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Mobile Lifestyle
You have seen and heard a lot recently about mobile lifestyle – images of someone paying for soft drinks with a mobile phone or doing day trading from a laptop while sitting in a plaza in Rome.
The vision is simple and powerful: people being able to communicate, work, or play anytime, wherever they are. The reality depends on the creation of a “mobile ecosystem” of technologies and standards, commercial applications and services, and of course a pervasive wireless infrastructure.

Steps to a Wireless Tomorrow

Powerful, dependable clients – Mobile devices must be easy to use, secure, light and easy to carry, with design features to suit the user’s needs and personal tastes. They must work reliable wherever the user takes them, and they must have the power to access and support robust, secure applications

Predictable, pervasive connectivity – Early wireless devices and networks had limited coverage and range. For full mobility, users must be able to connect easily, regardless of device or location, and they must be able to roam without interruption across wireless networks and hotspots in their homes, schools, businesses and public spaces.

Mobilized applications – Security concerns and ease of use issues have limited the adoption of mobile services in the past. The mobile lifestyle requires a new class of applications that use location and user profile information to securely deliver customized, personal service to users across a diverse array of devices and networks. 

Paving the Way

Powerful social, technological, and commercial factors are driving the movement to a mobile society. The proliferation of digital devices and popularity of the Internet are leading people, from students to business executives, to expect information everywhere and anytime. Voice and data are becoming integrated into mobile platforms, and higher capacity wireless communications standards such as 802.11X, GPRS, UMTS are vastly improving user experience. Growing numbers of wireless LAN “hotspots” in public places and wireless LANs in homes and businesses are increasing users’ desire for full-time connectivity.
Powerful, flexible mobile devices – Some technology providers are developing technologies that will enable device manufactures to create sleek, highly mobile new products that allow for flexible interoperability. Others bring together technology for notebook computers, based on a new CPU and chipset micro-architecture and integrated wireless capabilities as well as features designed to enable great battery life, thinner form factors, and outstanding mobile performance. 

Integrated wireless connectivity – Through research, development, and industry collaboration, technology providers are helping developers give mobile users the flexibility to move smoothly among networks in their businesses, homes, and public spaces. Leading manufacturers are using new technology and products to create devices that offer secure, reliable wireless internet access. Mobile subscribers browse the Internet in color, get e-mail on the move, and access multi-media messaging and location-based notebook PCs, cellular phones and PDAs to be continuously connected, authenticated, secure and easy to use across different types of networks, from LAN and WAN to 2,5/3G and GPRS-enabled networks.
Anytime, anywhere applications – The technology industry works together in building platforms, applications, tools that allow developers to easily deliver services and content across wide array of devices and networks. Location-aware computing initiatives will developers and service-providers to quickly build services that enhance the mobile user experience with information such as maps, local services, payments, traffic control or weather alerts. New multi-media technologies will open new dimensions in mobile computing, enabling developers to create immersive 3D worlds on the mobile devices.
Free At Last

The mobile future is within reach. Industry leaders are bringing their resources, expertise, and commitment to change the way we work, play and live. New technologies and standards provide the foundation to create powerful new devices, simple and reliable connectivity, and innovative mobile applications that will give users freedom and flexibility to connect and interact anytime, anywhere. And finally, we can take it with us. The only question is, where will I go?
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New Challenges for the Service Industry

Customer-based Strategies for a Wireless World: Mobility – the convergence of wireless communication and global positioning technology – is about to change the way we interact with our friends, families and customers. 

Next generation technologies such as broadband wireless networks, mobile devices, and on-demand audio and video, will make possible a plethora of content-rich entertainment, information and location-based services accessible anywhere, anytime.

The alliance of mobility and one-to-one business strategies creates a win-win situation. It offers businesses new opportunities to develop richer, more profitable relationships with individual customers. Through the mobile channel, companies can make on-the-fly, one-to-one offers that get results because they are responsive to a customer’s specific needs, at a specific time and location. On the B2C side for example, a customer may travelling through Europe and need to find a hotel room for the night. He could easily enable his mobile device to locate nearby hotels in his price range. Aware of his request, hotels could immediately respond with a tailored offer based on his previously expressed needs and preferences. The result: the customer receives a personalized experience at a fair price, while the hotel chain builds loyalty and achieves greater share of customer.

Scenarios like this one represent the tip of the iceberg. We believe that the marriage of mobile technologies with one-to-one strategy will offer unprecedented opportunities in both B2C and B2B. Companies that begin integrating mobility enhance their ability to build Learning Relationships with their customers, thus energizing their retention and growth strategies.

