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Mobile City Moments

The project was about the development of
viable business models for mobile ser-
vices in Europe. The Mobile City Moments
project studied, prototyped and evaluated
one mobile service prototype for the cus-
tomer segment 55+ in four major Euro-
pean cities.

Main focus

Cities are the growth engines of the econ-
omy, and they need more efficient means
of service creation and adoption to fill the
gaps between demand and supply of in-
formation and communication for it's citi-
zens, especially during the transition from
the labour market to a life as a retiree or in
the urbanization context from country side
to the city or as an immigrant. Simultane-
ously, mobile handset is transforming from
a simple telephone into a sophisticated
information, communication and co-
ordination device, which should generate
customer value in terms of being available,
simple and safe to use by individuals and
groups in the city.

The MCM project produced one mobile
service prototype in four major European
cities (Barcelona, Helsinki, Santa Cruz,
Stockholm) resulting in a test-case of
whether the concepts of customer value
and niche markets will sustain the busi-
ness model rather than the concepts of
production economics and mass markets.

+ Business model analysis and framework
for group-centric network operator inde-
pendent services.

+ User experience research and group-
centred design of
service concepts
with  novel ap-
proaches to ser-
vice creation,
discovery and
adoption.

¢ Open interfaces
to service compo-

of smartphones, hybrid networks, and
web resources.

Approach

The project combined parallel efforts from
three competencies, organized in three
“groups” - business, technology, and user
research. Each team pursued a number of
key questions needed as essential contri-
butions for common conclusions:

+ What are the markets? - Understanding
the business opportunities for service
providers with focus on the 55+ segment
in Europe.

+ Where is the revenue and profit in using
mobile data services for a service pro-
vider in e.g. banking, tourism or public
transportation ? - Understanding and
creating new business models. Focusing
on the business customer needs instead
of telecom supply chains.

+ Which models to apply? — Current diffu-
sion and innovation models are Ameri-
can based, product based, and supply
based. They need to be augmented for
the European market, for niche markets,
for service-based markets.

+ What are the business strategies of dif-
ferent parties involved in service crea-
tion?

¢ What cultures, common believes, and
experiences that characterize the 55+
segment?

+How and when do groups of people
share experience?
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¢+ What terminals are people in the
55+ segment using?

+What are the strength and weak-
nesses of infrastructures currently in
use?

+ What is the role of future technolo-
gies, such as Push-2-Talk, WLAN in
phones, peer-2-peer(s), multicast,
L2

The project has used different ethno-
graphic methods in parallel to inter-
view and observe people in order to
arrive at a first understanding of the
underlying conditions for developing
the service. These approaches have
been combined with traditional sur-
veys in the field and multidiscipline
group working method called Quality
Function Deployment (QFD) taken
from the Six Sigma concept.

The picture below illustrates the pro-
ject's development of experiences
over time and where in Europe these
experiences evolved.

Achieved results

Our conclusions at the end of the
Project are:

Mobile data services intended as
sales and distribution channels for the
service sectors in Europe and their
customers (the end users) must be
managed in a transparent way by
mobile networks and terminals regard-
ing e.g. payment and mobile network
used by the end users. In a more
detailed specification like the follow-
ing:

¢+ The mobile service application, in
our case MCM TravelAid, must be
transparent on any mobile network.

+ The mobile service application must
be usable on any terminal.

+ The application must have context
specific service offers authorized by
the customer, i. e., the application
service provider.

+ The application must have a dy-
namically updatable service cata-
logue (a portfolio of services).

¢+ The application payment mecha-
nism must be independent of mobile
network and be able to access users
bank account.

+ The application must be able to con-
firm placed service orders by a plan-
ning module / calendar.

¢ The application must have a feed-
back channel for users experiences
of service delivery.

¢+ The application must meet user
need of safety, planning and control.

+ The application must send confirma-
tions on all reservations and fees to
be charged on the tourists bill.

The conclusions regarding future
technology are that the mobile net-
works should function as transparent
pipes, and the mobile device limita-
tions on battery life, display quality
and processor capacity must be over-
come in order to make mobile ser-
vices usable, not mention valuable.
Mobile browsers will hypothetically
replace mobile network services.

There is no basis for believing that our
conclusions are compatible with exist-
ing institutional set-up in the telecom
market but that new, intermediate
actors are in need for mobile services
in Europe to be realized. The equip-
ment manufacturers and the operators
of telecom networks appears not to
willingly allow change in the direction
trading an increased market for lower
margins.
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EUREKA

Future Research as recommended
activities

+ Business research on the creation of
new markets.

+ Business research on the role of the
regulator in the creation of new mar-
kets.

+ Business research on the creation of
specific value constellations in the
field of mobile services in Europe.

¢ Ergonomic’s research on context
specific man-machine interfaces for
handheld terminals for outdoor use,
e.g. noisy environment or for termi-
nals used in full daylight.

¢ Ergonomic’s research on the rela-
tionship between design choices
and user learning curves.

Future Recommendations

+Mobile services price-setting
must be transparent to create a
potentially viable market for mobile
services.

+ The development of mobile services
needs to start with the customer of
mobile services (with business de-
mands) rather than producer of the
terminal (technical capabilities).

Impact

The project has developed a deep
understanding the niche market 55+,
and demonstrated business and ser-
vice opportunities  within this large
and growing market. The tour industry
are interested in gaining access to
their customers mobile handsets to
raise both the quality in their service
offers but also to widen their contacts
with the market.

However, the results demonstrate the
limited feasibility of mobile services
covering all of Europe at this time —
badly designed handsets for elderly
people, non-transparent services,
nationalistic telco interests et cetera.
The project has identified these critical
business hurdles for the success of
mobile services for the 55+ market,
and has been able to initiate a discus-
sion across different business players
early enough to develop options to
overcome them. One potentially very
interesting market it the establishment
of an operator-independent payment
system for Europe.

The project shows the potential of a
niche business for mobile services at
European level , a potential that in all
probability needs to be exploited by
new service intermediaries.

The consequences for the 55+ cus-
tomers to the service sector in Europe
is that they can use any mobile on any
network to get access to these ser-
vices.




