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INTRODUCTION

WHY MOBILE ENGAGEMENT? 

Today’s enterprises face a whole new set of challenges to what they 
did just a decade ago: global supply chains, outsourcing, remote 
employees, mobile-empowered consumers and escalating costs even 
in the face of troubled economies. Third Party Logistics Providers 
(3PLs) are now looking beyond software to provide solutions for 
greater visibility into the supply chain, better analytics, more precise 
data and increased flexibility – all of which mobile is poised to deliver. 

We live in a mobile connected world and a high proportion 
of today’s consumers depend on their mobile devices to 
manage day-to-day communication. Despite the extensive 
innovation in mobile technology, SMS and related mobile 
messaging still rise to the top of preferred ways to 
communicate on mobile. Research shows that 95% of all 
SMS messages are opened within the first three minutes of 
receiving them, making it the most timely and personal way 
to communicate with customers. This isn’t news to most 
3PLs, as many have already integrated SMS as part of their 
customer notification systems – but the power of SMS goes 
far beyond notifications.  

This guide hasn’t been created to tell you what you already 
know – that mobile messaging is functional, reliable, 
welcomed by consumers, cost-effective and quick. Instead, 
this guide focuses on other ways mobile engagement can 
be used – based on our research which reveals mobile 
messaging as a means of engagement is underutilised 
across most 3PLs. 

n  Suppliers and employees distributed over 
multiple continents

n   Consumers have higher service expectations of 
retailers and their carriers – there is clear evidence 
that online shoppers choose a retailer based on 
their delivery capabilities

n  Consumers and individuals are mobile-savvy 
with an expectation of anytime-anywhere 
communication

n  Supply chains are more vulnerable than ever before, 
with risk of terrorism and cyber attack to consider 
on top of natural disasters and severe weather
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CHALLENGES 3PLS FACE TODAY
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OpenMarket’s assessment of the 3PL landscape reveals many 
missed opportunities within business silos to harness mobile 
messaging and increase efficiencies, deliver a differentiated 
experience and generate value company-wide. 

n   Why SMS is the ideal mobile solution for 3PLs

n  Critical business objectives every 3PL should be 
looking at

n  Using SMS to break departmental silos and reduce 
operational costs

n  The ways mobile engagement should underpin 
multiple business operations to deliver value

n How to know whether your mobile solution is working

n Best practice tips for increasing mobile engagement
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OUR BEST PRACTICE GUIDE WILL EXPLORE: 

WHO IS YOUR AUDIENCE?

CONSUMERS
n Buyers

n  End-users

CUSTOMERS
n Retailers

n Brands

WORKFORCE
n Employees

n External stakeholders
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ARE YOU MEETING YOUR 
BUSINESS OBJECTIVES? 

In recent years, 3PLs and the wider industry have often been focused 
on implementing the latest technology. Some have been known to 
invest in innovative technologies without asking the right questions – 
most importantly – "does this communications solution achieve wider 
business goals or does it just look good on paper?"

n  Communicate in the most widely accepted way for 
internal and external audiences

n   Improve the end-user experience and results by 
creating a dialogue via two-way communication

n  Reduce costs and reliance on resources

n  Create efficient end-user communication and 
brand reinforcement

n  Enable seamless communication across devices 
and operating systems, as well as across business 
departments and regions

n  Reduce the need for manual intervention  
through automation

n  Communicate globally to achieve business goals

HOW SMS CAN HELP

“Does this communications 
solution achieve wider 
business goals or does it just 
look good on paper?” 
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CONNECT THE SILOS 

MOBILE ENGAGEMENT ACROSS DEPARTMENTS 

Departmental silos are seen as a major obstacle to the success of 
many organisations. Companies with a distinct siloed structure often 
fail to act on fast-moving opportunities or respond swiftly to change 
or crises. Mobile messaging provides a simple and often welcomed 
form of communication to internal or external audiences. 

