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Mobile Intranet 
With Kelio Mobile Intranet, your colleagues benefit from a simplified interface for smartphones enabling 
real time attendance and/or activity clockings. Thanks to geolocation, you know exactly where the employee 
clocked in.
Kelio Mobile Intranet is certified on Android® v2.3 Gingerbread, BlackBerry® OS 5 and Apple® iOS4.

iAMOFF
Get our smartphone app iAMOFF to manage your family members’ holidays. 
View the absences entered in Kelio via iAMOFF.
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certain technical, aesthetic or colour modifications, without 
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Autoclock Systems Ltd
93-97 Second Avenue
Heaton
Newcastle Upon Tyne
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Tel: 0191 2761611
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