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ABSTRACT

In February 1999, Japan’'s NTT DoCoMo launched the-i-mode service,
becoming, with over 34 million active subscribers, undoubtedly the world's
most successful mobile I nternet service-~Whilemobile commerceisan often-
discussed topic around the world; it isimportant to look to the success of i-
modein Japan, to gain real insight into the potential for mobile commercein
other markets. i-mode isa success because of a careful balance of the right
technology, theright strategy, theright content, and theright marketing. On
this successful platform, many players have developed successful business
models, beit premium content, e-commer ce, advertising, or others. Withthe
expansion of i-mode, it has now become a “ lifestyle infrastructure” and a
series of alliances with major players such-as Coca-cola has expanded the
possibilities. With new i-mode servicesbeing launched in Europe and Asia,
it istimely to learn, based onthe experiences of Japan, what the potential
could be.
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2 MacDonald

Morethantwoyearshavepassed since Telecom 99in Geneva, theindustry
eventfor thetelecommunicationssector. Attendeeswill remember that at that event
weweretoldthat anew eraof | nternet and commercewasabout tobegin. “Mobile
Internet” and“ mobilecommerce’” becamebuzzwordsovernight. Mostindustry
expertsagreedthat thenew technol ogy beforethemwoul dlead usersintoawhole
new interactiveworldbeyondtheirimagination. Wewerepromisedthatwewould
surf through multimediawebsi tesusing mobile phonesandwould soonbeusing
thosesamephonesfor amultitudeof transactions—from onlineto physical pay-
ments. [twasanamazing concept.

Overtwoyearshavepassedanditisstill concept. Thepromisedworldhas
not yet developed. ‘Aroundtheworld, theuptakeby usersof WirelessApplication
Protocol (WA P)-enabled phonesand serviceshasbeend ow. Theacceptanceof
thisnew technol ogy by industriesother thanthewirel essindustry hasal sobeen
duggish. Whenattendingthemany *“ Wirel essinternet” and“ MobileCommerce’
conferencesand events, real examplesprovidingrea dataaredifficulttofind. In
suchanenvironment, itisvery easy for skepticsand criticstodeclarethat wireless
Internetwill never devel opbeyond concept.

Tomakesuchabold statement ispremature. Itisastatement that overlooks
all of thefacts. Intruth, inJapanwirelessinternetisaliveandwell, and continuing
togrow at anextraordinary rate-Asof December 2001, nearly 50millionusersin
Japan had wirel essInternet-enabl ed handsetsof somesort?, withover 30million
JapaneseactivelyusingNTT DoCoMo’ si-modealone. Toput that figureinto
perspective, approximately oneinfour Japaneseareusingi-mode. Theyareusing
i-modefor awholerangeof activities, fromsendingandrecei vinge-mailtosurfing
through over 50,000 websitesdesignedfor thesmall displaysof thehandsets(see
Figurel). Theversatility of theserviceisgreat. Having createdasolid platformupon
whichtobuildandtolink with otherplatforms, ascan beseenthroughnumerous
projectsand services, i-modeprovesthat wirel essInternet and mobilecommerce
arenolonger mereconcepts, butreality.

Inabook entitled Mobile Commer ceitisimportant to examinetheory and
summarizetheresultsof test projects. Itisequally, if not more, important to show
actua casestudiestoexplaintheredlitiesandtodefendthetheories. Thischapter
isintendedtobejust suchacasestudy. i-modeisanoften-used exampleof wireless
Internet, but it is also often misunderstood. Through real examplesand redl
experiences, itishopedthat thereal reasonsfor thesuccessof i-medewill become
apparent. Thissuccessisnot found in somemystic oriental alchemy or inthe
activitiesof blond-haired, mini-skirted girl sintheentertainment districtsof Tokyo,
asmany propose. i-modge’ ssuccessisfoundinasolidstrategy, whichconsidered
(and continuesto consider) theright technol ogy, servicesand marketing, handin
hand. M ostimportantly, i-modeseekstodevel opwin-winrelationshipstoensure
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