 Product updates

External marketing

Promotional information

 Delivery notifications

 Performance monitoring & 
improvement

 Reverse logistics requests and 
completion

BUSINESS APPLICATIONS

BUSINESS APPLICATIONS

SALES & MARKETING

OPERATIONS

The ability to engage your audience via mobile belongs to 
all business units – sales & marketing, operations, customer 
service, IT & security and HR. The positive impact of this will 
be felt across all departments as well. For instance, an SMS-
based survey not only allows your customer service team to 
find pain points and collect insight, it can also assist your HR 
team to increase retention and help your operational teams 
refine their processes. 
Business objectives are often connected and span across 

multiple business departments. For example, positive results 
within customer service will be closely related to activities 
in operations or even IT. When a solution is implemented in 
one business department its impact should be considered in 
relation to wider business objectives. 
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Customer/consumer surveys

Delivery tracking

High priority information

Customer care updates

Account security/authentication

System & network outage alerts

Escalation management

Job completion

Global emergency alerts

Timesheet reminders

Payroll activity

 Recruitment onboarding

 Employee feedback

BUSINESS APPLICATIONS

BUSINESS APPLICATIONS

BUSINESS APPLICATIONS

CUSTOMER SERVICE

IT & SECURITY

HUMAN RESOURCES
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OPTIMISE THE CONSUMER 
EXPERIENCE

MOBILE MESSAGING FOR CUSTOMER SERVICE AND OPERATIONS 

A healthy consumer appetite for online shopping has heightened 
competition between retailers. 3PLs are now expected to deliver 
optimised customer journeys and experiences. Using mobile 
technology to engage along various points in the consumer journey 
can dramatically improve satisfaction levels, drive down operational 
costs for the 3PL and enable actionable insight into end-user habits. 

Today’s consumers expect up-to-date information 
on their delivery. A May 2014 IMRG UK 
Consumer Delivery Survey found that 66% of 
consumers felt in-transit alerts would improve the 
delivery experience – a simple enhancement that 
increased the likelihood of repeat purchases. 

Missed and rearranged deliveries cost money. If you 
take into consideration the staff costs, fuel, vehicle 
wear and tear, storage, inventory management and 
redelivery and then multiply this across millions of 
deliveries a year, the lost income is considerable. 
A missed delivery also usually ends up being a 
customer service issue, which adds to your call 
centre costs.

Timely reminders and alerts for upcoming 
appointments or deliveries have proven to significantly 
reduce these costs. Many 3PLs already know this – 
but what is the best way to do it effectively?

This simple process gives the consumer all 
the information they need to ensure a positive 
experience and enables you to eliminate the costs 
commonly incurred by missed deliveries. 

SHIPPING ALERTS
“66% of consumers felt 
that in transit alerts 
would enhance the 
delivery experience” 

TIPS

n Tell consumers what they will receive and when

n Remind them the day before

n Update them on delivery status on the day

n  Offer a reply path so the consumer can easily 
reschedule or alter the delivery
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PUTTING IT INTO PRACTICE 

Today’s retailers consider their delivery and fulfilment 
partners as an extension of their brand experience. 
With this in mind, a 3PL wanted to benchmark their 
performance in the eyes of their end-users. 

To do this, they developed a customer satisfaction survey 
with two-way messaging. The survey was initiated after 
the status of their delivery was identified as complete. 
The end-user was then sent a message confirming the 
successful delivery and asked if they were willing to 
participate in a survey. If they replied with the phrase ‘yes’ 
the user was sent the first question asking the end-user to 
rate certain aspects of the delivery experience on a scale 
of 1 to 5. The next survey question would not be sent until 
the customer responded to the prior question. 

The survey secured a response rate of 20% – twice as 
high as phone-based surveys and five times higher than 
online. Most importantly, surveys were usually completed 
within hours of being sent. As triggers were put in place 
to act on certain circumstances (a rating of 1 or 2 out of 
5), negative experiences can be quickly addressed and 
subsequently improved. It also meant that if a common 
problem came up, it was spotted sooner rather than later. 
Furthermore, the survey allowed the 3PL to generate a 
Net Promoter Score, which they can then use to evaluate 
the survey's impact on business objectives. 

“The survey secured a 
response rate of 20% – twice 
as high as phone-based 
surveys and five times higher 
than online” 

The ability to turn a bad customer service 
experience into a great one is invaluable, so 3PLs 
need to identify bottlenecks and act on them 
quickly. SMS is a simple, cost-effective mechanism 
to conduct customer satisfaction surveys to 
monitor performance and helps demonstrate to 
retail clients that you can be trusted to maintain 
positive customer relationships.

