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Abstract

Can the transformation from E-Commerce to M-Commerce in E-Business customers be likened to the advent of the Internet almost 10 years ago?  Many experts in the field of technology say a resounding yes.  In addition, these experts state that the impact of mobile business (m-commerce) will be very evident within the next four years.  The largest impacts will come from technology, but in the short term, the impact will be directed by the consumer.  It is the desire of the consumer to be able to transact business from anywhere, at any time, for any purpose that drives the premise of mobile commerce. 
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ANALYZING THE TRANSFORMATION FROM E-COMMERCE TO M-COMMERCE

 IN E-BUSINESS CUSTOMERS


The last decade of the 20th century was accented by the proliferation of the Internet.  An entire generation of Americans has now grown up with the idea that www stands for “we won’t wait”. This mind set has moved so far along, that the once enjoyable trips to the malls and shopping centers have been replaced by online shopping in the comfort of the home or office. The largest increasing retail sites in the US are listed in table 1 below, with comparative shoppers numbers from the month of November of 2000 and 2001.

	Table 1 - Growth in E-Commerce

(U.S., Combined Home and Work shopping trips (000) omitted)

	
	November
2000
	November
2001
	

	Columbia House
	  7,958
	 25,386
	219%

	fingerhut.com
	  3,300
	  8,051
	144%

	overstock.com
	  6,215
	 12,894
	107%

	officedepot.com
	  5,222
	 10,003
	 92%

	apple.com
	 10,322
	 17,642
	 71%

	bestbuy.com
	 13,735
	 22,389
	 63%

	hp.com
	 17,043
	 26,067
	 53%

	staples.com
	  5,609
	  8,509
	 52%

	amazon.com*
	133,197
	198,822
	 49%

	circuitcity.com
	  6,346
	  8,950
	 41%

	*includes ToysRUs
Source: Nielsen//NetRatings (Pastore, 2002)



While the decade of the 90’s demonstrated great change is how Americans accessed information and purchased goods and services, it is the first decade of the 21st century that is on the cutting edge of technology.  A still almost infant-like process called e-commerce is being challenged by the even more flexible service titled m-commerce. Time-conscious consumers are no longer content with shopping for goods and services from a desk top computer, now this necessity of the American economy is being conducted wherever possible by an ever growing number of consumers.  Will it continue?  Will the inroads made by electronic commerce during the last 5 years of the 20th century be eroded by mobile computing (m-commerce)?  Is there a transformation from e-commerce to m-commerce in e-business customers?  Answering these questions is the task ahead. 

Methodology

     The methodology employed is qualitative in nature, using secondary sources of information. Resources for this paper were secured through the following areas:

     ABI/INFORM a database of business information for more than 30 years. ABI/INFORM contains content from thousands of journals that assist a researcher in tracking business conditions, trends, management techniques, corporate strategies, and industry-specific topics worldwide.  The database was accessed through the Proquest portal located on the Karl E. Mundt Library homepage (www.departments.dsu.edu/library).  Karl E. Mundt Library is on the campus of Dakota State University, Madison, SD. In addition, resource searches were limited to periodicals with a 1999 to current data range, and from peer reviewed publications only.


Significant research was also conducted through the website cyberatlas.com. The site provides statistics and Web marketing information.  CyberAtlas was chosen due to the up to date information that is available at its website. Since its inception in 1996, CyberAtlas has amassed numerous awards. Major Web sites and Internet sources cite CyberAtlas as the place to begin your online research. (cyberatlas.com, 2002) 


The website etforecasts.com was a valued source of information regarding the demographics of e-commerce and m-commerce users.   Dr. Egil Juliussen is founder and President of eTForecasts, a market and technology research and forecasting company specializing in the PC and Internet industries.  He has regularly written columns and papers for computer publications and makes presentations, seminars and lectures in the U.S., Japan and Europe.  He received B.S., M.S., and Ph.D. degrees in electrical engineering from Purdue University. (etforecasts.com, 2002)

