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Abstract

The first-generation mobile computing enabled agaivoice and no data, the
second-generation enabled digital voice and sonta tlze third-generation will
enable digital voice and high-speed data, the togneration should enable IP
based voice and multimedia data. Then fifth-gemnematvill involve all of the
above, but the devices (as we know them) will bagidisappear and computing
and communications should start making a leap twisible or ubiquitous
computing.

The core issue for market players now is determinethe evolving nature of the
wireless market in terms of users, focusing in ipakar on the re-thinking of
market segmentation, according to new parameteis$ tanthe interpretation of
users’ needs.
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1. Introduction

This paper aims at identifying some crucial drivefsmarket change that will
follow the evolution beyond the third generation wireless communications
(herein after named 3G): key market players willrbquired not only to show
technological leadership, but also the capabibtynterpret and influence change,
build coherent market scenario and develop adedusmess models. This will
be fundamental for the survival of enterprises imgd in such changes.

The first-generation mobile computing enabled agiadovoice and no data, the
second-generation enabled digital voice and sonte tthe third-generation will
enable digital voice and high-speed data, the lfiegeneration should enable IP
based voice and multimedia data. Then fifth-gemamawill involve all of the
above, but the devices (as we know them) will begidisappear and computing
and communications should start making a leap wasiinle or ubiquitous
computing (Lessig, 2001).

“The Authors: L. Dainesi §§ 2, 3, 4, 6; A. Zucche§g 1, 5
strategy and Business Development Manager Vodafimaitel Italia (info@vodafone.com)

" Full Professor of Marketing, University of Pavanfonella.zucchella@unipv.it)

Edited by: ISTEI University of Milan-Bicocca ISSN: 1593-0319

Dainesi Lele, Zucchella Antonella, Marketing in &ss Context, Symphonya. Emerging Issues in
Management (www.unimib.it/symphonya), n. 1, 2002, §6-81

http://dx.doi.org/10.4468/2002.1.06dainesi.zucehell
66



© SYMPHONYA Emerging Issue in Management, n. 1,200
www.unimib.it/symphonya

The study made use of the convergence betweennéttesand wireless
Technologies, focusing on business and social itspaklillions of people
throughout the world will be linked together wheyegrowing computing power
and individual communication devices will jointlyquuce an exponential effect
on both connection and computing possibilities. Thee issue for market players
now is the research on the kind of services thii@urth- and fifth-generation
mobile communications revolutions will be driven by

The paper is structured according to the threeessuhich appear to be most
relevant for the scope of the research. The fmst the core one is determined by
the evolving nature of the wireless market in terofsusers (demand-wise
analysis), focusing in particular on the re-thinkiof market segmentation,
according to new parameters and to the interpogiaif users’ needs according to
a new perspective that we named generational agprddne nature, behaviours
and needs of the so-called wireless (Y-erlésg@neration (evolution of the most
popular generation X) are considered accordinglye $econd one refers to the
changing structure of the wireless industry (suggdtle analysis), with the growth
of new market players and the competitive re-positig of existing market
players along value chains and value systems Haatge their features radically.

The third and final part of the paper regardsatstfic options presented to
market players in new scenarios of demand and gupplthis framework, we
highlight the relevance of a strategic marketingrapch coherent with the new
scenario: the emerging concept of contextual memies$ the theoretical ground of
such approach (Dainesi-Zucchella 2002).

Evolution from post-industrial to information soigieand to knowledge economy
entails a radical re-definition of strategic issuesncepts, and business models:
information exchange will be in the core of econonprocesses. Emerging
technologies and communication devices beyond 3IGcwallenge the curreny
structure of market players and their industryrimtaries so that creating value for
the new customer profiles will require the adoptairhighly innovative strategic
marketing tools.

2. Defining an Invasive Scenario beyond the Third Generation Mobile
Communications

Digital technology is permeating our lives as nelefore. In recent years, the
Internet has indeed catalysed the creation of anauny where everyone will be
connected to everyone else: firms with firms, firmgh customers, and people
with people.

Wireless market users are many more than intersetsuand, moreover, they
show different approaches to the uses of technedogin Italy there are
approximately 45 million of mobile phone users agaionly’ 11 million internet
users. In Europe the ratio of mobile versus inteusers is about 3 to 1 (62% and
27% of the population respectively) and in Japahere the mobile market growth
started later- the ratio is 2 to 1. Consideringsthaumbers helps us in trying to
identify potential convergence paths in the gladzanario (Rheingold, 2002).

