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Abstract 

The development of mobile technologies offers new 

opportunities for service providers to create more 

sophisticated and value added mobile services. These 

new mobile services can provide a way to deliver 

various kinds of information to the customers or to 
work as an interaction channel between service 

provider and customer.  

This paper shortly summarized mobile technologies 

that can be used for creating mobile services for 

mCommerce. The paper also discuss about success 
factors for mobile services.  

Furthermore the paper introduces a case study of a 

mobile Customer Relationship Management (CRM), 

that attempts to evaluate proposed success factors.  

1 Introduction 

In OECD countries the number of mobile 

subscribers in year 2004 exceeded 700 million, while 

in the same year the number of internet subscribers 

exceeded 250 million [1]. In Finland over 90 % of the 

population uses mobile phones while penetration of 

internet users is over 70 % [2]. At the moment, most of 

the mobile services are quite simple SMS-based 

services, ring-tones, news, guidance for travel and 

location-specific services [3], but the tendency is 

towards more interactive services, collaboration 

between service provider and user. A strong growth of 

the mobile services is forecast for the business sector, 

while the awareness of the value adding mobility to 

front office applications is growing [4], [5]. 

Despite the wide variety and availability of mobile 

services, the adoption of more advanced mobile 

services has not been as fast as expected. Most of the 

used mobile services are based on SMS-messaging. 

According to [6] the mobile services can be said to be 

at the chasm, the pioneering and early adopters are 

using the services, but it has not spread to the masses. 

Evidently, there are several factors inhibiting the use of 

services, but two major reasons above all; the high 

pricing of the services and the low quality of the 

services [7]. Furthermore, there are still some technical 

restrictions and limitations, which prohibit widespread 

adoption and diffusion of mobile applications. Mobile 

devices still have limited bandwidth, unstable 

connections, low predictability, and lack of a 

standardized protocol [8]. Customers also prefer 

services which have connection to Internet services 

while customers are using “all the available channels, 

entering different ones to fulfill their needs at different 

stages” [9]. 

The aim of this research is to study the 

opportunities that new mobile technologies provide in 

customer relationship management.  

The case study described in this paper is carried out 

in Finland and therefore technical implementation is 

based on the current situation in mobile technology in 

Finland.  

This paper is organized as follows; chapter 2 

provides an overview on mobile technologies and 

infrastructures. Chapter 3 introduces a dimensions and 

framework for successful mobile services. A case 

study to validate the framework will be discussed in 

chapter 4. Concluding remarks will be given in the 

chapter 5. 

2 Mobile service technologies 

Mobile technology enables people to access digital 

information located in the Internet or get entertained 

also beyond the reach of stationary Internet access. The 

mainstream focus of mobile service researchers is 

called the anytime-anywhere principle: request for 

services by mobile users should be always satisfied in 

an unchanged and transparent way, regardless of the 

time at which the service is requested and of the place 

from which is requested [10]. 

In this paper mobile service refers to the use of a 

mobile terminal such as a mobile phones or a personal 
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digital assistant (PDA) and a mobile 

telecommunication network for delivering an 

electronic service for the customer.  

The term mobile application is often used together 

with the term mobile service. Mobile application refers 

to program code executed in a mobile terminal. 

In the mobile CRM-concept introduced in this 

paper, most obvious mobile terminals to use are mobile 

phones, so called Smart phones and Personal Digital 

Assistants (PDA’s).  

New mobile phones have been devised with color 

display, several megabits of memory, a long-life 

battery, wireless data connections and multimedia 

support. Almost all new mobile terminals are Internet 

enabled and supporting packet-switching 

communication network, such as GPRS. Mobile 

terminal technology has been summarized more 

extensively in [5]. 

Mobile networks are providing different 

communication channels accordingly to the needs of 

their subscribers. In the context of this paper GPRS-

network was considered as a main network technology. 

Mobile network technology has been analyzed in more 

detain in [5]. 

The implementation technologies for mobile 

services and applications have been compared in [5].  

Main alternatives for building a mobile service 

include Mobile Java (J2ME) applications, Messaging 

applications (e.g. SMS, MMS), Web/WAP-browsing , 

Windows and Symbian-based applications 

Perhaps most important considerations in choosing 

implementation technology for mobile services are 

ease of use of the service, compatibility issues, ease of 

development and maintenance, interfaces to the 

terminal features and number of supporting terminals. 

3 Characteristics for successful Mobile 

Services 

The success of mobile services is not only 

depending on technological maturity of mobile 

technology and the penetration of mobile devices. In 

the end, users decide the success of the services [5]. 

The predictions are hard to made, but there are certain 

factors has to be considered when developing a mobile 

services. This section overviews the success factors of 

mobile services from the user’s point of view.  

Mobile services should provide added value arising 

from the mobility of the new medium, for example the 

use of electronic services “on the move”. According to 

[11] key drivers for mobile market today are; 

• Ubiquity - communication anywhere, independent 
of the user’s location. 

• Reachability- a user can be contacted anywhere 
anytime or he can limit his reachability to particular 
persons or times. 

• Security- mobile security technology is emerging in 
terminal providing identification of the owner. 

• Convenience- devices store data, are always at hand 
and are increasingly easy to use.  

