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ABSTRACT

Research and practices in electronic businesses over wireless devices have recently
seen an exponential growth. This chapter presents the basic concepts. necessary to
understand m-business applications and a case study of thevoice driven airline-ticketing
system that can be accessed at any time, anywhereby mobilephones. Thisapplication offers
maximum functionality whilestill maintainingahighlevel of user convenienceintermsof input
and navigation.

INTRODUCTION

Research and practicesin el ectronic business (e-business) havewitnessed an exponen-
tial growthinthelast coupleof years(Huff, 2000; Liautand & Hammond, 2001; McKie, 2001;
Wimmer, Traunmiller, & Lenk, 2001). At its broadest, e-businessis any type of business
transaction or interaction in which the participants operate or transact business or conduct
their tradeelectronically.

Over the last decade, deployment of wireless communications in Asia, Europe, and
North Americahasal so been phenomenal (Boyd & Park, 1998; Garg & Wilkes, 1996; Shafi,
2001; Schneiderman, 1997). Wirel esstechnol ogy hasevolvedalogical path, fromsimplefirst
generation anal og products designed for business use, to second generation digital wireless
telecommuni cations systemsfor residential and busi ness environments, to emerging radio-
active signal-based third.generation of wireless communications.

The explosive growth of mobile computing and e-business has created a new concept
of mobile electronic.business or electronic business over wireless devices (m-business).
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M obilee-businessisanew way of advertising, buying, selling and, in somecases, delivering
goods and services. It includes a range of online business activities, business-to-business
and business-to-consumer, for products and services through wireless devices such as
mobile phoneswith display screens, personal digital assistant (PDA), two-way pagers, and
low-end or reduced size laptops.

Significant benefits of m-business to consumers are convenience, portability, safety,
i ntegrating exi sting mobile phoneswithmaobil ecomputing technol ogy, verifiablereceiptsand
transaction records that can be made available instantly and permanently on the smartcard
(Inglis& Mosely, 2000; Keller, Zavagli, Hartmann, & Williams, 1998). Significant advantages
of m-business to'service providers and/or content providers include driving additional
revenue and decreasing consumer attrition by offering new m-business services.

Thischapter presentsacasestudy of anairlineticketing system, which can beaccessed
by users viaamobile phone voice browser. The specific goalsfor this system are to allow
userstosearchfor flightinformationandthen purchaseanairlineticket toadestinationwhile
still being mobile. The objective of this chapter isto present this m-business case study in
detail. Before presenting this case study, the desirability of development of m-business
applications is discussed.

BASIC CONCEPTSOEM-BUSINESS

Theapplicationsand servicesthat were envisioned for them-businessmarketplaceare
becomingareality today . Exampleapplicationsaremobil eti cketing and recei pting, banking,
mobile gaming; mabile weather forecast, sport scores access, movie database access,
televisionguideaccess, stock exchangeinformation, ordering of booksand other daily needs
suchasfoodand groceries. Widespread adopti on of m-businessprovesto beamoreefficient
mode of doing business. Figure 1 illustrates a typical platform that enables m-business
services.

Technologies to Enable M-Business

Thelnternet standardsrequirelargeamountsof (mainly) text-based datato be sent over
the network. These standards are inefficient over mobile networks due to constraints such
as low bandwidth, low computing processing,- instable-connection, etc. (Tsalgatidou,
Veijalainen, & Pitoura, 2000). Techniquesand protocolsare required to conduct e-business
for the unique constraints of the wireless computing environment.

WirelessApplication Protocol - A commonly used approachto bridgethe gap between
e-business and mobile computing environmentsis Wireless Application Protocol (WAP).

Figure 1: A typical platform enabling m-business services
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