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Yearly revenues per subscriber in Czech Republic in USD
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SignificanceSignificance  forfor  thethe  economyeconomy  

 improvesimproves  employmentemployment  

 improvesimproves  GDPGDP  

  

ExampleExample: Marketing : Marketing spendingsspendings  by mobile network by mobile network operatorsoperators  

1992: Czech 1992: Czech telecomunicationstelecomunications  to SPT Telecom 10 mil. CZKto SPT Telecom 10 mil. CZK  

2000: SPT Telecom to Czech Telecom2000: SPT Telecom to Czech Telecom          250 mil. CZK250 mil. CZK  

2002: Czech Telecom to Telefonica O22002: Czech Telecom to Telefonica O2          500 mil. CZK500 mil. CZK  

2002: 2002: PaegasPaegas  to to TT--mobilemobile                  500500--600 mil. CZK600 mil. CZK  

2005/6: Oskar to Vodafone2005/6: Oskar to Vodafone              500 mil. CZK500 mil. CZK  
66  
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TermsTerms  

Landline,Landline,    

--  main line or fixedmain line or fixed--line line --  a telephone line a telephone line 

which travels through a solid medium, either which travels through a solid medium, either 

metal wire or optical fibremetal wire or optical fibre  
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TermsTerms  

Mobile network carrierMobile network carrier  

--  mobile network operator (MNO), also known mobile network operator (MNO), also known 

as carrier service provider (CSP), wireless as carrier service provider (CSP), wireless 

service provider, wireless carrier, mobile service provider, wireless carrier, mobile 

phone operator, or cellular company, is a phone operator, or cellular company, is a 

telephone company that provides services for telephone company that provides services for 

mobile phone subscribersmobile phone subscribers  
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TermsTerms  

PostpaidPostpaid  

--  on plan, tariff, tariff plan on plan, tariff, tariff plan ––  use and than pay use and than pay 

model. model. UsuallyUsually  period of one month and at period of one month and at 

least „base“ fee has to be paid.least „base“ fee has to be paid.  

PrepaidPrepaid  

--  pay and than use model. Doesn‘t involve pay and than use model. Doesn‘t involve 

obligation to pay if you don‘t use the service, obligation to pay if you don‘t use the service, 

usually doesn‘t require a contract.usually doesn‘t require a contract.  



1111  

Mobile commerce Mobile commerce --  definitiondefinition  

 Set of processes which result in financial Set of processes which result in financial 

obligation and where at least one part is obligation and where at least one part is 

executed via mobile technologiesexecuted via mobile technologies  

Mobile technologiesMobile technologies  
 Infrastructure operated by mobile network Infrastructure operated by mobile network 

carrierscarriers  
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MM--commerce applicationscommerce applications  

 ContentContent  servicesservices  ((sendingsending  ofof  messagesmessages, , dictionariesdictionaries, …), …)  

 MessagingMessaging  ––  sendingsending  SMS/MMS to SMS/MMS to customerscustomers  

 RemoteRemote  Access/Mobile Office (Access/Mobile Office (accessaccess  to to companycompany´́ss  intranet)intranet)  

 EmergencyEmergency  ServicesServices  (112, 911)(112, 911)  

 Video andVideo and  audio data audio data ––  usuallyusually  by 3G by 3G servicesservices  

 EntertainmentEntertainment  ––  gamesgames, , competitionscompetitions, , ringtonesringtones    

 TailingTailing  ––  purchasingpurchasing  oror  reservationreservation  ofof  ticketstickets  ((MobiticketsMobitickets))  

 FinancialFinancial  ServicesServices  ––  bankingbanking  andand  brokingbroking  

 PaymentPayment  ––  mm--paymentspayments  

 NavigationNavigation  ––  GlobalGlobal  positioningpositioning  systemsystem  

 Telemetry Telemetry ––  automaticautomatic  sendingsending  ofof  data data betweenbetween  machinesmachines  

 Marketing Marketing servicesservices  ––  SMS SMS inquiriesinquiries, , companycompany´́ss  logos, logos, collectingcollecting  ofof  loyaltyloyalty  
bonusesbonuses  via mobile via mobile phonephone  