The Internet


Internet usage continues to grow, and while it may be considered a mature phenomenon in some countries of the world, including the United States, the Netscape browser will not be 10 years old until 2003. The growth potential of the Internet lies is Asia, the Pacific Rim, and Latin America. There is a caveat here however, that being that the wired infrastructure is not present, and would be cost prohibitive to install, or in some areas geographically impossible.(Barbero, 2001) 


Actual and projected numbers of Internet users as reported by eTForecasts are as follows:

Table 2 – Internet Usage

	Year End Projections
	2000
	2001
	2002
	2004
	2005
	2007

	USA Internet Users
	135
	145
	169
	193
	214
	236

	Asia – Pacific Users
	N/A
	115
	N/A
	357
	N/A
	612

	W. Europe Users
	95
	126
	148
	208
	246
	290

	Worldwide Users (Millions)
	414
	533
	673
	945
	1174
	1460

	(Juliussen, 2001 & 2002)
	
	
	
	
	
	


According to Graham T.T. Molitor, vice president and legal counsel for the World Future Society in his article “5 forces transforming communications” published in the September/October 2001 issue of the Futurist magazine; it is the technological change over the next five years in the telecommunications industries that will wreak dramatic results for the presently estimated 673 million world-wide users of the Internet.  (Molitor, 2001)  Molitor’s five forces include:  

Force 1 Optical Transmission
The speed of optical transmission is reaching over 12 trillion bits per second calculations in IBM lab testing.  Contrasting this with the fact that 1 trillion bits per second (terabit) communications are now in use.  Furthermore, the 1 terabit speed allows the Internet to deliver 200,000 average-sized books, 200 million fax messages, 660,000 videoconferences, or 20,000 television channels in just one second. As Molitor stated, “this is an age of near-instantaneous communications. (Molitor, 2001)

Force 2 satellite communications

It is estimated that over the next ten years there will be one hundred forty billion dollars ($140 Billion) worth of satellite launches.  The additional payloads will improve satellite services and lower costs which will lead to more widespread use of wireless communications. (Molitor, 2001)

Force 3 wireless and mobile communication devices

The devices have evolved just like the personal computer from cost and technological standpoints. The U.S. nationwide penetration of mobile phones is 35% which is far below European countries. (Molitor, 2001)

Force 4 broadband digital technologies.

Molitor terms this the bottleneck, as at the time of this writing there was a distinct need for additional bandwidth, and when it is delivered, it will be a force in driving wireless Internet forward. (Molitor, 2001)

Force 5 the Internet itself


The first four forces make up the backbone of the future of the digital system as opposed to the present analog system.  Making it possible to access the Internet at any time from any where for any purpose, will actually drive the first four forces into being. (Molitor, 2001)

E-Business Models


“It is true that many Internet startups have failed, but high failure rates are commonplace when launching new businesses in most sectors of the economy.” (Eisenman, & Hallowell, & Tripsas, 2002)


What is an E-Business model?  A synthesized definition can be that of a how a company will make money, what will they sell, and to whom will it sell. (Eisenman, & Hallowell, & Tripsas, 2002)


In the book, Internet business: models text and cases Eisenman and his associates describe in detail eight separate and distinct business models that are utilized on the Internet. The list includes:


Internet Access Providers – These are the businesses that connect the consumers and the businesses


Online Portals – These are the businesses that provide navigational support also termed an infomediary, they provide the informational link between the customer and the business.


Online Content Providers – These models use the Internet to distribute copyrighted materials and entertainment content.


Online Retailers – This model actually sells consumer goods that are shipped to the customer after purchase. They are the modern day catalogs of retail goods.


Online Brokers – The model that addresses the issue of investing money by establishing a relationship with a broker via the Internet.


Online Market Makers – This is an E-Business model that helps facilitate the information gathering process.  The Online Market Maker is in business to gather buyers and sellers at one site.