CUSTOMER INSIGHT
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Research conducted by Hall & Partners in April 
2013, revealed that 43% of shoppers would 
buy again if a retailer had a visible returns 
policy and 81% would not buy from a retailer 
again if the returns experience was difficult. 
A retailer who does not invest in streamlining 
the returns experience will quite simply miss 
out on business opportunities. A 3PL with the 
ability to enhance the returns experience will 
double its value proposition to customers and 
reduce missed deliveries.

MESSAGING STRATEGY FOR REVERSE 
LOGISTICS “81% would not buy  

from a retailer again if  
the returns experience  
was difficult” 

PUTTING IT INTO PRACTICE 

A popular high street fashion brand discovered 
significant operational costs were being generated 
as a direct result of 44% of women's clothes being 
returned, due to shoppers ordering multiple 
sizes to 'try before they buy' and then returning 
the unused sizes. After an audit of their delivery 
fulfilment partner, they moved their business to 
a new 3PL which offered a low cost yet creative 
solution to the problem. 

For returns, an SMS short code and reference number 
was included in the final SMS delivery alert. If the 
shopper wished to return their product, they could send 
an SMS to the short code with their unique reference 
number. This activated a two-way dialogue with the 3PL 
then alerting the shopper when the package would be 
picked up for return, allowing the customer to confirm 
the suggested time and date. All of this occurs with 
no call centre interaction, significantly reducing costs 
across the whole value chain.
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MOBILE ENGAGEMENT FOR HUMAN RESOURCES 

Managing a workforce and communicating with staff in different 
departments across multiple locations can be challenging. For 3PLs 
keeping an often transient and varied workforce engaged and 
aware of critical situations is also crucial. An SMS solution enables 
organisations to listen to staff and provides them with the power to 
respond to issues immediately. This can vastly improve productivity, 
staff retention and facilitate positive change; not to mention the 
positive impact of lowering costs. 

ENGAGE WITH YOUR 
WORKFORCE 

Most large organisations have HR teams that carry 
out employee surveys. However, the 3PL working 
environment is often spread across multiple 
locations. Whilst an admin team might have access 
to an online survey via PCs, a packing team in the 
warehouse or drivers in the vehicle ports may not 
have direct access to the web or intranet. In these 
situations SMS provides a streamlined solution to 
ensure the entire workforce has a voice on critical 
issues that affect the entire organisation.

EMPLOYEE SATISFACTION SURVEYS TIPS

n  Create a differentiated survey journey based on 
responses with two-way SMS surveys 

n  Tightly structure the data (including answers 
to open-ended questions) to keep responses 
straight-forward and easy to collate and analyse
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Christmas and the January sales often require 
hiring contract staff to cope with the high 
volume of work. Traditional recruitment 

processes can be both time consuming  
and expensive, particularly when agencies  
are involved. 

TEMPORARY WORKFORCE MANAGEMENT

PUTTING IT INTO PRACTICE 

A 3PL identified a number of inefficiencies in the contract 
staff recruitment process. During high-volume shopping 
seasons like Christmas, it was proving difficult to meet 
staffing demands across the business. Working with 
recruitment agencies was expensive and slow especially 
with the number of contract staff required at this time of 
year. Even without the additional agency costs to think 
about, identifying resource gaps as well as hiring and 
managing skilled part-time staff across the business was 
a complex process that was error prone. 

By implementing a messaging platform, the 3PL was able 
to utilise and manage a database of regular contractor 
staff. After being notified of a resource gap, the HR team 
provided the relevant group of contractors an update on 
upcoming vacancies, and the integration of two-way SMS 
also provided an outlet for the contractor to accept a job. In 
the final stage of the solution, the role supervisor was able 
to alert the HR team on whether a contractor turned up to 
the job on time. Two-way messaging was also used as a 
timesheet solution. 

It’s not uncommon to hear from enterprise 
executives who say ‘I have operations in over 100 
countries: there's a local emergency every day’. 
As global businesses, many 3PLs will recognise 
this statement. With employees dotted around 
the world, there is a need to deliver solutions 
on time and to a wide range of customers. 
3PLs are not immune to global threats – natural 
disasters, terrorism or cyber-attacks. SMS allows 
organisations to react quickly to ensure business 
continuity remains intact. 

