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ABSTRACT

Well-designed and usable interfaces for mobile commerce applications are
critical. But given the uniqueness of the wireless environment, usability
becomes even harder to ensure. This chapter describes the benefits and
limitations of various wireless device interface technologies. It provides
guidance on determining the usability of-wireless devices, emphasizing the
fact that context will factor heavily into the use of mobile applications. Some
of theadditional chal lengesthat devel oper sfacewhen designing applications
for wireless devices, such as infrastructure and software issues, are also
discussed.

INTRODUCTION

Anincreas ngnumber of technol ogiesand appli cationshavebeguntofocuson
mobile computing and the wireless Web. Mobile commer ce (m-commerce)
encompassesall activitiesrel atedtoa(potential) commercid transactionconducted
throughcommuni cationsnetworksthat interfacewithwirel ess(or mobile) devices
(Tarasewich, Nickerson, and' Warkentin, 2001). Ultimately, researchers and
developersmust determinewnhat tasksusersreal ly want toperformanytimefrom
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anywhereand decidehow toensurethat informati onandfunctionality tosupport
thosetasksarereadily availableand easily accessible.

A well-designed and usable interface to any application is critical. For
example, properly designed Websiteshel pensurethat userscanfindinformation
that they arelookingfor, performtransactions, spendtimeatthesite,andreturn
again. Giventheuniquenessof thewirelessenvironment; usability becomeseven
harder to ensurefor m-commerceapplications. Thepurposeof thischapteristo
providethereader withanoverview of currentwirel essdeviceinterfacetechnolo-
gies. Itwill provideguidanceondesi gning usablem-commerceapplicationsthat
takeadvantageof thebenefitsand respect thelimitationsof thesedevices. This
chapter will alsoexploretheinterfacedesignandusability challengesthat them-
commerceenvironment still presentsfor users, researchers, and devel opers.

Thischapterisorganizedasfollows. Thefirst sectiondescribesthebenefitsand
limitationsof variouswirelessdeviceinterfaces. Thenext sectionl ooksat how the
usability of wirelessdevicesaffectsthefeasi bility and successof m-commerce
applications. Thethird sectiondiscussessomeof theadditional challengesthat
devel opersfacewhendesigningapplicationsfor wirel essdevices. Thefinal section
reiteratestheneedfor goodwirelessapplication design, and describessomeof the
safety and security issuesrel ated towirel essdeviceinterfacedesign.

WIRELESSDEVICESAND THEIRINTERFACES

The devices currently most important to m-commerce can be classified
accordingtothecategorieslistedinTablel. Thereissomefedingthat deviceswill
becomecompletely generic, andtaketheplaceof itemsliketelevisions, pagers,
radios, andtel ephones(Dertouzos, 1999), but thequestionremainsastowhat form
thedeviceswill ultimately take. Thisimportantissuewill beinvestigatedfurtherin
thesectiononmobilesystemdeveloper issueslaterinthechapter. But firstwel ook
atthecurrentinterfacesof thesedevices, their strengths, andtheir limitations. The
discussionisseparatedintoinput and output interactions. Researchthat hasbeen

Table 1: Wireless Device Categories

L aptop Computer

Handheld (e.g., Palm, Pocket PC, Blackberry)
Telephone

Hybrid(e.g.,“ smartphone’ PDA/telephonecombination)
Wearable(e.g., jewelry, watches, clothing)

V ehicleM aunted (inautomobiles, boats, and airplanes)
Specidlty (e.g., thenow defunct M odo)
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