1313  

Determinants of mDeterminants of m--commerce volumecommerce volume  

 Technlogies implementedTechnlogies implemented  

  

 Mobile phones penetrationMobile phones penetration  

  

 Services offeredServices offered  
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Technology Technology --  developmentdevelopment  

 ZeroZero  generationgeneration  

 FirstFirst  generationgeneration  (NMT)(NMT)  

 Second Second generationgeneration  (GSM)(GSM)  

 ThirdThird  generationgeneration  (UMTS)(UMTS)  

 FourthFourth  generationgeneration  

  

DisplayesDisplayes: : getget  largerlarger  and fulland full--colourcolour, , resolutionresolution  growsgrows  

ProcesorsProcesors: : getget  more more powerfulpowerful  

CapacityCapacity: : increasesincreases  

StandStand  by by timetime  isis  countedcounted  in in daysdays  
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Third generationThird generation  

  

 Much faster data transmission than beforeMuch faster data transmission than before  

 Therefore new services possibleTherefore new services possible  

 Devices of higher performanceDevices of higher performance  

 New services involve multiple parties New services involve multiple parties   
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Third generationThird generation  

deployment problemsdeployment problems  

 High price for licencesHigh price for licences  

 Low range (frequency usually 2100 Low range (frequency usually 2100 

MHz)MHz)  

 High initial costsHigh initial costs  

 Uncertainty of consumer acceptanceUncertainty of consumer acceptance  

 Uncertainty of killer applications Uncertainty of killer applications   
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Technologies available in CRTechnologies available in CR  

Standard 
Download speed 

theoretical 

Download speed 

real 

GSM 14,4 kbit/s 14,4 kbit/s 

HSCSD 115,2 kbit/s 43,2 kbit/s 

ISDN 1920 kbit/s 128 kbit/s 

GPRS  171,2 kbit/s 85,6 kbit/s 

EDGE  236,8 kbit/s 150 kbit/s 

CDMA2000 2457,6 kbit/s 300 – 1500 kbit/s 

UMTS  384 – 10 Mb/s  200 – 1800 kbit/s 
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PenetrationPenetration  

  

 Penetration is one of three determinants Penetration is one of three determinants 

of mof m--commercecommerce  

 Together with density of population Together with density of population   

            number of customersnumber of customers    

  determine ratio: determine ratio:   infrastructure costsinfrastructure costs    



PenetrationPenetration  in in thethe  CZCZ  
SIM SIM cardscards  in in thethe  CZ in CZ in thousandsthousands  

1919  



PenetrationPenetration  in in thethe  CZCZ  

ActiveActive  SIM SIM cardscards  and mobile and mobile phonephone  usersusers  per 100 per 100 inhabitantsinhabitants  in in thethe  CZCZ  

2020  



PenetrationPenetration  in in thethe  CZCZ  
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P oč et aktivníc h S IM karet vs . poč et pevnýc h linek

 (v tis ících, zdroj: Č TÚ a  operátoři)
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Market Market structurestructure  in CZin CZ  
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P oč ty aktivníc h S IM karet podle operátorů 

(v m ilionech, zdroj: operátoři)
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Market Market structurestructure  in CZin CZ  
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Č tvrtletní přírůs tky aktivníc h S IM karet  podle operátorů 

(v jednotkách, zdroj: operátoři)
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PostpaidPostpaid  vsvs  PrepaidPrepaid  in CZin CZ  
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P oč ty tarifníc h zákazníků a zákazníků s  předplac enými s lužbami 

(v tis ících, zdroj:operátoři)
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Prepaid vs. PostpaidPrepaid vs. Postpaid  

 PostpaidPostpaid  customerscustomers  are much more are much more profitableprofitable  

--  In 2008 Vodafone had In 2008 Vodafone had aboutabout  50% 50% customerscustomers  on on 

plansplans  (= (= postpaidpostpaid) and ) and thethe  ARPU ARPU ofof  themthem  waswas  966 966 

