The majority of the respondents were between 18 and 45 years old
and especially 53.3% of them were between 31 and 45 years old. Finally, 63.3% of them are
working or self-employed and almost 13.3% of them are students.

Figure 4. 15: Gender of the respondents

Figure 4. 16: Age of the respondents
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Figure 4. 17: Work status of respondents

4.2 Conclusions of the survey
The first conclusion that can be drawn from the results of this questionnaire is that the way
people use their phones has changed. The appearance of mobile technology and smartphones,
as well as mobile devises, has influenced people’s daily habits to a great extent. First and
foremost, a great number of people between 18 and 45 years old owns at least one mobile
device. Moreover, the majority of them uses their devices for 2 to 4 hours in order to browse in
Internet, be in social media and send e-mails. In addition, they use them while they are at work,
shopping or talking to their friends and family.
Furthermore, almost 97% of consumers purchase goods through their mobile devices since they
have the opportunity to make their purchases from anywhere they are and at a anytime and it
is time-saving. Moreover, in this way, they avoid waiting in the queue. Furthermore, 62% of the
users make their payments through their mobile devices, especially when transferring money,
buying clothes and paying the bill in a restaurant. In addition, almost 90 % of the consumers use
the location based services and they find very helpful to be able to find a restaurant, a
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cafeteria, a cash machine or another establishment that he is looking for according to his
location. Finally, the majority of the users participate in rewarding brand programs through
their mobile devices and they find it very important, while a high percentage of people also use
mobile devices for business purposes.
In conclusion, mobile technology has generated new ‘activities’ for its users and has facilitated
and enriched their lives. Consumers seem to have realized all these new experiences that this
technology offers to them and they have taken advantage of it.

Summary
This chapter outlined and analysed the findings of the survey that was conducted for this paper.
The results justified that consumers use their mobile devices for a great variety of activities,
such as purchasing goods through them, making payments, participating in rewarding brand
loyalty programs and location based services or for being connected with their work when they
are out of the office. The main reason for using these services is the fact that they have
facilitated their lives and give them more possibilities.
The next chapter would present and explain the findings of the case study that was conducted
in order to support the limited information about the impact of mobile technology on business
management.
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5. Case Study - Interview Analysis
This chapter analyses the interview that was conducted for the purpose of this dissertation.
Section 5.1 is a presentation of the company that is examined in this case study, while Section
5.2 summarises and analyses the findings of the interview about the influence of mobile
technology in the company and its interaction with its customers.

5.1 Introduction to POTOKINISI SA
This Section is an introduction for the company that would be examined. More specifically, in
Section 5.1.1 the company’s profile is outlined, while in Section 5.1.2 the history of POTOKINISI
SA is presented. Finally, Section 5.1.3 explains the IT systems that the company uses.

5.1.1 The company’s Profile
POTOKINISI S.A. is a Greek and fast-evolving beverage wholesale distribution company in the
North of Greece. Its headquarters are located in Serres, but the company serves customers
beyond the region of Serres, both in town and on the outskirts (the total population is nearly
177,000 people). It offers a wide range of branded beverages, wines, beers, spirits and a
specific brand of potato chips to its customers who are predominately independent retailers
and caterers (Potokinisi SA, 2016), while some of its main suppliers are Coca-Cola Hellenic
Bottle Company, Athenian Brewery (member of Heineken Group), Mythos Brewery (member of
Carlsberg Group, Diageo, Bacardi Hellas, and Pernod-Ricard.

