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TECHNOLOGY is changing the way we work. While telecommuting has been around since the early 1990s, back then they didn't have the Blackberry and they didn't have Skype. 

Today with affordable wireless broadband and the compulsory Blackberry or iPhone, people enjoy the flexible working from wherever their laptops, their hand-held devices, their mobiles. 

It's also changing the investment landscape. More and more people are taking advantage of the multitude of devices and computer and web-based based interfaces. 

Applications that enable financial transactions on a hand-held device are becoming a reality; soon they will become a necessity. 

Working remotely is becoming a useful reference point for how rapidly communications technology is impacting on our lives. 

An auditor working at a mine site, a sales rep printing off an invoice from his mobile printer at a customer's warehouse floor, a doctor sending a chart across to a hospital over his smartphone . . . business has seen the future, and it's mobile. 
According to recent data, more than 50 per cent of the workforce will be mobile in 2012. And the trend towards a fully mobile workforce is expected to accelerate. 

Mobility provides convenience, flexibility and efficiency and is also a key component of both business continuity planning and a unified communications strategy for the CEO to think about. 

Popularity of the ``smart phone'' is on the increase, with sales jumping 17 times from 8 million in 2003 to 139 million in 2008. By 2014, sales will have quadrupled to 680 million, which according to Gartner research represents 45 per cent of global handset sales. 

Indeed Forrester Research says that with Apple and Google's arrival in the mobile market, all mobile handsets are becoming smarter and internet-capable. Yesterday's smart high-end phone is today's mid-range phone and tomorrow's entry-level phone. 

In the background we see many companies usually global IT enterprises changing the way business is being done. Think only of the fact that such technology is being embedded in billions of mobile phone handsets around the globe, with Apple's latest iPhone and the Blackberry both featuring ``Nuance Voice Control''. 

Travelling with mobile phones, PDAs, and laptop computers today is de rigueur and mobile workers expect to be able to tap into the organisation's network and access data just as if they were in the actual office. 

Almost every day, new devices, applications, services and tools are driving opportunities for organisations to ensure that employees especially the road warriors are able to address customer needs as quickly as possible. 

Ultimately, technology needs to allow individuals to be ``productive'' regardless of where they're located. 

We're seeing hockey-stick growth in the adoption of mobile technology and the exponential growth is made even more apparent when you compare the length of time it took for telephones and mobiles to penetrate 50 per cent of all households: fixed line telephony took 71 years; the mobile just 14 years. 

Today, more than half the world's population (4.1 billion people) have a mobile subscription. Most countries have or are thinking about upgrading networks to 3G, India and China most recently. Australia has the Next G network and the much-touted fibre-to-the-home National Broadband Network. 

Upgrading networks offers greater bandwidth, faster, easier and cheaper connections. The result for the end user is a better experience more access to information faster and in a richer format. 

According to Forrester Research and Harris Interactive, Gen-Yers consider their mobile ``the device they would least like to live without'' (ahead of a PC and television). 

Speed is a key driver behind customer expectations here, facilitated by faster networks. Think about the world before fax machines; we all wondered how we lived without them. Then email came along and now it's SMS, video, the lot. 
And at the heart of this today is social media. At a personal level, the exponential growth of social networking sites like Facebook, MySpace, Twitter and YouTube has added a powerful new tool to the communications toolbox. 

And if consumers today expect constant communication, according to Gartner, the next-generation consumers will crave it. They have effectively grown up being available 24/7 and there is no reason to expect this to change as they move into adulthood. 

They have access to information all the time whatever the question, they can find the answer online, either from their laptop or, increasingly, from their mobile phone. Thanks to the web and mobile technology, consumers are becoming better informed, smarter, and more demanding of high-level information. 

Investment and personal financial information is accessible in real time across any of the above platforms. 

It's no longer necessary to travel to a property to physically look at it: you can do a virtual tour and you can get all the financial data you need. It's there at your fingertips. 

The Information Age is morphing into the Intelligence Age. It's an exciting era make sure you're prepared for it. 

* Morris Kaplan is the author of It's Payback Time (Hardie Grant Books). 
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