CZK CZK monthlymonthly. . CompareCompare  to ARPU to ARPU ofof  prepaidprepaid  

customerscustomers  342 CZK342 CZK  

 CustomersCustomers  on on planplan  are more are more likelylikely  to to bebe  loyalloyal  

--  ThatThat  isis  importantimportant  forfor  full portability full portability ofof  phonephone  

numbersnumbers  waswas  introducedintroduced    



PenetrationPenetration  in CZin CZ  
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Mobile phone users according to education (16yrs and older) 

University 

High school 

Vocational training 

Primary education 



PenetrationPenetration  in CZin CZ  
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Mobile phone users according to economical activity  

(16yrs and older) 

Student 

Employed 

Unemployed 

Retired 
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PenetrationPenetration  in CZ (2008)in CZ (2008)  

 Real Real penetrationpenetration  aboveabove  16 16 yrsyrs: 87,9 %: 87,9 %  

 16 16 ––  54 54 yrsyrs: 96 : 96 ––  98 %98 %  

 55 55 ––  64 64 yrsyrs: 87 %: 87 %  

 65+ : 45 % 65+ : 45 % womenwomen, 62 % , 62 % menmen  

2929  
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The start of use of mobile phonesThe start of use of mobile phones  

Age Cumulative 

frequency (%) 

13 10,5 

14 52,6 

15 92,1 

16 98,7 

17 99 



HowHow  do do wewe  use MP?use MP?  

 SpendingsSpendings  on on fixedfixed  lines are lines are decreasingdecreasing, on MP , on MP 

increasingincreasing  

 wwhilehile  pricesprices  ofof  callscalls  and SMS are and SMS are decreasingdecreasing  

 numbernumber  ofof  minutesminutes  usedused  increasesincreases  eacheach  yearyear  (2010: (2010: 

15 bil. 15 bil. minutesminutes) but ) but revenuesrevenues  fromfrom  callscalls  in 2008 and in 2008 and 

2009 2009 decreaseddecreased, 2010 , 2010 increasedincreased  (45.2 bil. CZK)(45.2 bil. CZK)  

 numbernumber  ofof  SMS SMS usedused  increasesincreases  eacheach  yearyear  (2010: 8.1 (2010: 8.1 

bil.) but bil.) but revenuesrevenues  go up and go up and downdown  (2010: 8.5 bil. (2010: 8.5 bil. 

CZK)CZK)  

 whichwhich  meansmeans  thatthat  operatorsoperators  yieldyield  more and more more and more 

fromfrom  data data servicesservices  
3131  



HowHow  do do wewe  use MPuse MP  

3232  

Network Network 

CarrierCarrier  

ARPU ARPU 

20092009  

ARPUARPU  

20102010  

% % ofof  post post paidpaid  

customerscustomers  

Telefonica OTelefonica O22  515515  459459  56,956,9  

VodafoneVodafone  529529  514514  52,152,1  

TT––MobileMobile  464464  415415  48,748,7  

 2010: 2010: averageaverage  spendingsspendings  forfor  defineddefined  consumptionconsumption  

basket in EU 16 E/basket in EU 16 E/monthmonth, in , in thethe  CZ CZ aroundaround  27 E/27 E/monthmonth  

        ((forfor  basket basket ofof  65 65 callscalls  and 50 SMS and a and 50 SMS and a fewfew  MMS)MMS)  



AverageAverage  priceprice  per per minuteminute  in in 

CZKCZK  
lightlight  blue: per blue: per minuteminute  chargedcharged  

darkdark  blue: per blue: per realreal  minuteminute  

3333  



AverageAverage  ARPU ARPU forfor  callscalls  per per yearyear  

in CZKin CZK  

  

3434  



AverageAverage  priceprice  per SMS per SMS sentsent  in in 

CZKCZK  

  

3535  



AverageAverage  overalloverall  revenuerevenue  per user per user 

in CZKin CZK  

  

3636  
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Country 1994 1999 2003 Country 1994 1999 2003 