5.1.2 History of POTOKINISI S.A.
Founded in 1989, in Serres, POTOKINISI was a small family company which served nearly 110
customers on the outskirts of the town of Serres, and employed 8 people. At the same time, its
product portfolio was quite limited to Coca-Cola’s and Athenian Brewery’s products. With only
a handful of brands, the company focused on serving its customers as efficiently as possible and
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gaining their trust, and as a result it created an identity and name for itself (Potokinisi SA,
2016).
However, through the years, its clientele has been increasing and its product variety expanding
with new brands and categories. In 1995, the company expanded its operation in the coastal
region of Kavala, a popular summer holiday resort with a population of 2,500 people, which is
70 km away from Serres. In 2004, the company built two new warehouses close to the existing
one in order to be able to store all its products and serve its customers efficiently. Furthermore,
in 2009, two of the most important suppliers of the company, Coca- Cola and Athenian
Brewery, outsourced the distribution of their most significant direct customers in the region of
Drama, an area 75km away from Serres with 104,000 residents, to POTOKINISI, with a10%
profit margin on every order. Moreover, in 2013 the company expanded its operations in the
area of Drama, where its main customers are other beverage wholesale distributors (Bilmpili
Thomai, 2014).
Nowadays, POTOKINISI has emerged as one of the largest beverage wholesale distribution
company in Northern Greece, while it is also estimated that its market share in the area of
Serres in 68% (This is an estimation of the company has done without having conducted a
market research) (Potokinisi SA, 2016). It supplies approximately 1800 customers in the regions
of Serres, Drama and in the coastal region of Kavala; 500 supermarkets/ haberdasheries, 600
cafes/ bars, 450 restaurants, and 250 other businesses. Furthermore, its product portfolio has
been widely expanded to a great variety of beers, spirits, wines and soft drinks, which is stored
in its three warehouses totaling 12,000 square-feet, which are certified by ISO22000. Today, the
company employs 30 employees; 2 managers, 5 salespeople, 4 accountants, 2 secretaries
(Customer Service), 8 van drivers and 9 people who work in the warehouses. Moreover, since
the company gives great importance to its customers’ trust and satisfaction, it owns 15 vans in
order to be able to serve them quickly and efficiently (Bilmpili Thomai, 2014).
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5.1.3 IT systems that POTOKINISI uses
As for the operation systems that Potokinisi uses in order to manage and monitor all kind of its
operations, it uses the Enterprise Resource Planning System by Singular Logic. It is a tool that
helps company to manage in a better way its financial assets, have the control of its inventory,
control the movement of its products and have a deeper insight into its warehouses, purchases
and sales (commercial management) (Singular Logic, 2017).

However, in January 2016 Potokinisi decided to adopt mobile technology in the communication
between its employees. More specifically, it started using the mobile application moRE by
Singular Logic. This application enables the company’s salespeople to interact through their
tablets with the company’s IT system (ERP) in order to draw critical information; they have
access on the customers’ information (the history of their orders, contact data, their balance
etc), products inventory and have the ability to place orders through their tablets (Singular
Logic, 2017)

Before starting using the moRe application, the process of placing an order was different.
Firstly, it has to be mentioned that 65% of the orders was placed by phone, and only a small
percentage was taken by salespeople, and especially the orders of the customers from the
outskirts of the town. The customer had to call to the company’s headquarters and place the
order to one of the 6 office employees. After that, the order had to reach the invoicing
department, to be prepared and then to be delivered. Consequently, the period of time needed
between the placement of the order and its delivery was long and many errors occurred
because many people were getting involved in this process. Moreover, the employees that took
the orders had also multiple other tasks to deal with at the same time, such as products’
purchases, the expenses, the supplies etc.

The use of moRE application has helped Potokinisi to improve the interaction between its
employees and communication with its customers. The company’s salespeople have the ability
to schedule their routes according to customers’ location. The GPS technology that the devices
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include gives them the opportunity to find all the customers that are in the same location and
consequently, visit them at the same time. In addition, they can place the order of the
customer through their tablet and the people on the invoicing department would receive it to
their ERP system immediately. In the following they would print them, give them to workers to
prepare them and after that the order would be delivered.

