
Abstract — The research question dealt with ‘whether m-
commerce services fulfil the expectations both of customers
and of service developers and if market demand is being met’.
The methodology of the research was qualitative and findings
were based on both the content analysis of m-commerce value-
chains and open-ended interviews. The six environments of m-
commerce worked as a framework for the questions in an
open-ended interview. Two m-commerce value-added services,
which presented two different types of business models: a
closed operator and a customer centric m-commerce model
were chosen. Two types of m-commerce services were
described and analysed. The sample of interviewees (n=17)
consisted of spokespeople for them and a few experts.
Research findings were that m-commerce services differ from
traditional and e-commerce services in terms of time, context
and location, the value-chains of m-commerce are unclear and
consumers are not very aware  of existing m-commerce
services and of the m-commerce services enabled by existing
technology.
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I. INTRODUCTION

In the changing business environment, the status of
organisations and companies involved in value-added
content markets has changed. Development of mobile
technology, creation of m-trust and keeping up m-habits,
which are the successors of e-trust and e-habits, are crucial
issues in terms of creation of the new digital content market
and one organisation is not likely to have different aspects.
The content and services on offer from any traditional
provider are on the way to m-commerce.

From an organisational point of view, the chance to also
provide digital content can be given a bias and is two-fold;
on the one hand there are obvious benefits:

- creating new markets for new service portfolios
- searching more specific customer segments

through joint marketing
- taking advantage of niche markets
- helping to find the competitive advantage.

II. LITERATURE REVIEW

The literature review handles definitions of m-commerce,
the problem of turning the flow of digital information and
services into revenues and the customer’s point of view of
m-commerce.

2.1. M-Commerce

In this research, the definition of e-commerce follows the
definition given by the OECD [1] and it has two criteria:

- automation of transactions, and
- spatial separation of transaction and delivery.

The description of the m-commerce solutions lifecycle has
been divided into five phases by Kalakota and Robinson
[2]:

1. messaging – m-commerce was in the first phase in 2002
when their division was introduced. Messaging means short
message services (SMS)-based m-commerce.

2.  info-connectivity – web based m-commerce where the
user needs an enhanced device with an xhtml-extension. To
some extent, m-commerce has experienced this phase in
Finland.

3.  transactions – this means an m-commerce strategy for
organisations in order to evolve revenue-generating m-
commerce. M-commerce has introduced applications that
support phase three to some extent, but end-users, either
individuals or organisations, have not found them to any
great extent.

4. transformation – this means that m-commerce is
interconnected and implemented into business processes
within and between organisations. The largest gains in
terms of business value will be found in this phase.

5.   infusion mobility and m-commerce is a normal way to
do  business  –  this  means  a  culture  change  from  one,  in
which technology is occasionally handed over to the other
one where technology is an accepted part. During this
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phase, the m-commerce industry will undergo strong
consolidation.

2.2. M-Commerce Customers

What are customers’ opinions and what aspects affect
customers’ purchasing decisions? The consumer’s point of
view is important and, because of the nature of the new
non-established phenomenon of m-commerce, a lot of
questions remain unanswered in the documentation
available.

Privacy issues as well as transaction procedures, the
reliability and usability of the service and the issues to offer
either push or pull services are the most important questions
to be addressed when discussing m-trust. Barnes [3] raises
the question of privacy and standards.

It is an assumption that the customer will choose to use
mobile value-added services to meet a specific need. User-
friendliness, low price or added value can be the triggers for
a user to get introduced to a new service [4].

The mobile communication system is divided into four
categories [ibid.]:

- user, where user segmentation is crucial
- place, where mobile communication takes place at

a real location and value-added services should be
designed to fit into a different user context

- process, where the component of process is
divided into two subsystems: leisure and business
processes

- time, where mobile communication is temporally
short, cyclic or anti-cyclic.

Customisation of m-commerce portals seems to be more
crucial than on the web [5]:

- communication: e.g. voice mail, messaging, SMS
and e-mail

- personalised content and alerts: e.g. news, sport,
weather, stock prices and betting

- personal information management
- location-specific information: e.g. traffic reports,

nearest location of some service or other.

According to Dholakia and Dholakia [6], the key
dimensions on which m-commerce will be founded, are:

- user experience for easy communication
- flexible location for use everywhere
- on-the-go flexibility for all mobile use
- geographic positioning for navigation
- third party applications for paying for, buying and

selling goods
- enterprise integration for work-related use
- multi-transaction services for scheduled and on

demand use

- different terminals covering as wide a range as
possible.

2.3. Theorectical Frame

The theoretical frame was set up by Numberger and
Rennhak [7] who built a six-phase environment around the
concept of e-commerce. The e-commerce and its
environments create the whole ecosystem of particles that
most likely correlate to each other. The environments
concept is the theoretical background to the questionnaire
of this survey and is applied to m-commerce.

In this research, m-commerce is considered as a theoretical
framework adapted from e-commerce. The main
assumption is that although m-commerce is different to e-
commerce in some ways, the environmental forces around
it remain the same.

Numberger and Rennhak have created an e-commerce
environment according to Jürgen Habermas’ societal
evolution and come up with an e-commerce context with
six environments [ibid.]:

- societal environment
- socio-political environment
- market environment
- technology environment
- retail outlet environment, and
- distribution environment.

Each of these has factors that affect the m-commerce value-
chain either from the individual level or from the
surroundings. M-commerce is at the heart of the model,
containing the demographic, goods-related, subjective
views of pricing and everyday life indicators. All of the
environments are connected to each other [ibid.].

Picture 1: M-commerce and its six environments according to Numberger
and Rennhak [7].

Societal environment
*integration of Internet and
electronics into everyday life
*dealing with private data
*globalisation
*indivudualisation
*societal flexibility
*demographic change
*social inequality
*mobility and urbanization
*education and culture
*consumer’s price sensibility
*consumer’s quality sensibility

Soc io -political
environment
*administrative and
legislative frame
*general security

Market environment
*information transparency
and customer’s
bargaining power
*dis-intermediation and
re-intermediation
*mass customization
*weekly working hours
*size of workforce
*consumption propensity
*productivity

M-commerce  - integration of e-commerce
*user’s age
*user’s educational level
*digital goods as services
*search goods
*convenience goods
*expensive goods and services
*relative price level
*Internet payments

Distribution environment
*service level
*cost
*destination
*returns

Retail outlet environment
*multi-channelling / Internet pre-
sales
*quality
*automation in retail outlets
*importance of leisure shopping

Technology environment
*usability
*infrastructure development
*virtual reality power of terminals
*computer security
*consumers experience and
acceptance