Australia 881 594 429 Luxembourg 960 387 359 

Austria .. 515 646 Mexico 1570 199 197 

Belgium 1932 502 460 Netherlands 1543 380 463 

Canada 703 466 432 New Zealand 412 312 332 

Czech Republic 2965 437 227 Norway 488 277 381 

Denmark 462 378 371 Poland .. 363 208 

Finland 2995 485 533 Portugal 1176 332 395 

France 875 310 358 Slovak Republic .. 19 195 

Germany 1129 701 353 Spain 842 423 384 

Greece 215 402 392 Sweden 407 299 285 

Hungary 1021 477 254 Switzerland 1007 546 535 

Iceland 428 267 402 Turkey 353 86 114 

Ireland .. 486 458 United Kingdom 0 328 319 

Italy 886 292 331 United States 630 583 554 

Japan 3132 1056 932 OECD 917 537 454 

Korea 1232 311 396 
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WhyWhy  do do peoplepeople  use mobile use mobile phonesphones??  
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Social connectivity (Morley, 2003)Social connectivity (Morley, 2003)  

Mobile phoneMobile phone  (MP)(MP)  

intensifies intensifies the social the social 

connectivity of the connectivity of the 

owner. To have MP owner. To have MP 

means to be connected, means to be connected, 

to be a part of social to be a part of social 

network, to be available network, to be available 

everywhere by everywhere by 

everybody.everybody.  

When do I switch 

MP off (%) 

Never 
69,9 

Night 
17,8 

Other 
6,8 

Night + school 
1,4 

76 respondents between 1776 respondents between 17--  18, 18, 

20072007  
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Attitude toward MPAttitude toward MP  

1.1. If others had not have it, I would not have it If others had not have it, I would not have it 

tootoo  

  The determinant here is the social network, The determinant here is the social network, 

social connectivitysocial connectivity  

2.2. I am addicted to MPI am addicted to MP  

  Saves time, is personal, not to have it is boringSaves time, is personal, not to have it is boring  
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MP MP ––  strongly personal thingstrongly personal thing  

 Ishii, 2006: MP is not as much issue of Ishii, 2006: MP is not as much issue of 

mobility as issue of personalization and mobility as issue of personalization and 

localization.localization.  

  

  50 % of calls are made from home, 40 % from 50 % of calls are made from home, 40 % from 

work and only 10 % outside these placeswork and only 10 % outside these places  

  

  Mobility is matter of place, time, and contextMobility is matter of place, time, and context  
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Mobility: placeMobility: place  

 Physical motion from place to placePhysical motion from place to place  

Mobility: timeMobility: time  

 Results from physical mobility, means Results from physical mobility, means 

accelerating of processes, saving time, accelerating of processes, saving time, 

flexibility.flexibility.  

 MicroMicro--coordination,  softening of timecoordination,  softening of time  
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Mobility: contextMobility: context  

 Communication face to face has to comply Communication face to face has to comply 

with context: environment, particular situation, with context: environment, particular situation, 

mood. Mobile communication frees the mood. Mobile communication frees the 

participants of this.participants of this.  

    Case: SMS vs videocallsCase: SMS vs videocalls  

  

 Does mDoes m--communication mean greater or lesser communication mean greater or lesser 

freedom?freedom?  
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MobilityMobility  

 DisconnectivityDisconnectivity  anxietyanxiety  (Jim (Jim TaylorTaylor))  

 FeelFeel  ofof  safetysafety  ifif  in in reachreach  ofof  ownown  mobile mobile phonephone  

 OwnOwn  worldworld  in in thethe  pocketpocket  
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Domestication of MPDomestication of MP  

(Silverstone, Silverstone (Silverstone, Silverstone & Haddon& Haddon))  

 Innovation is a process, not a single eventInnovation is a process, not a single event  

Assumptions:Assumptions:  

 look behind functionlook behind function  

 (1) imaginativeness, (2) acquiring, (1) imaginativeness, (2) acquiring,   

  (3) materialization, (4) transformation(3) materialization, (4) transformation  
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MM--commercecommerce  applicationsapplications  

((characteristicscharacteristics  comparedcompared  to PC)to PC)  

