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ABSTRACT

Mobilebusinessservicesareattractingincreasing attentionand they promise
amultibilliondollar market whosecharacteristicsarequitedistinct compared
to mobile consumer services. Competitive activity-among-players keen on
tapping into this opportunity isincreasing rapidly. in thisarticle, welook at
mobile busi ness services from a strategi ¢ business per spective. We chart the
mobilebusi nessserviceslandscapeanddiscusstheunderlying market drivers
and potential end-user benefits. Additionally, we describe the competitive
landscape and discuss the relative positions of the primary player groups.

INTRODUCTION

Corporationsand businessusershavetraditionally beenearly adoptersof
telecommuni cationssol utions. Duringthepast few years;however, itisthepersonal
rather thanthebus nessmarket that hasdrivenmobil eserviceinnovationinmany
|eading-edge markets. M obil e chat; mabile games, and downl oadablemobile
handseticonsandringingtonesprovidegood exampl esin Europeand Japan. Inthe
U.S., onthecontrary, theevol ution of mobileserviceshasbeendrivenmoreby the
corporatesector asseeninthemobil efleet management systemsof FedEx and
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UPS, for instance. Such applications, however, represent only early precursorsof
what promisestobecomeasi gnificantindustry withrea valuepotential . Although
consumer serviceshaveattracted thegreatest mediaattention sofar, corporations
arenow becoming more activein deploying new mobilebusinesssol utionsto
achievetangiblebusinessbenefits. Moreover, inthemobileservicedevel opment
andprovisioningindustry, businesssolutionsareattractingincreasinginterest as
consumershavenot rushed tousemobilebus ness-to-consumer (B2C) servicesas
enthus astically asexpected.

Thischapter shedslight onthemobilebusinessservicesopportunity space
fromastrategicperspective. First, wediscusstheunderlyingmarket drivers, current
obstacles, and potential benefitsof mobilebusinessservices. Second, wediscuss
the differences between mobile consumer and business services, and map the
opportunity landscapeof mobilebusi nessservices. Third, wediscussthecompeti-
tivelandscape, theva uechains, andtherel ativepositionsof variouspl ayer groups
inthisindustry.

ASILENT REVOLUTION: GRADUAL CHANGEIS
LEADINGTOFUNDAMENTAL
TRANSFORMATIONS

Overtime, enterprisel T solutionshaveevol vedfromthemainframeandclient-
server sol utionsto e-bus nesssol utionssuchascustomer rel ati onshipmanagement
(CRM) andsupply-chainmanagement (SCM ) that facilitateinformationflow and
interactionwithinandbetween organizations. M obilebus nesssol uti onsrepresent
thenext waveof thisevol ution, further extendingconnectednessand enhancing
interaction. But shouldtheemergenceof themobiledatamediumbeconsidered
predominantly asanew accesschannel to current enterprisel T applications, will
itaddanew functionality tothese, ordoesthemobiledatamediumrepresentamore
fundamental shiftintheway companiesoperate?

Themobilebus nessservicessector isdriven by both demand- and supply-
sidefactors. AccordingtotheY ankee Group (1999a), amonglargeU.S. compa-
nies(withmorethan 5,000 empl oyees), 20% of theworkforceisalready mobile,
withtheshareof mobileworkforceset toincreaseconstantly intheforeseeable
future. Theadoptionof mobilebus nessservicesisthusdrivenby anincreasingneed
for mobility, but al soby technical oppertunitiestostreamlinebus nessprocesses
and enhanceinteractivity. Thedecreased timeand place dependency of many
busi nessprocessesenabl eappealing val ue propositionsto many kindsof organi-
zations. According to the Gartner Group (2001a), over 80% of European
corparationsconsider mobiledevicesand applicationsasvery important for their
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