5.2 Analysis of the benefits that POTOKINISI SA had through mobile
technology
According to the manager, moRE mobile application has helped company to organize, automate
and accelerate its processes with great benefits for POTOKINISI SA. First and foremost, the
company has managed to increase its sales. More specifically, the salesman has the opportunity
to promote in a better way the products of the company in order to increase the product
portfolio of the customer and inform him about the offers that he may be interested in
according to his order history. Moreover, since the salesman has access on the products
inventory at a real time, he can inform the customer about a product that is in lack and propose
another one so as the customer to have an alternative solution. More specifically, Potokinisi has
managed to increase its sales by 8% in a year, while the last 2 years it had a small reduction in
its sales. In addition, the salesman has access on the customer’s balance and can control it in
order not to exceed the credit limit.

Furthermore, the order processing time has been reduced to a great extent. The salesman
inputs the order as a draft in his tablet and the invoicing department receives it immediately in
its ERP system. Then the order is double checked in order to be ensured that it has been
invoiced with all the available discounts and then is printed and given to warehouse workers to
prepare it. According to the company’s manager, the order processing time has been reduced
by 45% and the average time from the placement of the order till the print of the invoice is
between 10 to 15 minutes.

41

Chapter 5 – Case Study – Interview Analysis

As for the time between the placement of the order and its delivery, it has also been reduced.
Since the salespeople routes are scheduled according to customers’ locations, the company has
also the ability to organize better its delivery routes and satisfy quicker and more efficiently
their customers. Consequently, the delivery time has been reduced by 35% with the average
time between the placement of the order and its delivery is 1 to 2 hours.

Finally, the automation and acceleration of sales cycle has improved the employees’
productivity. On the one hand, salespeople have access on all information that they need for
their negotiations with their customers at anytime and from anywhere they are. On the other
hand, the office workers including the accountants and the people in the customer service can
manage and complete their tasks more efficiently and without continuous interruptions.
Consequently, their productivity has been increased by 40% since they are focused on what
they are doing and complete it more quickly and efficiently.

5.3 Conclusion
Mobile technology can have significant benefits for a company’s management. As for
POTOKINISI SA, the mobile application moRE that it uses helped the company to increase its
interaction with its customers and its sales, to improve its service, organize more effectively its
sales department and increase the employees productivity. Consequently, according to the
company’s manager, it was an investment with great value of money.

Summary
This Chapter identified the most important benefits that a company, which has adopted the
mobile technology in its interaction with its employees, has. Consequently, Objective 3 was
fully achieved in this Chapter. The next chapter concludes all the findings of this research.
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6. Conclusions
The ubiquity of mobile devices in people’s lives and the ability to have anytime and anywhere
access to information and applications, have changes the manner that people communicate. On
the one hand, consumers use their mobile devices to almost every aspect of their lives and
while they are doing other tasks, such as shopping, talking to friends, watching TV or working.
On the other hand, companies have adopted mobile technology in its operations since it helped
them to enhance the interaction between the colleagues and increase their productivity so as
to offer to their customers a richer more and more personal experience. However, mobility may
have some perils for its users such as the privacy and the security of the personal information,
while it can cause distractions to employees due to the information that receive during their
work.
Through this study the following objectives were accomplished:
Objective One: Explore the current use of mobile technology in businesses
Objective Two: Identify how mobile technology has changed the interaction between the
consumers and the companies and evaluate the changes
Objective Three: Identify and evaluate the benefits that mobile technology has brought to
communication between the employees
Objective Four: Identify any peril that the use of mobile technology may have
The first objective was met in the course of the literature review chapter where it was
presented how people and businesses use the mobile technology. It was outlined that not only
consumers have adopted this kind of technology in their daily lives and activities, but also, the
companies have used it in order to interact better with their customers and offer them a richer
experience. Moreover, the survey that was conducted highlighted that great influence that
mobile technology has had to consumers’ lives and how it has changed their daily activities and
habits.
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As far as the second objective is concerned, it was met in chapter 2 and 4. The literature review
presented the two most important advantages that consumers have faced through mobile
technology; improved customer experience and more personal marketing messages, while they
were evaluated by the survey that was conducted. Consumers seem to really enjoy the rich
experience that they have through the mobility and they find very helpful the ability to be
informed for the goods and services that they are keen on.
As for the objective three, it was met in chapter 2 and 5. On the one hand, in the literature
review part it was mentioned that mobile technology could enhance the employees’
productivity and enhance the collaboration between colleagues, while on the other hand, the
case study on POTOKINISI SA confirmed the above benefits and identified some more
improvements that this technology has brought to the company, such as sales increase and
reduction of order processing and delivery time.
Finally, objective four was met in chapter 2, where the literature review outlined three of the
most important perils that mobile technology may have; the privacy of the personal data and
their security, as well as the distractions that employees may have due to the information that
receive while working. The survey that was conducted for the purposes of this study revealed
also that consumers are skeptical about the information that they want to share and about how
secure their data is.