EMERGENCY ALERTS
“I have operations in over 
100 countries: there's a 
local emergency every day” 

TIPS

n  Set up an automated global emergency alerting 
service, with SMS as the primary carrier

n  Replies from your workforce can quickly identify who 
or what might be in need of assistance – so help can 
be delivered more quickly to the right places

n  Keep employees regularly up to date.  
Two-way messaging enables real-time 
feedback to be received
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MOBILE ENGAGEMENT FOR IT AND SECURITY 

Your retail customer consistently demands deliveries at the right 
time and place. All the milestones from warehouse to the last mile 
need to be monitored and reported back with detail and accuracy. 
The reliance on different systems, hardware and software has never 
been greater for 3PLs. SMS provides a simple and direct solution to 
navigating the communication between owners of each technology 
system in the company. Since SMS bypasses operational systems, it 
will remain an intact and working mechanism even when the rest of 
your systems are down. 

DELIVER A SEAMLESS 
SERVICE 

“A business that 
experiences a network 
failure or data breach lasting 
10 days or longer will never 
fully recover financially” 

Importantly, your data also needs to be secure. Studies have 
shown that a business that experiences a network failure or 
data breach lasting 10 days or longer will rarely fully recover 
financially, and 50% of those companies will be out of 
business within five years. The onus is on the 3PL provider 
to ensure that all internal and third party data is secure. 
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Maintaining a seamless process whilst also 
reacting to technology breakdowns is critical to 
success. Outages lead to reduced productivity, 
morale and IT credibility. Swift communication 
to relevant teams as well as assigning tasks 
effectively shortens the amount of time it takes to 
deal with a problem. 

Using their mobile devices, employees want access 
to corporate information and applications while 
customers want access to their accounts. 3PLs want 
to make their employees more productive and their 
customers more satisfied. However, IT departments 

are rightly concerned about the increased data 
security risk. SMS is the perfect channel for 
delivering a one-time password for a second 
authentication factor and global multinationals are 
using this method effectively. 

NETWORK OUTAGE

SECURITY

TIPS

n  Use SMS alerts to staff impacted by system failures 
by informing the right people that a system is 
down so they can work around it

n  Ensure that someone has ownership of the 
problem, by generating a ‘trouble’ ticket which is 
sent to the appropriate engineers who can start 
working on the problem immediately

n  Use two-way messaging to enable your engineers 
to report back to the relevant team on the 
progress of the solution

PUTTING IT INTO PRACTICE 

A leading 3PL company was engaged by one of 
the UK’s largest supermarkets to manage all their 
online fulfilments. Ensuring sound data security in 
order to protect the supermarket's shopper details 
was pivotal to the process. Complying with the 
supermarket’s security protocols required a solution 
that allowed line managers to access data from 
warehouses across several locations. 

The 3PL integrated an SMS led, two-factor authentication 
process into the security protocols. To access secure 
information or systems across all the warehouses and 
distribution centres, users had to provide traditional 
credentials as the first step. This triggered a mobile 
engagement service, which then sent an SMS to the 
user’s mobile device containing a PIN. The line manager 
enters the PIN as the second authentication step, 
enabling convenient and immediate access to the system 
but with heightened security.
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1. BE RELEVANT
Every situation is different, but simply thinking about the 
messaging content and process from the point of view of 
the user will help to create more relevant communications. 
Always ask the following questions when deciding what is 
being communicated: 

1. Will this piece of information be valuable to the user?
2. Have I included a sufficiently compelling call to action? 
3. Will this be seen as an intrusion?
4. When will this be seen – will it be relevant at that stage?
 
 
2. CUSTOMISE YOUR MESSAGE
The more personalised the message, the more effective 
it’s likely to be. Mobiles being such personal devices, the 
recipient needs to feel like the message is specifically 
aimed at them. Simply addressing a customer by name or 
in the context of their geography can make your messaging 
communication stand out from your competitors.

Examples of typical parameters to help customise  
the message: 

n �Name
n �Location
n �Order #
n �Parcel sender
n �Time of delivery
n �Driver route

BEST PRACTICE 

DO YOU KNOW THE SMS RULES OF ENGAGEMENT?   

Despite the simplicity of SMS, we continue to see 3PLs making 
basic errors when managing SMS communications. Whether internal 
stakeholder or consumer, most people have little to no tolerance 
for a bad experience of any kind on their mobile devices. The rules 
of engagement on mobile should be dictated by the retail brand 
if dealing with consumers, but as a 3PL you can go a long way to 
guiding your retail partner and ensuring that the entire customer 
experience is seamless.  