In the outlined framework we can hypothesise thegmssive growth of new
needs strictly connected with mobility issues, vehaccess to information will be
dominated by new conceptual schemes adopted by &ind of user.
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New technologies and, in particular, ITC-based dees to pervade everyone’s
life and not only those of business organisation$ @nsumer market niches as it
happened before. This seems particularly trueentineless market perspective, as
numbers in the mobile phone market suggest. Mghdlitd pervasion issues will
dominate the scenario, in which the major issueMoeless market players will be
the research on ‘which’ services third-, fourth-dafifth-generation mobile
communications revolutions will be driven by anbdoee all, ‘how’ it will happen.

An emerging problem challenging market players hie turrent and, most
importantly, in the emerging ‘beyond 3G’ scenasahe approach to technology
by the a large number of users. In fact, at theinm@gg of these processes,
technological skills where in the hands of markiehes who possessed them in
depth. Apparently, the capacity to use new techgietoextends to a wider and
wider market segments range, but the challengirsgieisfor firms offering
innovative high tech products and services is #a amount of technological
skills in a large population. At the moment, altgbuthe majority of users make
use of technologies, they ignore most of the pdgss and potentialities they
offer. (Ellul, 2002).

In a technological framework of ‘beyond 3G’ natutee gap between users’
understanding and exploitating technological opputies could be even more
dramatic, thus preventing firms from a full econorekploitation of products and
services offered. In the near future, a new digdalide is thus potentially
emerging: it will not separate users from non udewus highly intensive users from
non intensive users, where the term intensity sef@t only to the frequency of
use, but it refers particularly to the range ofsuaed to the degree of consciousness
and exploitation of technological opportunities.

Mobility and pervasivity issues, combined with anezging new digital divide,
are three relevant drivers of strategic changechbbth challenge the capacity of
market players to provide innovative answers amtdearoporarily disclose broader
opportunities for managing customer relationshipd delivering more value than
competitors.

Accordingly, this scenario opens many new oppotiesifor customers wishing
to leverage new technologies for their particutdetiests, not only to do different
things but also to do them differently, in termsohsumption or usage.

The debate in WWRF 2082(Dainesi-Zucchella 2002) confirmed that the
development of a purely ‘technical’ vision, focugifor example on new network
concepts or radio interfaces, will not be suffiti€Buch a technical view must be
put into a much wider context:

- auser centred approach, looking at new ways e@fsusnteraction with the

wireless systems;

- new services and applications introduced by neWrtelogies, and;

- new business models that could prevail in the &tuwvercoming the

traditional hierarchy of user- service provideetwork provider.

3. An Interpretative Model for the Wireless Market: the Y-erless Generation
(The Demand Side)

In the last few years, new communication needs getseand people worldwide
manifest similar attitudes towards technologiesstGmers have high expectations
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when it comes to ubiquity of access points, trarspay of information,

personalization of offerings, relevance of promsio neutrality of advice,

connectivity with peers, elimination of interrupt@ All these features are
considered a common frameset among different tdobies, just like mobility

issues, user friendly customer interfaces, intevagnodels that do not require any
particular, or tedious training processes, fasgl-goiented actions with explicit
consequences (the message has arrived to degtirato people read it). They
learn to interact ‘through the medium’ and ‘withettmedium’, day-by-day

(Hoffman and Novak, 1995). Firms learn, day-by-d&y, offer to customers

innovative ways of such interactions.

The flow of innovation becomes part of everydag.liirms have over-produced
interaction models and respective services, fromt ¢b browse, from search to
push.

The result is an information-overload scenario thi&n brings confusion and
anxiety among customers. Customers search for aoegpaable to moderate
complexity and define standards for interoperapiliamong ubiquitous
technologies. They also appreciate integrated antpatible technology offerings
(Dainesi and Formento, 2000).

Interaction and interoperability are conditions fordiscussing technology
innovations among peers. The possibility to use a@&xgloit new devices
effectively is the leadership knowledge within twmmunities of interedt

Interactive customers are difficult to differenéiain traditional segments. We
suggest a lifestyle analysis that will take intonsideration the degree of
consciousness and the exploitation of technologysipdities. We have coined
the’Y-erless Generation analysis’, using The Rhelitg Brainstorms Community
debate segmentation: MTV guys, parental and prioiiesak climbers (Rheingold,
2000). Each of these groupings has an affinitydftierent content types.