1.1. Low initial costsLow initial costs  

2.2. Easy of useEasy of use  

3.3. Immediate useImmediate use  

4.4. Clear identificationClear identification  

5.5. LocalizationLocalization  

6.6. PenetrationPenetration  

7.7. DisplayDisplay  
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MM--business applicationsbusiness applications  

(forms)(forms)  

1.1. mm--PresencePresence  

2.2. mm--PaymentPayment  

 mm--BankingBanking  

3.3. mm--PurchasingPurchasing  

4.4. mm--ProcurementProcurement  

5.5. mm--ShopShop  

6.6. mm--AuctionAuction  

7.7. mm--CareCare  

8.8. mm--MarketingMarketing  
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MM--marketingmarketing  

(characteristics)(characteristics)  

 Form of direct marketingForm of direct marketing  

 Still in its beginningStill in its beginning  

 Any form of marketing activity via Any form of marketing activity via 

mobile phonemobile phone  
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MM--marketingmarketing  

(forms)(forms)  

1.1. SMS messagesSMS messages  

2.2. SMS competitions, voting, inquiriesSMS competitions, voting, inquiries  

3.3. Advergaming (via SMS, WAP, Java Advergaming (via SMS, WAP, Java 
games)games)  

4.4. Logos, ringtonesLogos, ringtones  

5.5. Bluecasting, cell  broadcastingBluecasting, cell  broadcasting  

6.6. Mobile taggingMobile tagging  
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Mobile TaggingMobile Tagging  

 A product bears a taggA product bears a tagg  

 User takes a picture of the tagg by mobile User takes a picture of the tagg by mobile 

phone phone   

 Application in mobile phone translates the Application in mobile phone translates the 

picture into unique ID code, connects to server picture into unique ID code, connects to server 

and provides link to webpages (or wappages) and provides link to webpages (or wappages) 

of product in questionof product in question  
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Mobile tagging Mobile tagging ––  2D code2D code  
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http://is.muni.cz/http://is.muni.cz/  
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User AcceptanceUser Acceptance  

 SurveysSurveys  

 Simple statistical methods (frequencies)Simple statistical methods (frequencies)  

 Structural modellingStructural modelling  
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NokiaNokia´́s survey (2002)s survey (2002)  

 88% 88% stated that they would be receptive to stated that they would be receptive to vouchers vouchers 

(for nearby shop) via push messages(for nearby shop) via push messages  

 31% would welcome such voucher31% would welcome such voucher  

 76% 76% would find it acceptable if the programs they would find it acceptable if the programs they 

viewed were punctuated with very short ads viewed were punctuated with very short ads   

 51% 51% would not see advertising as an intrusion if it would not see advertising as an intrusion if it 

were presented to them in the same way as on were presented to them in the same way as on 

television television   

 86% 86% agreed that magreed that m--marketing would be even more marketing would be even more 

widely embraced if seen as beneficial to the end user widely embraced if seen as beneficial to the end user   
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NokiaNokia´́s survey s survey --  conclusionconclusion  

 Choice Choice --  being able to decide whether or not to being able to decide whether or not to 

receive messages receive messages   

 Control Control --  being able to bypass sale messages being able to bypass sale messages 

easily easily   

 Customization Customization --  being able to filter the types of being able to filter the types of 

messages received messages received   

 Mutual benefit Mutual benefit --  getting something back in getting something back in 

return, i.e., a reduction in the cost of services return, i.e., a reduction in the cost of services   
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User acceptance of mUser acceptance of m--marketingmarketing  

(structural modelling)(structural modelling)  

 Studied with the use of Theory of Reasoned Studied with the use of Theory of Reasoned 

ActionAction  
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TRA model in useTRA model in use  
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TRA model in useTRA model in use  
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How to get new customers while the How to get new customers while the 

real penetration is 85 %real penetration is 85 %  

 In some countries (Germany) start up of virtual In some countries (Germany) start up of virtual 

providers focused on special segments (elders, providers focused on special segments (elders, 

low spending customers)low spending customers)  

 Another way is a deal with resellers (Australia)Another way is a deal with resellers (Australia)  