As mobility proliferates over the next decade, we foresee a number of new business models arising in response to customers’ increasing need to synthesize and understand new torrent of data, and to protect, control, and broker the use of their personal information. The focus of this white paper is to take an in-depth look at these potential business models.
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Figure 1. B2C and B2B applications

Today, customers using nascent mobility services are likely to subscribe to a provider’s proprietary network. These customers are limited to a set of specially formatted information, entertainment, safety and commerce services. Under this scenario, the network provider stores and controls the use of industry watches is that closed systems like OnStar and AT&T’s planned wireless portal will give way to an open architecture where customers will select from hundreds of service providers. Similar to an ISP, customers would pay a subscription fee for a mobile data connection, and then be free to add the services of their choice. Separate vendors might provide navigation services, online games, and customized news and information. To enable disparate services to work with different entities called communication control centers, or CCCs (such as Belgium-based Smartmove) would act as conduits between service providers and devices.

Our vision: A Prospective Model of Mobility

Our vision moves a step further beyond this view. As the technology matures and mobility services become increasingly vital to customers, individuals will likely be willing to provide detailed personal information to further customize the experience. Customers will also be bombarded by information request as competition for personal data among wireless advertisers intensifies. In response, new business models will arise to help customers leverage their best advantage. For the purposes of this paper, we have identified six components of mobility that either today or will develop over the next decade (see figure 2).
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Figure 2. Overview six components mobile communications

The Six Components
Portal Device – The Portal Device is the hardware interface to the user’s mobility services. These hybrid devices will contain, at minimum, a wireless data/communication link and global positioning technology. More advanced devices might feature voice recognition, multimedia view screens, audio output, and computing capabilities. The device could be integrated into vehicle or held in the palm of one’s hand. With the rise of Bluetooth wireless connectivity, the device could synchronize the user’s personal data with other electronic devices. Last, while the portal device will contain key pieces of local content, such as addresses and schedules, most data will be accessed online via a wireless Internet connection.

Portal Software – Portal Software allows the user to access his or her information and mobility services in a convenient manner, while providing an interface customized to the particular portal device (vehicle based vs. handheld). The portal software remembers user’s location when accessing the information, and customizes the interface accordingly. Portal software developers today (such as Yahoo and OpenWave) will face competition from software giants like Microsoft, and from start-ups who will embrace more and more of customers’ daily mobility needs (American Express, HMO’s etc.).

Infrastructure Providers – telecommunication firms that are building broadband wireless networks in Europe, the U.S. and Asia – will continue to grapple with a complex set of issues surrounding the potential commoditization of their services. To be sure, translating the needs of their customer bases into efficient access capabilities will become a capital-intensive effort for most providers. These investments will not be offset by mobility subscriptions alone, driving providers towards new, incremental revenue streams.

We believe the location requirements of the portal device – in addition to the costs associated with multiple types of information a customer may be trying to access – will give the infrastructure players the opportunity to embed themselves both the data and the customer within the mobility value chain.

A key battleground will be the development of standards: not just technical standards of data transmission, but also the cultural standards. Exactly what information should be transmitted and shared, as well as when and where it is transmitted, will also hinge upon accepted social standards and practices. A simple example is the ability to block voice transmissions within a concert hall or restaurant, yet allow the customer access to text-based data, such as short messages and the like. Infrastructure providers will also have the opportunity to extend themselves into the area of transactions.

Content Providers – Third-party Content Providers will allow customers to access mobility services, or wireless versions of existing offerings. Today in the U.S., OnStar provides drivers with vehicle diagnostics, status reports, and navigation and concierge services within their proprietary networks. In the near future however, content providers like AOL Time Warner could augment the experience with streaming audio, video, text, games, and wireless Web access.

While the B2C applications are fun to contemplate, even this early in the game. B2B opportunities hold an even greater promise. According to the Cutter Consortium, 57% of the nation’s workforce will be mobile by 2004. Services such as fleet optimization and mobile work force management could slash billions in costs and generate enormous revenues from subscription fees, customer retention, and cross-sell / up-sell opportunities.

Transaction Provider – As mobile commerce becomes increasingly prevalent, third-party Transaction Providers will emerge to help customers leverage the benefits of mobility. Acting as ‘financial caddies’ these entities will extend their reach beyond simply executing mobile transactions to intelligently guiding customers purchasing habits based on their location and needs. For example, if a customer is shopping for a pair of sneakers, the transaction provider has the capability to direct him to the sporting goods store that has the item in stock in the customer’s preferred size, style and price. With the help of such ‘financial caddies’ consumers would have an angel on their shoulder to help determine if the purchase is being made at the right location, at the right time.

The ‘Data Aggregator Agent’ – Today, the mobility customer is required to part with a great deal of sensitive information – financial data resides with banks, medical information with insurance providers and telematics call centers, and user preferences often collected by e-tailers, OEMs and others. As the increasing demands of marketers and service providers for customer information begin to clash with privacy concerns, we believe that new entities called Data Aggregation Agents (DAAs) will emerge. DAAs will consolidate and control outside access to the customer’s personal information – a key element to protecting privacy and fostering the trust that’s vital to building profitable customer relationships. DAAs will help building ‘read the customer’s mind’ providing the customer with relevant and timely offers while protecting individual privacy. The result is a deeper understanding of the customer that foster greater loyalty and leaves competition out in the cold.

