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Executive Summary
In this report different aspects of m-business are discussed. Most important is to rationalise the thinking behind it as well as success enablers. Relation between m-business and wired e-business was also touched
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1. Introduction

1.1 Mobility, Internet and timescale
The last decade witnessed proliferation of telecommunications in two major directions; one is data communications in the form of publicity of Internet and another which is mobile telephony. Next step that telecommunications evangelists promised was the marriage between mobile and data that took several names like mobile Internet, wireless web, etc. Mobile data was one of the main underpinnings of 3G that has yet to take off in large scale
. It was expected that traffic volume of data communications will surpass that of voice traffic and thus the whole network will be Internet based with voice traffic is a small embedded portion. The assumption –although proven to be true- was misused when new types of services (all data com based) were planned. Of course science fictionists are not to blame but timing was out of scale, and thus huge investments were drained.
M-business is one of these applications that did not happen as quickly as expected
.

However the market is regaining momentum with more pragmatic assumptions taking into consideration more comprehensive picture.
1.2 Scope and some definitions
M-business as well as e-business is assumed to be a wider paradigm than m-commerce and e-commerce. Commerce is more related to end user goods ordering and payment, whereas business is by far a bigger concept that comprises -in addition to commerce- supply chain, CRM, etc. 

However in many cases m-business and m-commerce are used to replace each other.

2. Why M-business?
2.1 Mobile drawbacks:
Like any other system, mobile system is not perfect. The most obvious drawbacks in mobile systems are
1. Most limited processing capacity.

2. Relatively low memory.

3. Small screen.

4. Not-easy-to-use keyboard.

5. Terminals are vulnerable for theft.
6. No single common standard (GSM, TDMA, CDMA, analogue, etc) which makes it impossible to have all in one terminal.
7. Air interface is less secure and thus almost all info shall be encrypted.

8. Air interface has limited data throughput as well as higher delay. Eventually this would mean inferior QoS.

9. Call cost per minute is still higher than for fixed telecom.
10. Service availability is less controllable due to dynamic number of subscribers in a cell at a moment.

11. Business case for UMTS track of 3G is very controversial. It needs to prove its richness in content, use cases and new application in order to create the customer base in support of generating better revenues.
2.2 Power of Mobility:

One may summarise benefits of telecommunications mobility as follows:

1. Availability: Being not physically confined to an office, etc
2. Reachability: Mobility offer reachability through roaming
 which are of special importance for enterprises, SME as well as self employed people
.

3. High base of penetration.

4. Fast installation of infrastructure.

5. Diversity of business that ranges from managing a network to content development/ delivery. Virtual operator (operators renting some network capacity and offering telecom services) is another player.

Number of mobile users is higher than those for fixed telephony and higher than that of PC owners. That means base of mobile internet is already available. Mobility created amble opportunities. Mobile terminals are no longer a plain connection tool. More intelligent is added with time. It works as an organizer, address book, radio receiver, office application tools, imaging and video tool, connectivity device for sharing applications and files with video camera, PC, etc via Bluetooth or Infrared
. 

Internet, on the other hand, was the bulldozer that paved way towards many positive changes in Economy (E-Commerce and E-Business) during last decade. Given that and knowing that new wave to technology drive would be mobile data and mobile Internet, it can be believed that M-Commerce will be the result. 

M-Business provisioning can be one segment of business diversity in mobile world. Furthermore, mobile connectivity is a must for maximizing efficiency in an enterprise especially with employees on the move. Still, it can be argued that M-business is not mandatory for all types of business. 
On the other hand from business opportunity point of view: Even low entry phone are mostly web enabled phones. That would mean mobile sites have high potential. 

