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ABSTRACT

This chapter discusses the opportunities and challenges of mobile commerce in emerging
economies. It analyses the profound impact of a mobile device on the way products and
services are bought and sold in developing nations. The chapter argues that many mobile
applications can have a much larger impact on emerging economies than those of the
developed world. The chapter is aimed at creating an understanding of the unique social,
technological and economic drivers that can help entrepreneurs and solution providers to
build and deploy compelling and revolutionary mobile commerce applications in these

emerging markets.

INTRODUCTION

Thischapter looksat mobilecommerceecosys-
tems in the developing world. It explores the
opportunities that manifest themselves in the
evolving mobile marketplace, and the underly-
ingvaluedrivers. Furthermore, it al so discusses
sample mobile commerce applications and the
impetusand obstacl esto the successful deploy-
ment of such mobile commerce applications.

Finally, it considersthe future of these mobile
applications in the context of the emerging
nations.

BACKGROUND

The topics discussed in this chapter are based
on the author’ s entrepreneurial experiencesin
introducing mobilecommerceservicesinIndia
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Figure 1. Mobile commerce value chain
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During these experiences, the author has had
various opportunitiesto interact with end con-
sumers, mobile operators, and service provid-
ersin Indiaas well as other parts of Asia. The
resultant knowledge and experiences can be
potentially extrapolated to many economiesin
thedevelopingworld, andwill hopefully provide
inval uablelearning opportunitiesto thereader.

THE MOBILE COMMERCE
ECOSYSTEM

The mobile commerce ecosystem consists of
the end user, the content and portal, the appli-
cation devel oper, the mobile operator, the pay-
ment gateway, and infrastructure and device
vendors, as shown in Figure 1.

Theend user hasamobiledevicethat would
have basic voice and data capability. The con-
tent is information about the vendor of goods
and services(e.g., amovietheatre selling tick-
ets), accessed by the user through a mobile
portal. The application developer provides a
mobilecommerceplatformto the mobileopera-
tor or directly tothe content vendor. Themobile
operator provides the wireless network, and
markets various voice and data services to its
subscribers (i.e., the end users). The payment
gateway consists of a clearinghouse for pay-
ments via credit/debit cards, bank accounts,
and Internet banking. The infrastructure and
devicevendor providesthewirel essequipment
for the network and the handsets for the end
user.
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Thefollowing factorsaffect themobilecom-
merce value chain: lifestyle of consumers, ap-
plications developed to cater to that lifestyle,
marketing of those applications, network tech-
nology, and security.

LIFESTYLE

People in the emerging economies of Asia
spend alot of time commuting in public trans-
port. They usethis®downtime” productively by
getting work done through their mobile phone.
Thishashistorically led to therapid adaptation
of mobile phones in these markets, asis evi-
denced in the high levels of ‘SMS’ text mes-
sages used in Asia (Infocomm Development
Authority of Singapore, 2003) vs. developed
western nations like the United States. In con-
trast to their western counterparts, chances are
that consumers in a developing country may
never have used (or seen) a computer, and the
mobile is their first electronic device that is
used for communications (voice and data) and
as a “computer”. This convergence provides
theimpetusto emerging nationsto leapfrog the
developed world in mobile penetration and us-
age.

Inacountry likeIndia, at thetimeof writing
this book, the penetration of mobile phonesis
already morethan 10 timesthat of the personal
computer, and growing rapidly. The number of
incremental wireless connections added every
month has already exceeded the number of
landline ones. Many farmersin rural Indiaare
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