Networked Utility Providers – The model that addresses the utility programs that augment the Internet and desire to increase the satisfaction of the user when using the Internet. These programs go beyond the normal e-mail and browsing programs.


Application Service Providers (ASPs) – This business model allows users to utilize application software. (Eisenman, & Hallowell, & Tripsas, 2002)


Given the breadth of the aforementioned E-Business models, it is prudent to focus on one such model.  The model selected for this task is that of the Online Portal (Infomediary).  It is noted that by late 2000 the global network that is the Internet consisted of over 2.7 billion webpages. It was only natural that portals emerge to help guide the user through the maize.  Portals quickly have become the most heavily used E-Business model.   (Eisenman, & Hallowell, & Tripsas, 2002)


The Online Portal (Infomediary) E-Business model has continued to evolve, seeing the success of the Infomediary model; businesses have created what is termed an e-consortium.  The e-consortium brings together the strengths of individual businesses to create an online entity where the individual strengths can be better leveraged as a whole for creating higher future value. (Plant, 2002)


The Online Portal E-Business model uses a three step process for cultivating its growth, the three steps are:

Acquiring new users

Turning new users into repeat visitors

And finally, monetizing user traffic (generating revenue) (Eisenman, & Hallowell, & Tripsas, 2002)


As evidenced by Table 3 located on the following page of this paper, Online Portal businesses must have the statistics to back up the fact that the user is selecting their respective site as an infomediary.  It is through these statistical analyses that step three of the process, monetizing user traffic is realized.

Table 3 – Operating Statistics of Online Portals

	PORTAL
	UA
	Reach(%)
	Page Views
	VPP
	PPP
	Time

	AOL Website
	48.1
	57.3
	2,197.4
	7.0
	46
	0:29:23

	Yahoo!
	44.8
	53.5
	5,575.6
	8.3
	124
	1:07:04

	MSN
	33.2
	39.6
	2,853.2
	8.4
	86
	0:48:23

	LYCOS Network
	22.8
	27.2
	998.1
	3.3
	44
	0:16:40

	EXITE@Home
	20.6
	24.6
	943.1
	4.4
	46
	0:27:29

	GO Network
	18.1
	21.6
	669.8
	3.7
	37
	0:22:58

	AltaVista
	12.8
	15.3
	420.8
	3.6
	33
	0:14:58

	Ask Jeeves
	8.4
	10.0
	162.5
	2.5
	19
	0:11:05

	GoTo.com
	5.8
	6.9
	49.7
	2.1
	9
	0:04:35

	Google
	3.1
	3.8
	78.6
	3.2
	25
	0:08:22


UA = Unique Audience, the number of different individuals that visit a website over a specific period of time Reach = the percentage of online individuals that accessed a specific website over a specific period of time Page Views = the number of times a webpage is requested over a specific period of time VPP = Visits per person, PPP = Pages per person
(Eisenman, & Hallowell, & Tripsas, 2002)


Why the demand for Online Portals (Infomediaries)?  The Internet is a loosely structured medium.  It puts many potential vendors in front of every shopper and many potential shoppers in front of every vendor.  This proliferation of choice creates confusion.  Savvy guides, a.k.a. Infomediaries have sprung up to help vendors and customers find one another to transact business online.  (Friesen, 2002)  In addition the fact that the Internet exceeds 2.7 billion webpages also is a cause for the demand of Online Portals.

E-Commerce Facts


“Growth in E-Commerce, spurred by travel, continues to be the bright spot in the Internet economy.”  (Cox, 2002)


According to Nevin Cohen, PhD, and senior analyst at eMarketer, “The steady growth we are seeing in sales in the result of several factors, as the online population grows, it becomes more diverse.  In addition, long-term Internet users feel more comfortable shopping online, and do so from more locations.” (staff, 2002)


In defense of Dr. Cohen’s position, the Nielsen//NetRatings found that online spending reached a high of $8.3 billion in December of 2001.  Fourth quarter sales figures for E-Commerce increased 34.4% over previous quarter figures.  Nearly 75 percent of surfing adults spent time online shopping, comparing prices, or gathering product information online during these time frames.  This is a 22% increase from the year 2000.