What is spectacular for mobile web users is that compared to mobile voice service (cost centre, time spent in reaching right person over the air, etc), mobile web (M-business) saves a lot of money for both agencies and customers. 
2.3 Mobile Related Functions
1. As a part of M-business, m-advertisement is of special interest. Having this issue in mind, should give all possibility to the success of mobile advertising. Trends for mobile advertising could be SMS , MMS
 as well Location Based Services (LCS). Bulk SMS gateways that facilitate for sending SMS’s (in practice announcements, advertisements, etc) to thousands of mobile within minutes are already up and running. One example is Clickatel http://www.clickatel.com/
2. Wireless Local Area Network (WLAN) allows for getting broadband mobile access (more than 10 mbps) at hotspots (hotels, airports, etc) not only to access Internet, but also to corporate Intranet through VPN
 (encrypted secure connection!). WLAN (although not fully mobile) may give a mobility touch but mainly mostly for fixed e-business!
3. Strategic Remarks:

3.1 Human Factor First

M-business got its chance from the hype related to dot com bubble period (1998-2000) when unrealistic hypothetical scenarios were assumed
. It might be argues that the technology enablers for creating those use cases are already available, however it is not only technology driven but customer attitude is the decisive factor in this game. Verizon Communications (One of the biggest mobile operators in the US) believe it is too early to begin implementing an m-commerce strategy: “It's something that we're thinking about, but it's years down the road.”[1]. It may be assumed accordingly that the vital step to start with is to market the idea through convincing normal people about the benefits of the so called “m-wallet”
. 
3.2 Simplicity and Pragmatism 

The limitations in section 2.1  should be bore in mind prior to setting strategy for mobile internet applications including m-commerce. Furthermore, considering different levels of awareness and needs, it is vital to personalize mobile applications: m-business is no exception. Corporate personnel working in CRM, supply chain, etc are capable of running relevant applications to the aforementioned tasks. End users on the other hand expect simple e-commerce features like making simple orders and payment in addition to automatic linkage between order and his/her phone number in addition to audio connection whenever needed. Furthermore, availability of camera should facilitate for endless rich use cases of m-commerce (and m-business) scenarios.
Last but not the least is cost. Cost for end user should not be a hinder of any kind to place an order and payment via mobile.
3.3 Small But Good Start

It can be noted however that some simple forms of m-commerce had made good success; ring tones and games are bought and downloaded to mobiles.
Mobile business has created new opportunities that mandate new marketing approach. Content commerce including but not limited ring tones and games are good example of content bought and downloaded via mobiles
. However, a study transacted by Enpocket (http://www.enpocket.com) showed content type clearly leads to gender split. Females are more interested in ring tones, whereas males are getting into gaming
.

3.4 Stakeholders of m-business
It can point worthy to note that m-business community mandates several stakeholders to succeed:

1. System developers: that design and implement the enablers for e-business: secure connection, User interface, etc.

2. Service provider: that can be mobile operators, content providers or both.

3.  Business: can be a bank, a marketing company, manufacturer or combinations.

4. Customers (Whish is the most important one): the m-business (at least m-commerce) believing users.
Positive interaction between different stakeholders is vital for assuring m-business success.
3.5 Macro Level

Develop Your Mobile eBusiness Strategy with an enterprise-wide Focus. All your wireless communications and other mobile activities are an integral part of your eBusiness. Choose an enterprise-wide solution that covers your eBusiness from end to end, providing all the required measures for security, management, and information access [2].
Linkage of m-business to positioning features (e.g GPS) may prove to be an essential feature especially for field personnel, truck and taxi drivers, etc.
3.6 Relation to E-business

Successful fixed e-business should be a stimulator for m-business creation, although they could work as an integrated system.
Mobile internet is not merely a new way of access; Mobile applications differ greatly from ones created for PCs and laptops because user expectations are different. As stated before, applications shall be easy to use and quickly executable [3]. That means, m-commerce shall not be a transformation of wired e-commerce services. Considering the substantial differences between a mobile terminal and laptop, m-commerce applications shall be a light version of wired e-business that allows of efficient use of terminals and carefully taking into consideration personalization and human interaction with this way of service access. Interoperability, however, between m-business and typical e-business is important for end user [4]. 
3.7 Lack of Common Standard
There is a need for global common or harmonized standards for mobile internet
  and m-business. Although few credit card agencies (Visa, Master Card, etc) together with some other mobile operator took the lead in creating a forum [5] to create a framework for the deployment of simple, secure and interoperable m-payments, not much have been done. Furthermore, the scope is limited for payment side of m-business.
3.8 What should we expect  M-business to offer?
For individual: all money transaction can be done anytime anywhere using the mobile phone. The phone can be a (bar-reader) for bill payments, and direct payment while doing shopping in stores. It should also enable making orders for many kinds of shopping. Location based services (LCS) is another enabler for M-Commerce.