A customer might choose a DAA when he signs up for his first mobility service. It could be in-vehicle telematics, wireless internet, or even interactive television. The customer would register basis profile and preference information in order to receive customized content; and as he adds new mobility services, he can simply link them up with his existing DAA. Over time, the customer could add more and more information. He might even choose to synchronize his daily schedule with the DAA in order to receive fast food schedule only during lunchtime. To facilitate mobile transactions, he may also allow the DAA to link certain financial data. The customer should be required to add each piece of information only once. In this manner, the DAA would learn from the customer on a continual basis (see figure 3).
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Figure 3. Customer data aggregated and controlled

The DAA and the Future
For those companies seeking deeper relationships with their customers, the DAA presents a compelling opportunity. The challenge for these businesses will be to gain the customer’s trust before their competitors do. Armed with the ability to identify, interact with, and anticipate the needs of their Most Valuable Customers, businesses can realize significant increases both in loyalty and in revenue per customer by offering products and services in accordance with individual preferences. They can also realize savings by aligning marketing resources to their best customers rather than advertising to the masses.

Once a company gains access to a customer’s DAA, a powerful competitive advantage is created. After all, why would customers need to do business with another online bookstore, restaurant, or mobile transaction provider when Amazon, Starbucks, and American Express, for instance, already give them what they want, when they want it? The companies that are first to gain the customer’s trust by safeguarding her personal data while offering relevant and timely offers – and thus build ‘share of DAA’ – will ultimately be in the best position to generate the ROI they seek.

The Five A’s in DAA
Aggregator – As you might expect, the basic function of a data aggregation agent would be to act as a central, online storehouse for a consumer’s personal information. Once activated, the DAA would gather and update medical records, financial information, phone numbers, and other personal data from online sources and by synching with the portal device. The DAA would also collect publicly available data, ‘scraping’ items like maps, yellow pages and stock quotes from online sources, to be utilized during a mobile interaction.

Customers would be in complete control of their private information, which would no longer reside with dozens of service providers. Customers could grant or deny access to third parties with a path of a button or a simple voice command, or add additional layers of data security such as complex firewalls and redundant storage facilities. With control of his data, a customer could open a brokerage account from the comfort of his car; and rather than completing the application himself, he could allow the broker to pluck the data directly from his DAA. If he was in the mood for coffee and a pastry, he might allow nearby restaurants to ‘surf’ his stored preferences in order to send him a personalized offer. And of course, if the customer wished to switch to another DAA, the existing provider would be required to make the transfer and erase the information from its data warehouse (see figure 4)

Agent – On the flip site, the DAA would also act as a filter on behalf of the customer, discouraging advertisers from sending inappropriate, irrelevant offers. In a wide-open, wireless world, customers will require their DAAs to shield them from mobile ‘spam’, while sending through messages that truly respond to their needs. While this is bad news for mass marketers, proper use of DAAs will allow one-to-one organizations to single out their best customers and prospects, concentrating their efforts on customizing products and services that meet each customer’s individual needs.
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Figure 4. Data Aggregator Agent (DAA) uniting public and private data

Anticipator – Once DAA access is granted, vendors and service providers would be able to anticipate the customer’s wishes, Savvy business could not only deliver services that are ‘made to order’, but with the right data they could surprise and delight wanted, thereby taking the customer relationship to the next level. For instance, if a customer allowed an airline access to his dietary records when purchasing a ticket, it could arrange to serve a vegetarian or kosher meal on the flight, without the customer ever having to ask.

Agnostic – The DAA would be both vendor and device agnostic. As an independent entity, no business would have preferential access to customer information over another. Because the DAA works for the customer, and not for individual vendors or service providers, all suitors would have the same opportunity to vie for the customer’s business. Existing within an open architecture mobile environment, the DAA would have to be compatible with any mobile or vehicle-based device.

Automatic – The DAA would work in the background, running behind the scenes facilitating a mobile transaction. Little proactive instruction from the customer would be necessary.

What should Your Company Do Next? 
Despite the fact that mobility has not reached high saturation levels for consumers yet, it must be considered as a communication channel of growing importance, and one that requires strategic considerations in exchange for large potential payoffs. Firms seeking to develop relationships with mobile customers must ask themselves two questions: First, how will mobility change my organization’s current customer-based strategies? Much the same as a call/contact center or the Internet, mobility is a growing channel through which companies will increasingly interact with customers; and as mobile interactions and transactions steadily increase, mobility will continue to gain momentum in the CRM space. Second, executives must ask themselves how mobility can produce new revenue opportunities for their organizations.

As a communication medium replete with customer data, mobility allows firms to maintain a high level of interaction with customers, proactive and reactive. The result: countless opportunities to build and leverage loyal relationships with customers. Understanding how mobility allows your company to provide more complementary products and services that align with your customers’ needs opens the door to increased, incremental ROI. We’re working with organizations to understand the impacts of mobility on a firm’s customer-focused strategy and that firm’s core competencies. The goal is to turn those understandings into a measurable and profitable strategy that will bring first mover advantage to your existing CRM efforts.
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