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Chapter X

MoabilePortals.
TheDeve opment
of M-Commerce Gateways

Irvine Clarke llland TheresaB. Flaherty
James Madison University, USA

“[Mohbile Internet] is going to be the most fantastic thing that a
time-starved world has ever seen.”
Jeff Bezos, CEO, Amazon.com (KPM G, 2000, p. 4)

ABSTRACT

The proliferation of mobile Internet devices is creating-an unparalleled
opportunity for mobile commerce. Factors composing a productive M-
commerce portal development . strategy are investigated to improve a
company’s strategy. Also explored-are the nonpareil benefits of mobile
applications to introduce a five-step approach for developing an effective
mobile portal strategy.

INTRODUCTION

Inthisnew decade, marketingispoisedtowitnessanunprecedentedexplosion
of mobility, creating anew domai nof mobilecommerce (K alakota& Robinson,
2002). Mobile commerce, or M-commerce, isthe ability to purchase goods
anywherethroughawirelessinternet-enableddevice(e.g., cellular phone, pager,
PDA, etc.). M-commercereferstoany transactionwithmonetary valuethatis
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conductedviaamobilenetwork. It will allow usersto purchaseproductsover the
Internet without the use of aPC. Once nonexistent, M-commerceisnow the
buzzwordof themarketingindustry (King, 2000). “ Withinfiveyears,individua E-
commerceserviceswill beprimarily deivered by wirel ess, andthewirel esstermina
will become the window of choice to the transactional E-world,” says Nell
Montefiore, executiveof Singaporemobileoperator, M 1(Hoffman, 2000, p. 2).

Over thepast few years, themarketing of E-commercehasbecomeincreas-
ingly reliant upon portal stoattract andretainusers. Portd sarethepreferredstarting
pointfor searchesthat providetheuser easily customizabl earchitecturefor finding
relevantinformation. Portalsprovidetheva uabl egatewaysfor gettinguserstotheir
desired destinations. About 15%of all web page-view trafficgoesthroughthetop
nineportal's, making them someof themost val uabl eland ontheweb (M onohan,
1999). Thisheavy trafficflow givestheweb-based portal auniquepositioninthe
corporate E-commercestrategy withevengreater potentia influencefor mobile
applications. For mobiledevices, theseporta stakeonevengreater significance,
asconsumersareunwillingtospendlongperiods*” surfing” ontheseinherently less
user-friendly wirel essdevices. By theyear 2006, 25million peopleareexpected
tobededicatedwirel essporta users(Carroll, 2000). Therefore, thesuccessof M-
commercemay bepartially dependent uponthesuccessful devel opment of effective
consumer-orientedmobileportals.

AsM-commerce successwill likely depend upon maintai ning consumer
utilizationof thesegateways, thecompaniesthat | everagetheuniquecharacteristics
of wirelessdeviceswill gainexpl oitabl eadvantagesinthemobilemarketplace. Due
tocurrenttechnol ogica limitations, andvaryingmobileconsumer behavior petterns,
porta sdevel opedfor mobiledevicesmust emphas zediffering characteristicsthan
traditional web-based portals. Assuch, many traditional portal smay beunsuited
for applicationinthemobileworld.

“Traditional portals-are not providing information that is specific

enough for the user-of a mobile portal. They are not able to

incor por atelocation-specific information nor do they havethe data

and knowledge of each customer that the mobile operator has.”

(Durlacher Research, 2000, p.65)

Despitetremendousinterestinthemelioration of M-commerce, thereislittle,
if any, research that examines how to develop and.integrate portals into a
comprehensiveM-businessstrategy . Utilizing conventiona portal smay beinsuffi-
cientinthemobilewirelessworld. Therefore, theprimary purposeof thischapter
istoexplorethefactorsthat composeaproductivemobileporta strategy. The
nonpareil benefitsof mobileportal applicationsareinvestigated and aprocessis
introducedfor effectivemobileporta strategy devel opment. Anenhanced under-
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