Dr. Robert Plant of the University of Miami, Coral Gables, Florida terms this growth to be the fulfillment of his postulate, “The Internet Service Value Chain.”  The value chain is a 4 part strategy that is similar to the process in building an Online Portal E-Business model.  Dr. Plant’s value chain consists of:  Customer Acquisition, Customer Support, Customer fulfillment, and Customer Continuance. (Plant, 2000)  It can be hypothesized that the Internet and the E-Businesses that are conducting E-Commerce have begun to reach Customer Continuance on Plant’s value chain.  It is the sign of a medium that is starting to reach maturity and acceptance.


Facts to further support the issue that E-Commerce as an industry is accelerating come from the article E-Commerce On a Roll by Beth Cox:


U.S. consumer sales topped $17 billion for the first quarter of 2002, a record for this time frame


Online Retail gains during this time frame were about 41 percent higher than 2001


Online orders grew by 33.9% this past quarter from 68.29 million purchases in 2001 to 91.47 million


The average online sale increased from $120 dollars to $127 dollars


BizRate.com has forecast total online purchase for the year ending December 31, 2002 to be at $51.48 billion compared to actual sales in 2001 of $35.87 billion (Cox, 2002)

Issuing a caution amidst the sea of optimism is John Voeller.  Voeller is the Chief Knowledge Officer / Chief Technology Officer for Black & Veatch Corporation, a leading global engineering, construction and consulting company; he stated in early 2001 that in order to rush with the embrace of E-Commerce, that too many E-Businesses “touted Electronic Commerce as a new way to make money, save money, and save time.”  (Voeller, 2001)

This action by many companies contributed to the financial struggles of technology companies that occurred due to the fact that companies that design, develop, engineer, and construct technology are ignoring hundreds of advances that could produce beneficial long-term results for their firms.  (Voeller, 2001)

To this end, Voeller targeted 25 such technologies that companies should be embracing.  One among the 25 is the concept of communication via Broadband wireless connectivity.  “In enterprises that devote considerable resources to fieldwork or to rendering services, changes will occur in all phases and methods.  The changes wrought by the cell phone, the fax and the radio will pale in comparison.”  (Voeller, 2002)

To accentuate Voeller’s point further, an article by Amir Zoufonoun in the Communication News states that any solution to wireless must offer both demonstrable productivity improvements and a rapid return on investment (ROI).  Business will demonstrate a period of austerity during near term quarters so this might slow parts of the networking industry except where wireless is concerned because compelling cost savings can be realized through coming wireless innovations.  (Zoufonoun, 2001)

Wireless has the potential to streamline business processes, connect us more closely, and reduce communication time.  These can be great achievements that add real value to a business’s bottom line. (Ellerman, 2002)

M-Commerce 

M-business or m-commerce refers to mobile or wireless connection between customers, employees and the business.  Consumers have become mobile customers with cell phones, laptop computers and to a more limited extent with PDAs (personal digital assistants). (Shulman, 2000)

Does m-commerce represent a quantum leap over e-commerce?  For many business clients, it will not; here is why:

There are practical constraints on wireless technology, PDAs and cell phones cannot supply the same quality of Internet access as PCs.  Narrow bandwidth and small screens still broadly limit functional capability.  Clients comfortable with basic e-commerce applications, corporate portals, e-catalogs, online credit card transactions while seemingly a good target for m-commerce because they already can think in terms of what the Internet enables may consider m-commerce just another trip over Niagara Falls in a barrel. (Friesen, 2002)

