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5.4. Practical implications

We conclude with three practical implications. The first
consideration that managers have to make is to question the
adoption of an app altogether. Many organizations might
choose to adopt an app because it is an IT fashion, i.e. a “belief
that an information technology is new, efficient, and at the
forefront of practice” (Wang, 2010). Many of the branded-apps
fail because they do not deliver any functionality (Deloitte,
2011)
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