They have been described below, proposing an asdigsn a generational point
of view, rather than adopting the technological ofalifferent services/devices.
We move from the marketing idea that today peomereomads’ in their approach
to technological innovation (Dainesi, 2001), sinee believe they go where value
lies. The value is the personal satisfaction ofrgwveew desire in terms of auto-
realization, self-expression, sharing of valuablginmns, simplification and
amplification of life being and life style.

(A) MTV Guys® They are not clearly defined by age segmentatiiteria.
They are predominantly teenagers —25 millions inr&&ln countries- but among
them we can also identify people belonging to 40/88r age group, or 5-10 year
age group (a new group cluster extraordinary isterg on the demand side) and
especially not only males (classical segmentatiaméwork of tech-teenagers) but
also females.

Being in most cases financially dependent, theyt datfiil their wishes as they
would in terms of intensity of consumption and rnegens with the financial
source (family) are frequent. They don'’t like teaiss their consumption drivers
with no-peer representatives (parents) and whewy steat working, they quickly
lose the mood of purchases experimentation theg tsdave. Above all, being
literate in technologies and innovations, theyaten personal consultants to other
people in the process of consumption decisions,@lsside private walls.
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Their usage of wireless services, voice and dataery intense, particularly for
entertainment and communication services like SM&ynloadable games, chat,
email and other infotainment environments. A patic sub-cluster —easily
identifiable in terms of age, economical, cultueadd social characteristics- is
represented by techno-funs, heavy users of conéertsnformation on ubiquitous
gizmos, especially wireless ones.

(B) Parental Mature people are the majority of the populatism millions
approximately- they love shopping, nurturing thenilg, privileging quality of life
also to testify their status and lifestyles. Theg 8MS and MMS moderately but
have a lot of money to spend continuously tryingitaplify and upgrade their life
status.

Parental are often concentrated both on job andsehodhey are fully
concentrated on status attributes that goods anates propose, following desires
that belong to Maslow’ pyramid secondary level,vgito needs (Maslow 1954).
Firmly entrenched in nurturing the family, they a@nditioned by TV models of
self-realization (divas, VIP, social winners) andsg political and social activities.

Within this group, we can find a lot of sub-clusteespecially women based.
Women are eminent representatives of this groupthgnks to the growing
importance they have reached in society, both lipand private spheres. Their
major need is time management, balancing home ankl Me. Mature people will
be leaders in upcoming innovations in domotics efligent houses) and
automotive thanks to the purchase capability, said rationally allocated.

(C) Professional Climbers In the short term, Professional Climbers are the
most interesting segment for the wireless markbeyTare —20 millions- EU busy
professionals. They represent executives in firedso( hi-tech) where they work
hard, every single day. Being ultra-organized gmehding a lot of time out, they
consume everything (high-tech gadgets like PDA, RDWDs, etc.) that may be
useful for their objective: reaching professionadls.

Table 1: Lifestyles, Fruition Model and Purchase Propensiigh-Tech)

MTV guys Parental Professional climbers
Fruition Fun oriented: Consumption Goal oriented: working
model communication, oriented: groups, sensitive

entertainment infotainment, information retrieval

research of status

Purchase High massive Medium High selective
propensity
(high-tech)

o Why all this care? People belonging to the Y-arl@gneration are
almost 47 million people in Europe (out of 390l people), 90
million in the U.S.A. (out of 272 million peoplefda50 millions in
Japan (out of 126 million people), according te tAmerican ‘Census’
and other statistics (http://www.geographic.org).

It is interesting to note that, in January 2002¢rid were 103 million
mobile phone users, aged 5 to 24. This group aludt&MTV guys will
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have risen by 47% within a couple of years. Théést) growth markets
will be in the USA and Canada, with China followiright behind.

Europe and Japan offer the greatest opportuniteseixploring more
effective marketing campaigns based on establishedr bases,
Parental and Business Climbers technology-awaresdme markets,
where general penetration is high, namely ItalystBgal, Germany,

UK, Spain, France, Netherlands, Greece, Chinaaimdl Japan, almost
90% of MTV guys and group cluster of Parental @hlielder teens’,

own a mobile phone and some other integrated devide DVD

players, email pager/PDA.

We can argue that the three ‘Y-Gen’ segments dfereintiated for:

age attitudes;

lifestyles;

values requested in product/services/technologies;
financial resources available for new technologies;
purchase fulfilment models.