For Business: One step above E-Business will be reached: M-Business. Employees do not need to be at office to do their tasks. Many activities should be done through connecting to the corporate network via mobiles (Mobile VPN). Supply chain is an example.

 For Financial Sector: Banks and stock markets should adapt themselves to the leap.

4. Discussion
4.1 E-Ladder

In (De Nya Affärmodellerna [6]) a model for electronic culture is developed. The ladder is redrawn below.

[image: image1]
Figure 1
This model can be upgraded to include the mobile processes.  Doing so, the following remarks should be included

1. Considering the fact Internet started with data com while mobile started with voice, one may assume that m-communications precedes mobile information.  
2. Time shift expected in different processes. 
3. M-Branch can be less drastic than e-branch in a way that M-Business would include m-branch. 

4. In general the mobile business is a deeper concept than electronic. M-concept includes the  e- concept with mobility on top. However this should not necessarily mean that mobile service offer more sophisticated function, but from development point of you, mobile is higher.

 The upgraded model is shown below

[image: image2]
Figure 2
4.2 ABC Matrix

Also In (De Nya Affärmodellerna) a model for interactions between:
· Authority A

· Business

· Customer C 

was developed. The model is redrawn below in Figure 3.

[image: image3]
Figure 3
This model -with minor exceptions- is valid for mobile processes. Basically same conceptual interactions are expected, once the m-ladder/e-ladder relation is assumed as in Figure 2. The main difference can be in time span. For example it would really take some time before a customer-customer type of m-business is witnessed. Furthermore, as stated before, m-business most likely would be integral to wired (or fixed) e-business.
5. Conclusion

M-business has yet to see light, but it is expected to do. Careful business case for m-business is crucial. M-business would need long time before replacing e-business, if it should replace it at all. Human aspect is decisive factor in setting any m-business strategy.
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�  This should not mean that 3G is a must for data com. 3G is mainly hoped to solve the expected capacity dilemma and  offer higher data communication bandwidth for end user.


�  Although the Internet had created big volume of opportunities, business makers and investors had made unrealistic scenarios and business cases that evaporated quickly.


�  Although industry created shrinking cell concept (breathing) for dynamic boundaries, the limitation is still valid.


�  Roaming is the possibility to use the mobile service out of  operators coverage area through signing in with another network in another area of coverage (e.g. another country!); usually multilateral agreements between operators control the practice.


�  (We want to offer people focus and security in a world shaped by mobility, interconnectedness, and global competition. To participate actively in the world around us, we have to stay in constant motion, and motion means change. The future is mobile, stay tuned with us.). Quoted from Mobilkom Austria’s message for m-commerce..


�  PAN: Personal Area Network


�  Mobile industry players are discussing reasons for MMS not taking off.


�  Virtual Private Network.


�  A global survey in 2000 found that 61 percent of respondents imagined they soon would be using wireless devices as universal payment tools, and the analysts who compiled the survey predicted that overall revenue generated by m-commerce would total US$100 billion in 2003.


�  This is not happening yet. A lot of marketing is still directed to specialized people.


�  £1.50 and £3.50 per download. It is estimated that £70 million worth of ringtones were sold in 2003


�  Summary of  report was  posted by BBC: � HYPERLINK "http://news.bbc.co.uk/1/hi/technology/3766643.stm" ��http://news.bbc.co.uk/1/hi/technology/3766643.stm�





�  WAP, I-mode and others are non compatible standards.