The following are tips to ensure you are engaging with your end-user 
on mobile in the best possible way: 
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3.  A CLEAR AND OPTIMISED CALL  
TO ACTION

Make sure that the call to action is clear and makes 
sense in the context of the message. For example, don’t 
ask someone to dial a 0844 number from their mobile 
when that will cost them significantly more than calling 
from a landline. 

Always ensure that the steps after the call to action work. 
If you want them to click on a link to a landing site, ensure 
that the site is optimised for mobile and that it loads 
quickly – preferably in less than five seconds. 

Be consistent where possible. If communicating by SMS, 
continue doing so – you will see a higher response rate.

5. FREQUENCY  
Carefully consider how frequently you send messages – 
but bear in mind that depending on the context, more 
information might be seen as helpful. What makes sense for 
one end-user or campaign doesn’t necessarily make sense 
for everything else, so plan around what makes sense for 
different eventualities. 
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4. GET THE TIME RIGHT 
Your customers or end-users will more than likely use their 
mobile devices early in the morning and in the evening.

Therefore, the delivery time that has the greatest impact 
won’t necessarily be the same as with email, which for retail 
might typically be 10am - 11am and then again in the late 
afternoon. For operational messages, the time has to be 
closely aligned with the event regardless of hour. 
 
For overseas deliveries, make sure that you control message 
delivery across global time zones to avoid annoying recipients 
with messages that are not in line with their local time. 

The same rule applies for ‘social hours’. If the service is 
one that is initiated by the customer, you should reply 
immediately, regardless of the time of day. 

Build these rules into each campaign, rather than having a 
single all-encompassing policy. For instance, be sensitive to 
the nuances of delivery notifications on certain days of the 
week, as opposed to a survey sent immediately after pick up 
regardless of day. Or consider that an employee survey would 
not be welcomed on a Sunday morning or Friday evening. 



6.  PROVIDE THE ABILITY TO OPT IN 
AND OUT

Give consumers control of what they receive and enable 
them to opt-out of (and back in for) specific interactions. Bear 
in mind that compliance and regulation dictating mobile 
communication can vary across different countries. You 
should be able to build these parameters into your mobile 
engagement platform when managing a global campaign. 

7.  REVIEW AND REFRESH
While it’s recommended to thoroughly consider the user 
journey and the interactions you can have at relevant points 
throughout it, mobile messaging gives you the unique 
option to evaluate the results and engagement levels and 
edit your campaigns in real time. Settings can easily be 
changed to respond to feedback from consumers and 
campaign managers, so make sure you review some of the 
results early on (as well as plan regular reviews) and update 
the campaigns if need.

“Put your customer 
in control and they 
will welcome your 
communication” 

TIPS

n  Be more creative and offer your retail customer 
the chance to embed a promotional code in a 
“successful delivery” alert to the customer

PREFERENCE CHECKLIST

Please send me SMS updates about the following: 

þ  Delivery times

o  Promotions only for the item categories I’ve 
purchased in the past

o  Promotions for all categories*

*You can opt-out by texting ‘OPT OUT <ITEM NAME>’ 
at a later date (e.g. ‘OPT OUT DRESSES’)

Do you wish to receive an additional alert half an 

hour before the delivery?

þ Yes

o  No
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One of the most frequently asked questions we receive from 
clients is “How do I know mobile engagement is working for 
my organisation?” Most enterprises implement isolated mobile 
strategies within business departments, leading to a narrow view of 
the potential of mobile within the organisation.

MEASURING SUCCESS

The first important step when evaluating success is to 
ask, why did the organisation deploy this type of mobile 
engagement? Was it to drive revenue or to improve data 
security, decrease operational costs or to increase customer 
retention? Once the initial business need has been 
identified, 3PLs can start to look at performance indicators 
to measure results.

For instance, results can be measured with a range of 
campaign oriented Key Performance Indicators (KPIs) such 
as an increased response rate to a customer survey. This is 
a useful way to measure results initially, but in order to get a 
comprehensive view, the wider business objectives need to 
be examined. 

The number of responses to the customer survey may 
have gone up, but it’s important to ask if you actually 
gained further insights as a result. Did you gather valuable 
information which could help you improve your customer 
relationships across the entire business? Did the increase in 
customer survey responses bring you closer to achieving the 
initial business objective? 

“How do I know mobile 
engagement is working for 
my organisation?” 