6.1 Limitations
This section outlines two of the main limitations that the author faced during this study.
One of the most important limitations was the fact that the company examined in the case
study was using only one year the mobile application moRE. The author could have gained a
more detailed insight in the influence that mobile application has had to all company’s
departments and its employees if the application was used for a longer period of time.
Notwithstanding, the primary data in combination with information that was gained through
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the literature review were sufficient in order to create a primary picture of the impact that
mobile technology has had to businesses.
Secondly, due to the lack of time, the author conducted a survey with an online questionnaire
for the purpose of this paper. Although this method is quick and easy to analyse, it may have
some important drawbacks. Firstly, the people who answer the questions may not understand
what they were being asked and therefore their answers may not be chosen correctly. In
addition, the respondents may not give the appropriate attention to the survey and complete it
without their answers to be representative to their opinions. Consequently, the results of the
survey may not be so accurate as they would have been if a more detailed survey was
conducted.

6.2 Future Work
Through the study, the author identified and underlined some areas where there is a shortage
of research. It would worth exploring them further in order a more in-depth analysis to be
gained.
First and foremost, mobile payments are still not a very common type of payment in Greece
and not many companies (except from the largest world retailers) have started using it.
Consequently, consumers have not been exposed to this service many times and this is the
reason why a high percentage of consumers uses this type of payment rarely or not at all. They
are skeptical about its security and its usefulness. Consequently, it would be a good idea, if a
more detailed research about the mobile payments has to be conducted in the future in order a
trustworthy conclusion about it to be drawn.
Moreover, in the analysis of the interview it was highlighted that mobile technology has
brought benefits to businesses and has changed the way that they interact with their
employees. However, the company that was examined in the case study uses only one mobile
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application and it is a medium company. Consequently, it would be better if a research in a
company that uses more mobile applications for a longer period of time was conducted in order
a more in-depth understanding of the benefits that mobile technology to be gained.
In conclusion, the author hopes that she has shown the changes that mobile technology has
brought to communication while she outlined the most important benefits and perils that this
kind of technology has had upon the dissemination of information for commercial and
management purposes.
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Appendix
1. Questions asked during the interview
The questions that were asked during the interview were the following:
Number of
Question
Question
1
Tell me a few things about your company, its operations,
employees, suppliers etc
2
How many departments are there in businesses, eg marketing, sales,
finance.
3
How do all these different interact with each other? For example, the
sales department with the invoicing one.
4
Are you satisfied with the way that they interact with each other?
5
What kind of IT systems does the company use?
6
Are you fully satisfied with them?
7
What exactly is moRE application?
8
Which were the reasons that you decided to start using this mobile
application?
9
How has moRE application changed the way that salespeople do
their work?
10
What are the main benefits that the company had enough through
this application?
11
So, in the end, do you think that it was a worthy investment for your
company?

50

Appendix
2. Questionnaire

51

Appendix

52

Appendix

53

Appendix

54

Appendix

55