 The fastest and cheapest is to make new The fastest and cheapest is to make new 

plans/tariffs. Its side effect is also that the plans/tariffs. Its side effect is also that the 

prices are hard to compare, so the customer is prices are hard to compare, so the customer is 

not so price sensitivenot so price sensitive  



Data Data servicesservices, 3G, 3G  
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NumberNumber  ofof  accessesaccesses  to internet to internet 

accordingaccording  to to thethe  technology technology usedused  

  

6161  



Internet Internet accessaccess  via MPvia MP  

  

6262  

Web pages 

browsing 

E-mail Social 

networks 

(Facebook) 

Large data 

downloads 

On line 

radio or TV 
On line 

gaming 

VoIP calls 
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Data servicesData services  

 Recent way, how to squeezeRecent way, how to squeeze  more money more money outout  

ofof  mobile network usersmobile network users  

  

 Faster data transmitting enables to provide new Faster data transmitting enables to provide new 

servicesservices  

  

 Lack broadband internet connection in CRLack broadband internet connection in CR  
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Expected services in 3G networksExpected services in 3G networks  

(Milvard Brown survey, CR 2005)(Milvard Brown survey, CR 2005)  

0 10 20 30 40 50 60 70 

Portable travel guide 

Internet connectivity 

Mobile office 

Video call 

Push to talk 

File sharing 

Audio/video file download 

Push services 

Instant messaging/Chat 

Mobile (interactive) gaming 

Consumer 

Business 

People inquired claimed they would be spending approx. 480 CZK monthly People inquired claimed they would be spending approx. 480 CZK monthly 

for these new services)for these new services)  
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What services do you plan to use in next 12 What services do you plan to use in next 12 

months?months?  

  
Asia 

Pacific (%) 

Europe 

(%) 

North 

America (%) 

South 

America (%) 

Games 49 15 11 30 

Ring tones 73 20 27 25 

Music 55 15 13 28 

News 31 15 15 23 

Sports clips 29 12 10 13 

Multimedia images (images, 

screen savers) 
56 16 13 13 

Video clips or movie 

previews 
25 7 7 10 

Full feature films 11 8 3 8 
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What are the most important factors for you, What are the most important factors for you, 

when you are downloading content to your when you are downloading content to your 

mobile phone?mobile phone?  

  
Asia Pacific 

(%) 

Europe  

(%) 

North 

America 

(%) 

South America 

(%) 

Ease of payment 54 39 31 64 

Quick to download 58 30 30 15 

Immediate/timely content 

delivery 
46 30 23 22 

Ability to share content with 

friends 
60 44 17 38 

Ability to store content on 

the network 
25 12 14 24 

Ability to store content on 

mobile phone 
38 26 11 44 
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What services of mWhat services of m--communication communication 

do you use?do you use?  

  
payment for services or products 

personal navigation 

games 

music, radio 

GSM banking 

 
sending MMS or video to other phone 

 
uploading MMS or video to websites 

 
acquiring pre-paid information 

 
web surfing 

 

e-mail 
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What services do you use, 2009, 996 What services do you use, 2009, 996 

participantsparticipants  

9%

9%

11%

24%

27%

27%

44%

93%

98%

0% 20% 40% 60% 80% 100% 120%

GSM banking

WAP

Sending and receiving short videos

Listening to music

MMS

Gaming

Digital camera

Text messages

Voice services
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Tendency to buy via mobile phone, Tendency to buy via mobile phone, 

20092009  

16%

31%42%

11%

Resolutely YES

Rather YES

Rather NO

Resolutely NO
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Internet accessInternet access  

August 2009 Pages viewed Unique accesses 

Vodafone 12,667,104 34% 3,583,589 39% 

T-Mobile 9,169,329 25% 1,558,107 17% 

O2 14,905,582 41% 4,154,464 45% 

Total 36,742,015   9,296,160   
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3G content (offered since 12/2005 in ČR)3G content (offered since 12/2005 in ČR)  

 Big brother type of entertainmentBig brother type of entertainment  

 TV newsTV news  

 Traffic camerasTraffic cameras  

 Music downloadsMusic downloads  

 Online gamesOnline games  
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Thank you for your attentionThank you for your attention  