In order to address the functionality issues addressed by Friesen, the U.S. government must clear the way for allocation of the frequencies needed to support both the investment in dollars and growth of third generation standards of wireless communication.  With this said, Shulman also stated that m-business is for real, and if companies have a strategic business plan, it must reflect the implications of m-business on your company and your customers. (Shulman, 2000)

The Pentagon has agreed to shift some military communications to other frequencies, freeing up space in the airwaves for advanced mobile phones and other wireless gadgets, the Bush administration announced on Tuesday, July 23, 2002.  The plan is a victory for telecommunications companies that want a bigger piece of the airwaves to offer enhanced services such as streaming video and high internet access to phones, handheld computers and other mobile devices. (AP wire, 2002)

This is the news that telecommunications companies that desire to take the lead in the wireless revolution have been waiting for.  They can position themselves as being innovative and at the forefront of the advanced technology, giving them substantial marketing leverage.  (Barbero, 2001)

Returning to the business model of the Online Portal (Infomediary), G. Bruce Friesen in his article published in June of 2002 in Consulting to Management states that, “Infomediation is now a mature phenomenon.  Adding cell phones or PDAs to the mix of Internet-access technologies will have some effect.” (Friesen, 2002)

Delving deeper into Friesen’s position by looking once again at the Customer Continuance portion of Plant’s value chain (Plant 2000), and the concept of monetizing user traffic of Eisenman (Eisenman, & Hallowell, & Tripsas, 2002), the new m-commerce medium in which to access the Online Portals from any where, at any time opens up a new income stream from experienced e-commerce customers who now wish to utilize these services through the m-commerce business tool. 

Stated another way, Dr. Asuman Dogac, Professor and Director of the Software Research & Development Center in the Computer Engineering Department at Middle East Technical University if Ankara Turkey said, “We believe that mobile clients will benefit from a much higher level of personalization.”  (Dogac, 2002)

M-Commerce can do more than increase e- business, it can also be the catalyst that could pull the Information Technology industry out of the two year slump it has been in according to Dan Caterinicchia writing in the Assessment Journal, “Wireless, from cellular phones to web-enabled handheld devices, is undoubtedly one of the hottest issues in information technology (IT) and that has many chief information offices (CIOs) in the hot seat.” (Caterinicchia, 2001)

Is m-commerce just another fad?  M-Commerce as popularly defined by the use of PDA or cell phone is actually the visible tip on a much larger iceberg which is the ongoing physical redistribution of commerce within society. (Friesen, 2002)


From a purely statistical standpoint, m-commerce while slow to take root in the U.S., has been demonstrating much more acceptance worldwide:

Table 4 – Wireless Internet User Share

	Year End Projections
	2000
	2001
	2002
	2004
	2005
	2007

	USA Internet Users
	1.32
	4.5
	10.4
	27.9
	39.0
	46.3

	Asia – Pacific Users
	N/A
	34.8
	N/A
	50.9
	N/A
	60.4

	W. Europe Users
	7.5
	13.9
	39.8
	49.6
	68.3
	67.0

	Worldwide Users (Percent)
	9.6
	16.9
	33.5
	41.5
	62.1
	58.5

	(Juliussen, 2001 & 2002)
	
	
	
	
	
	



The wireless Internet has been a disappointment in the United States due to three reasons, one being unrealistic expectations, two being the availability of bandwidth, and third being the strength of the U.S. wired infrastructure.  These were not the case in other areas throughout the world, especially in Japan, China, and Korea.  Data for this evaluation was compiled by Dr. Juliussen from over 50 countries and major regions of the world.  (Juliussen, 2001 & 2002)

M-Commerce Concerns

A partial cause of the problem in the U.S. is the fact that our cell site density is among the lowest in the industrialized world.  Germany averages 35 sites for every 100 square miles, while in the U.S. we have only 2.3 sites to cover every 100 square miles. (Shulman, 2000)

For m-commerce opportunities to work, information must be reformatted to fit both the smaller screen sizes and the speeds at which large files such as pictures are transmitted.  The result will be a comparable display of the information without the color and design attributes that we associate with good Internet sites.

