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ABSTRACT

Several statistics.from several’ industry sources have forecast staggering
growthfor m-commerceover thenext fiveyears. But assumingwebelievethe
statistics, marketers need to understand the dynamics of mobile usage and
position themsel ves to take advantage of this substantial opportunity.: While
most mar keter sunder stand that wir el essconsumer shavedifferentapplication
needsand usage patter nsthan standar d online user:s, many may be perplexed
infinding alogical starting point for developingamarketing approach to m-
commer ce.

Thischapter outlinessemeof thekey differencesin onlineconsumer behavior
and provides a per spective on how mar keters might use mobile commerceto
stimulate consideration and purchase of their products and services. The
chapter shares an approach and an existing application used by The Coca-
Cola Company to provide a reference point and to help other marketers
understand and leverage mobile commerce as another viable tool in their
marketing arsenal.

INTRODUCTION

WEe' veall heardthebuzz and the hypeabout how mobilecommerce, or m-
commerce, ispoisedtochangetheworld. Recent statisticslistedin Thelndustry
Sandardand other tradepublicationsforecast m-commerceto account for $332
millionintheU.S. doneby 2003 (upfrom$22millionin2001), reaching$1 billion
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by 2004 and $3.7 billion by 2006 (Anonymous, 2001). Thistypeof staggering
growthseemsdauntingtosay theleast. But assumingwebelievethestati stics, how
will marketersin general and The Coca-ColaCompany in particular position
themselvestotakeadvantageof thissubstantial opportunity?

At TheCoca-ColaCompany, webelievethat contextiseverythingwithregard
tounderstanding and meeting consumer needs: Typically, wel ook at consumer
needsbased ontheparticul ar occas onthat theconsumerisinandtry tounderstand
whatismost rel evant andimportant totheconsumer inthat occasion. Lookingat
itthroughthisfilter, youcaneasily imaginethat consumer needsand expectations
onthewiredweb arevastly different fromtheir needsand expectationsonthe
wirelessweb. Infact, webelievethat thereisasignificant paradigmshiftintheway
that consumers use these two mediums that must be deeply internalized by
marketers.

Wirelessconsumersdo act quitedifferently than standard onlineusers. A
study by theBoston Consulting Grouprel easedin November 2000foundthat most
wirel essusersspend|essthanfiveminutesusingm-commerceapplicationsandonly
8% use m-commerce servicesformore than an hour aweek. By contrast, the
average U.S. consumer surfsthe internet for 31 minutes per session. Usage
patternsa sovary by theuser’ slocation. Thestudy foundthat Americanconsumers
prefer mobiledevicesfor e-mail; surfing; and getting news, travel, and regional
information, whilesomeentertainment servicesthat arepopul arinother countries,
likedownloadableringtones, aren’ tinteresting. Americanusersarealsonot as
concerned about sending credit cardinformationover thewirel essnetworksastheir
Japanese and Swedish counterparts. About 59%, however, fear that location-
based services, which can pinpoint aconsumer’ swhereaboutsat any giventime,
will compromisetheir privacy (Sirkin& Dean, 2000). Inlight of thesedynamics,
whereisalogical starting point for amarketer like Coca-Colawithrespecttom-
commerce?

Tobegintoanswer thisquestion,wewoul dfirst want to understand those
occasi onsthat might bemost rel evant tothemobileconsumer. Mobilepurchases
tend to be more of an impulse buy than a planned expenditure. While most
consumerswoul d hardly think about buyingacar onamobiledevice, they may likely
beopen (and, infactmay findit very convenient) toreceivingana ertontheirmobile
devicewhenitistimefor anoil changeand schedul eanappointment and pay for
theservicesinadvancetosavetimeand perhapsmaeney. For Coca-Cola, fast food
occasionsaremorei mpul se-driventhantheweekly grocery triptoKroger or Wal -
Mart. Infact, weknow fromourownfastfood consumer segmentationresearch
that 70%of fast food consumershaven’ t deci ded what kind of foodthey want prior
togettinginthecar. Thesignificanceof thisfor marketersisthat theseconsumers
arealready predisposedtoapurchaseoccasi on (they know they’ regoingto buy
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