Enhanced functionality which is already partially 

available must support following factors [11][12]: 

• Localization of services and applications 
• Instant Internet Connectivity from a mobile phone  
• Personalization  

The value of mobile applications in business sector 

is studied extensively, since this significance of mobile 

business applications is predicted to increase in near 

future [5],[12][13]. Eight core benefits of the mobile 

business applications are summarized in [12]: 

Connectivity, Flexibility, Ubiquity, Location 

Awareness, Interactivity, Efficiency, Effectiveness and 

Business Transformation,  

In business application the accessibility, real-time-

access and updates and integration to existing systems 

are considered most important conditions for value 

added mobile services [13].  

In many cases mobile service is a part of a larger set 

of service provision. In such a context a critical issue is 

the degree of complementarity of mobile service i.e. 

how important role does the mobile service play in the 

total services provisioning from the customers point of 

view. 

4 Case study - A concept for mobilized 

CRM

The aim of the development of the mobilized CRM 

concept is to provide both customers and service 

providers better means for bi-directional interaction 

with each others anywhere and anytime.  

Mobile CRM is usually connected to SMS-based 

campaigns for approaching customer in order to have 

the customer to participate to a questionnaire or a 

lottery. SMS-based services has also been used to 

deliver the service for the customer e.g. in news and 

weather services. As requirements for more 

sophisticated services will arise, more advanced and 

interactive service-technology will be needed.  

This paper introduces an approach for mobilized 

CRM utilizing Mobile Java Technology.  

The main technical building blocks to develop a 

mobilized CRM concept are  

• Existing information systems  
• Mobile Service with  mobile application 
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• Customer database  
An abstract model of the mobilized CRM concept 

has been given in the Figure 1, which introduces the 

main building blocks of the concept. 
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Figure 1. Overview of the mobilized CRM 
Concept 

Most of the data and communication to be 

processed in the mobile CRM concept is somehow 

business related. Therefore it is natural, that the major 

source of information should be already in the existing 

information systems. Furthermore it will make 

business processes more effective if the same 

information stored in corporate IT is used for several 

purposes such as internet, intranet and mobile services. 

 The purpose of the mobile services is to transform 

the information in the IT-systems to suit to purposes of 

a person using the system when mobile. 

The customer database is utilized in order to 

provide personalized service for the end user. The 

existing customer databases will be advantaged as a 

basis information source for customer related 

information. Besides the basic personal information 

(Name, Address) the database consists information 

about special interest of a customer. This information 

can be utilized in providing better, personalized 

services or offering to the customer.  

In case of mobile marketing and in customer 

relationships the service provider needs permission 

from the customer before approaching him. Therefore 

acquisition and management of permissions are critical 

issues from service provider’s point of view. 

In the mobile end of the concept utilize emerging 

mobile technologies such as Mobile Java. This 

approach contains certain advantages but also some 

disadvantages. The amount of terminals capable of 

supporting mobile applications are predicted to be 50 

% of all terminals in the markets (In Finland) by the 

end of 2005 [14] . 

The approach of using mobile application has 

several benefits both for the customer and service 

provider. Main advantages of the mobile application 

are:

• Service provider can create a fully branded Mobile 
CRM-concept unlike in SMS-based solutions. 

• It provides an interaction channel for certain kinds 
of content and/or service provider. 

• It is unobtrusive and convenient to use, avoiding 
spam effect (The customer can control his own 
privacy).

• One drawback for using Java or Symbian based 
solutions may be the amount of the effort which it 
requires from the user in the beginning.  

The first field trials will be based on an existing 

electronic market place, called puntari [15]. 

Information stored in Puntari-databases will be 

provided to the customers mobile applications based 

on their preferences. 

Main components of the CRM-concept are: 

• Mobile application installed on a mobile phone,  
• Mobile Service (server application) 
• Database for user data.  

The aim of field trials of Mobile CRM is to study 

how users feel about using mobile services in 

interacting with businesses. More specifically the case 

study attempts to answer following questions: 

• What are the requirements for a user-friendly 
mobile-CRM-system? Especially we are interested 
in the customer’s reactions to application loading to 
the terminal, setting configurations for the service 
and general user experience of the service.  

• Do the users accept emerging mobile services in 
mCommerce and business? We are particularly 
interested in the customer’s reactions to the ease of 
use, trust, privacy and costs. 

• What kind of businesses suit the proposed mobile 
CRM-system? What are the expected opportunities 
and most obvious restrictions? 

• What are the best technologies for mobile CRM-
applications? What are the features and 
characteristics, that the users appreciate or detest 
most? 
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• How do customers feel about personalized services? 
What are the requirements for this kind of services 
and do customers have doubts about privacy issues? 

After the first field trials the concept is planned to 

be redefined to better meet the end user’s expectations. 

The research will then be continued by doing larger-

scale field trials using the redefined implementation of 

the concept.  

5 Conclusions

In this paper we discussed about mobile 

technologies that are available for developing and 

carrying out mCommerce operations. Based on the set 

of requirements and characteristics of successful 

mobile services, we also introduced a concept for 

mobilized CRM.  

The research continues by field testing the mobile 

CRM applications with a larger set of end-users. These 

field tests will be compared to other approaches such 

as SMS-messaging-based CRM. The first field tests in 

the Pear-project [16] have been SMS-based advertising 

campaigns which have been used to collect a profile of 

more than 20 000 customers. The results of these 

campaigns can be compared to future campaign based 

on mobile application. 
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