It can also be expected that a transition from portals to vortals will commence.  In effect, the Online Portals will not just display the requested information as they have done so well with the wired network, but the data will be changed to voice, and the information will be read to the user via cell phones or some other mobile devise.  A vortal would read your email.  (Shulman, 2000)

To meet these new informational needs, business intelligence must be brought to wireless computing.  Here are the central challenges:  No single standard for mobile devices and most organizations cannot standardize on one device.  Bandwidth, speed and viewing limitations require highly summarized information.  Mobile devices get and send information in different ways.  Wireless connections are not 100% dependable. (Corcoran, 2001)

Losing a cell phone connection in mid-sentence is a fact of life in today’s wireless world, and it is just as true for wireless computing as for voice communication.  (Corcoran, 2001)

In his Assessment Journal article of 2001, Caterinicchia echoed Corcoran by describing that the key ingredients in making the wireless Internet successful are, “transmission speed, coverage, compatibility with mobile devices, security and application integration.” (Caterinicchia, 2001)

Industry is at work in response to the above mentioned concerns, but everything takes time, it is estimated that it will be 2004 to 2005 before the super-fast 3G networks and accompanying application breakthroughs will be ready for implementation.  The 3G wireless technology promises speeds of 144 kilobits per second in moving vehicles and up to 2 megabits per second for those in fixed locations. (Caterinicchia, 2001)

In addressing the security issue, many wireless users who have a virtual private network (VPN), has data that is very secure.  A VPN is strong encryption and cannot be easily broken by a casual interloper. Moreover, as wireless becomes ubiquitous, security will become a larger issue.  (Anonymous, 2002)


Another positive statement is that made by Iain Gillott in his Aril 2002 article in Communication News, “Wireless and mobile solutions have moved nearer the top of the CIO’s “to do” list, with more attention being given to cost issues. (Gillott, 2002)

M-Commerce Results To Date

Results of the wireless Internet to date are mixed.  The current mobile landscape resembles the first generation Internet in the early 1990’s.  The concerns on wireless are the same as ten years ago; bandwidth, interoperability, and limitations of present equipment highlight the aspect of history repeating itself.  (Leung & Antypas, 2001)

The difference between 2002 and 1992 is the vast experience that is now present in dealing with the issues of designing and implementing a new technology in to mainstream use. (Edwards, 2002) 

Many companies are not waiting for new technology; they are proceeding forward with their strategic plans of implementing the wireless Internet and m-commerce.  Among the pioneers are:

The Governors Office for Technology (GOT) in Kentucky which recently added wireless messaging to the executive branch’s e-mail capabilities. The key ingredients to making the wireless Internet work are transmission speed, coverage, compatibility with mobile devices, security and application integration.  (Caterinicchia, 2001)

Union Bank of California with its 241 offices throughout the state extended wireless communication to its diverse base of 125,000 401 (k) clients, giving them access to their accounts with PDAs and web-access cellular phones. (Anonymous, 2001)


Royal Caribbean’s Radiance of the Seas is a floating LAN as an onboard antenna connects this shipboard LAN to the world via satellite. (Friesen, 2002)


Amazon.com and FTD.com let the customer order books and flowers via PDA.  (Friesen, 2002)

As evidenced by Table 3, less than 5 percent of wireless customers are using Internet services, while in Japan 31 percent are.  Yet, 46 percent of U.S. mobile phone subscribers have home Internet access and with that access comes high expectation for a wireless web facility. (Shulman, 2000)

In business everyone wants to know how he or she will get a slice of the m-commerce action.  For those developing the technology affordability means profitability.  If the phones are too expensive, if the telecom companies charge too much per minute, if the vendors price their goods and services too high for impulse and convenience buying, then we will never share in the Japanese success story.  (Anonymous, 2001)

