
  793

Chapter 3.20
M-Commerce
Opportunities

Pouwan Lei
University of Bradford, UK

Copyright © 2008, IGI Global, distributing in print or electronic forms without written permission of IGI Global is prohibited.

INTRODUCTION

The mobile phone industry has experienced an 
explosive growth in recent years. Mobile phone 
subscriber numbers have passed the 1.6 billion 
mark at the end of 2004. The emerging markets 
such as China, India, and Brazil contribute this 
growth. In China, the number of mobile sub-
scribers has already surpassed the number of 
fixed landline phone subscribers. In Korea, the 
number of mobile phone Internet subscribers is 
34.53 million people or 72% of the population in 
June 2004 (APEC, 2005). Mobile e-commerce 
(m-commerce) makes business mobility a reality. 
Mobile users can access the Internet at anytime and 
anywhere with ubiquitous, inexpensive computing 
infrastructure. Mobile wireless services are rang-
ing from mobile phone networks to wireless local 
area networks. The service provided by mobile 
phone systems has achieved huge success. Mobile 
phone users originate from all walks of life and 

include almost all age groups—from teenagers to 
retired people. It creates a new method of personal 
communication without location constraints. As 
telecommunication technologies are converging 
at fast speed. We will study mobile phone and 
personal digital assistant (PDA) related to mobile 
and wireless telecommunication. Hence, m-com-
merce is defined as electronic commerce carried 
out in handheld devices such as mobile phone 
and PDA through mobile and wireless telecom-
munication networks.

BACKGROUND

E-commerce is characterized by e-marketplaces, 
online auction systems that act as the intermediary 
between buyers and sellers. On the other hand, 
m-commerce is more personalized and ideal for 
access to location based services. Many new 
business models have been established around 
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the use of mobile devices. Mobile devices have 
the characteristics of portability, low cost, more 
personalization, GPS (global positioning system), 
voice, and so forth. The new business models in-
clude micropayment and mobile payment, content 
distribution services, entertainment, community 
communication and business services. Figure 1 
illustrates m-commerce applications. Because of 
their existing customer base, technical expertise 
and familiarity with billing, mobile telephone op-
erators are the natural candidates for the provision 
of mobile and micro payment services. Micropay-
ment involves small purchases such as vending 
and other items. In other words, the mobile phone 
is used as an ATM card or debit card. Consumers 
can pay for purchases at convenience stores or buy 
train tickets using their mobile phones.

Content distribution services are concerned 
with real time information, notification (e.g., bank 
overdraft), using positioning systems for intel-
ligent distribution of personalized information 
by location (e.g., selective advertising of locally 
available services and entertainment). Real-time 
information such as news, traffic reports, stock 
prices, and weather forecasts can be distributed to 
mobile phones via the Internet. The information 
is personalized to the user’s interests. By using 
a positioning system, users can retrieve local 

information such as restaurants, traffic reports 
and shopping information. Content distribution 
services with a greater degree of personaliza-
tion and localization can be effectively provided 
through a mobile portal. Localization means to 
supply information relevant to the current location 
of the user. Users’ profile such as past behavior, 
situation and location should be taken into account 
for personalization and localized service provi-
sion. Notification can be sent to mobile devices 
too. Mobile network operators (MNOs) have a 
number of advantages over the other portal players 
(Tsalgatidou & Veijalainen, 2000). First, they have 
an existing customer relationship and can identify 
the location of the subscriber. Second, they have 
a billing relationship with the customers while 
the traditional portal does not. MNOs can act as 
a trusted third party and play a dominant role in 
m-commerce applications. 

In addition, mobile phone has become a 
new personal entertainment medium. A wide 
range of entertainment services are available, 
which consist of online game playing, ring tones 
download, watching football video clips, live TV 
broadcasting, music download and so on. Ac-
cording to Screen Digest estimates, Korea and 
Japan accounted for 80% of worldwide games 
download revenues of Euro 380 million (Screen 
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Figure 1. M-commerce applications



 

 

4 more pages are available in the full version of this document, which may be

purchased using the "Add to Cart" button on the publisher's webpage: www.igi-

global.com/chapter/commerce-opportunities/9510

Related Content

Stakeholders Perspective and Ethics in Financial Information Systems
Guillaume Biot-Paquerotand Amir Hasnaoui (2009). Journal of Electronic Commerce in Organizations (pp. 59-

70).

www.irma-international.org/article/stakeholders-perspective-ethics-financial-information/3526

Psychographic Profiling of the Online Shopper
Leo R. Vijayasarathy (2003). Journal of Electronic Commerce in Organizations (pp. 48-72).

www.irma-international.org/article/psychographic-profiling-online-shopper/3415

Socio-Economic Differences and Deployment of the LDC Micro-Finance Bottom-up Approach in

DCs
Samanthala Hettihewaand Christopher S. Wright (2010). Journal of Electronic Commerce in Organizations (pp.

41-53).

www.irma-international.org/article/socio-economic-differences-deployment-ldc/42981

New Market Segmentation Paradigms and Electronic Commerce Adoption: An Exploratory Study
Ángel F. Agudo-Peregrina, Julián Chaparro-Peláezand Ángel Hernández-García (2014). Electronic Payment

Systems for Competitive Advantage in E-Commerce (pp. 49-71).

www.irma-international.org/chapter/new-market-segmentation-paradigms-and-electronic-commerce-adoption/101541

Mobile Commerce Applications and Adoption
Krassie Petrova (2006). Encyclopedia of E-Commerce, E-Government, and Mobile Commerce (pp. 766-771).

www.irma-international.org/chapter/mobile-commerce-applications-adoption/12627

http://www.igi-global.com/chapter/commerce-opportunities/9510
http://www.igi-global.com/chapter/commerce-opportunities/9510
http://www.irma-international.org/article/stakeholders-perspective-ethics-financial-information/3526
http://www.irma-international.org/article/psychographic-profiling-online-shopper/3415
http://www.irma-international.org/article/socio-economic-differences-deployment-ldc/42981
http://www.irma-international.org/chapter/new-market-segmentation-paradigms-and-electronic-commerce-adoption/101541
http://www.irma-international.org/chapter/mobile-commerce-applications-adoption/12627