18THIRD PARTY LOGISTICS: A BEST PRACTICE GUIDE TO MOBILE ENGAGEMENT OPENMARKET.COM



Number of messages delivered

 Response rate

n  Click-throughs e.g. the number 
of website hits

n  Replies e.g. the number of filled 
out customer surveys

Action completion

Speed of response  

CAMPAIGN ORIENTED KPIS

Decrease in operational costs

n  Decline in the number of missed 
driver shifts 

n  Decline in the number of calls 
directed to your call centre  
as a result of implementing  
two-way messaging

Reduced staff turnover 

Decrease in system outage time
Increase in new retail partnerships

The number of positive reviews of 
yours or your retail brand partner’s 
delivery service

BUSINESS ORIENTED KPIS

1 1
2

3
4

2
3
4

Analysing objectives beyond individual business departments helps 
our clients make the most of the mobile channel.
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As we have shown, the ability to use a mobile engagement platform 
to break the barriers between multiple business silos opens up a wide 
range of opportunities for 3PLs. 

This might include offering the best experience for 
consumers, interacting with staff and optimising internal 
processes. Choosing the right mobile engagement partner 
makes it easy and effective to manage relationships with 
a variety of internal and external stakeholders even in the 
midst of the complex range of technology and systems 
available to 3PLs. 

Ultimately, understanding how to implement and measure 
the impact of mobile on the business will help 3PLs make 
the best use of this channel.

SUMMARY
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TYPES OF MESSAGING 

SHORT MESSAGE SERVICE (SMS) 
is the fastest and most cost effective way to interact with 
mobile subscribers across any platform or device: this 
makes it the customer communication tool of choice for 
most 3PLs. SMS has a wide number of applications such as 
information alerts, tracking inquiries and receiving orders. 
There are also many opportunities to extend its application 
across internal operations and 3PL business processes. 
SMS has the added appeal of being deployable globally, 
as a widely accessible and accepted messaging tool for 
both mobile operators and consumers. 

PUSH NOTIFICATIONS 
are for 3PLs or retailers that have developed a 
smartphone or tablet app. They allow you to engage 
with consumers and direct them into the app – for 
example, to receive an offer, or just as a simple 
reminder to engage. Push notifications can be text 
alerts, badges, sounds, or a combination.

“Most decision makers only 
think of one-way alerts and 
reminders when they talk 
about mobile messaging, 
but there’s more to mobile 
engagement than that” 
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MULTIMEDIA MESSAGING SERVICE (MMS) 
enables text, images, video, or audio to be inserted into a 
message. For 3PLs and retailers, MMS offers richer content 
options. It has the added benefit of allowing internal 
warehouse systems or fleet management teams to use MMS 
for diagrams or to share information such as identifying faulty 
systems or repairs that need to be carried out.

TWO-WAY MESSAGING
The ability for two-way messaging to create a dialogue and 
level of trust between yourself, a shopper, a customer or your 
workforce, is invaluable. Its applications can have a powerful 
impact across your entire business – whether workforce 
management, consumer surveys, or incident management. 
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ABOUT OPENMARKET 

OpenMarket’s Mobile Engagement Platform leverages mobile 
messaging capabilities, including SMS and MMS, to streamline 
logistics operations. Built in tandem with existing systems, the 
platform enables enterprises to utilise existing data in mobile 
communications. It can also capture additional data to provide 
enterprises with new information that can help drive further 
efficiencies and productivity, as well as improve user experiences 
across the organisation. 

While enterprises make forecasts and attempt to plan for the future, the reality is 
that the markets and economies in which they function are every changing. Mobile 
technologies are also shifting – fast. That’s why OpenMarket’s Mobile Engagement 
Platform is designed to evolve. It is built to be used for a wide variety of applications. 
Examples include:

n  External, consumer facing: delivery notifications, returns processing, customer 
surveys, rate quotes.

n  Internally focussed: asset tracking, incident management, workforce 
management, two-factor authentication. 

It is the immediacy of mobile messaging and the ability to reach your entire 
audience that make mobile messaging fit for purpose. In an industry focussed 
on cost-effective, smooth transport and prompt delivery of goods, mobile is an 
indispensable channel: a flexible technology that can be used to synchronise 
business layers and connect disparate functions to help the whole enterprise 
perform more efficiently.  

Contact us today to find out how the Mobile Engagement Platform can help  
your business.
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