What will spur the growth?  Staying with the conservative theme that is evident in the business world today is:

Increased productivity of mobile employees

Realize a higher return on investment (ROI) from existing IT infrastructure by expanding their functionality beyond the confines of a wired LAN. (Edwards, 2002)

Wireless computing is here to stay.  By 2003 according to the Gartner Group, more hand-held devices will be connected to the Internet than personal computers.  (Corcoran, 2001)


Given the potential growth of wireless communications, it is predicted that enterprise spending on wireless services in the United States will double over the next four years reaching Sixty billion dollars ($60 billion) by 2006. Subscriber base is projected to grow from 37.5 million to 67.5 million business users during the same time span.  (Edwards, 2002)

Conclusion


Morris Edwards, communications and network consulting manager for International Data Corporation (IDC) has targeted what he terms as four tiers of users, both personal and business for wireless Internet use, they consist of:

Tier 1 – voice based

Tier 2 – basic Internet and text e-mail

Tier 3 – fuller Internet experience, personal information management, full e-mail access, intranet/LAN access, data transfer capability, and multimedia services

Tier 4 – streaming media added to Tier 3 (Edwards, 2002)


Expansion of m-commerce for the Online Portals will be experienced at Tier 3.  Edwards continues in his article to state that, “by 2006, 31% of all business users will be in Tier 3 or 4. (Edwards, 2002) This bodes very well for the prospect of increased Online Portal revenue through m-commerce means.  

     M-Commerce is not viewed in the same way that E-Commerce was viewed four years ago, that being the salvation of many venture capital funded dot com companies.  M-Commerce is actually looked upon as the catalyst to increase lagging network expenditures that will breathe new life into the struggling old line technology companies.  It is estimated that in the United States alone that spending on wireless services will reach in excess of $60 billion dollars by 2006.  Some of the spending coming from a projected subscriber base growing from 37.5 million to projections of over 60 million during this same time frame.(Edwards, 2002)

U.S. penetration rate for cell phones stands at 30%, compared to 60% in the Scandinavian countries.  (Barbero, 2001)  Given this fact, projections are pointing toward continued growth in the cell phone penetration rate in the U.S.  This is not a mature market; there will be growth in sheer numbers of users.


“62 million people will use wireless to connect to the Net by 2003 and the Stategis Group predicts that 25 million users will want cell-phone access to services like news and sports headlines, stock quotes, email and online shopping.”  (Dogac, 2002) 

    These positive points not withstanding, Gilda Raczkowski reported in her article Mobile Ecommerce: Focusing on the Future that M-Commerce is immersed in a dilemma very familiar to the dot com debacle of 2000.  Connections are skyrocketing, but m-commerce is stagnant. (Raczkowski, 2002)

     In 2001, The Yankee Group predicted by 2003 that consumers would spend $50 billion dollars a year shopping from their cell phones, with transaction fees being the main source of revenue.  This has proven to be an unattainable figure, as according to a survey prepared by A.T. Kearney, year end 2003 M-Commerce revenues will reach only $7.7 billion dollars.( Raczkowski, 2002)

     The missing of the Yankee group projection by this exponential number demonstrates lackluster consumer demand, a shaky business model, the high cost of infrastructure development, and has lead to bankruptcies of leading wireless companies such as World Com and SNAZ with many others facing the same fate. (Raczkowski, 2002)

     Even with history repeating itself so soon economically speaking with m-commerce, business owners see benefits to m-commerce that do not exist with e-commerce, namely increased productivity of mobile employees, higher ROI of existing technology investments, and the fact that the consumer is more savvy when it comes to alternate forms of commerce. (Edwards, 2002)

     “After years of hype, the entire wireless industry is rethinking the future of m-commerce.”  This statement from Raczkowski demonstrates the fact that m-commerce still holds merit, but that companies are not willing to focus solely on the idea that m-commerce is a substitution for e-commerce. (Raczkowski, 2002)  
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