Furthermore members of every segment are inter@stestthnology innovations
for different purposes . We can draw some conchssio

the most interested in wireless technologies -aigh-tech in general
improvements- are people belonging to MTV guys amate over to the
group cluster of ‘babies’ (5-10 years group) buwédifficulties with
fulfilling their needs;

men are more interested than women in technologioalvation;

people who can buy freely, consider wireless marggbropositions a new
way of spending money and having fun, but interap#ity among
ubiquitous technologies is the killer app;

people who can travel a lot are much more intetestevireless marketing
initiatives that can organize their life better;

new gizmos have to be sold for new services todsslubut customers do
not respond to new products over night. The avehagelsets life in Europe
Is two years, suggesting handsets churn of 25%a($hirky, 2001);

gizmos will be much more ‘stupid’ (dumb technol®idecause ‘Y-gen’
don’t need to understand the technical featuregHmutisage possibilities of
different technologies.

price elasticity will be low for high-spending segnts (Professional
Climbers) and very high for MTV guys.

On top of that, all the different lifestyles’ segm® have the following
characteristics in common:

nomadism in the approach to technological innovati¥-gens’ go where
value lies;

similar attitudes towards technologies and themseguences on lifestyles:
‘Y-gens’ consider interaction and interoperability pre-conditions for their
adoption;

looking for companies able to moderate complexitgt define standards for
interoperability among future ubiquitous techno&sgi
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- 'Y-gens’ are modern prosumers who pretend to udent@ogies able to keep
them at the centre of their world of values;

- as the psychologist Mannheim (1986) states, itak age that assembles
members into the same generation, but the same drivers to approach
the world, evaluating life goals, accepting soca&lolution. Y-erless
Generation shares ideas, like the importance asgoadization, ‘my own
utility’, the ethical value of ‘sharing’, the impiance of ‘social acceptance’,
‘open-source’, ‘the reputable group of refereeke, e

- they are trend establishers, with a way of lifet influences the society in
general.

4. A Generational Approach

In ‘Growing up digital’ Don Tapscott talks abouketNetGeneration, eighty-eight
million offspring produced by 85 million baby boorse

NetGeneration guys have eclipsed their parent&za and impact, the youngest
of these kids are still in their early adolescermeg the eldest are just turning
twenty (Tapscott 1999). What makes this generatiifierent from the previous
ones is not just its demographic trait, but ithe first one to grow up surrounded
by digital media. Computers and other digital texbgies, such as digital
cameras, are common place to NetGeneration membeey. work with them at
home, in school, and they use them for entertainmércreasingly these
technologies are connected to the Internet, anrehipg web of networks which is
attracting a million new users monthly.

Tapscott’s work on the Net-generation provides @otétical ground for our
research, because it was very important for thduéwo of lifestyle’s theory,
although he always speaks about a group of pegpiecipally young North-
Americans with only echoes in Europe and in Japarnthermore, he talks mainly
of Internet heavy users, indeed a considerable surob guys, but always a
techno-fun segment with respect to the whole pdjmmamarket. Tapscott's
NetGeneration is not a generation in itself, it ladocial interest but not social
impact. By social impact we intend actively drivenanges in the society as a
‘whole’. The Y-erless Generation has an impact erdy on its members but on
every member of the society affected by such values

While using technologies, today people modify theeywhey perceive themselves
in relation with others, social aggregation drivare altered, hierarchical models
are re-shaped (Axelrod, 2001). In our frameset-@irféss Generation we move the
analysis in a globalised frameset and we neednwdstrate the worldwide ‘focus
change’ from specific segments to a solid genemnatio

When we think of one generation -and not only ajnsents- we consider a
largely accepted set of values useful to evalutgedrive consumptions and take
ethical decisions. Analysing segments and clustéry’-erless Generation we
observed the phenomenon of technology social aacegt not exclusive of some
segments, but common to all three and without ggmigcal or demographic
limitations. We are unable to identify differendesthe use of technologies but
only differences in the means of usage. If the Taffs NetGeneration was
climbing in different ways in different countriestivasynchronous timings, the Y-
erless Generation is fully living the convergenceetween mobile
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telecommunications and the Internet everywherehenworld, at the same time,
with powerful analogies. From Canada, to Japan&mndden, people feel, with a
degree of certainty, that their future will be higdch established. The Y-erless
Generation is a ‘cross generation’ in terms of gaplgy and group age
Technological influence is a distributed value amod a characteristic of specific
groups of people (Dainesi, 2001). Tapscott's Gdimra-at the opposite- was
unfolded from common ‘social’ values, for all peemutside the specific groups.
High-tech values were common only among garage Ifbigh-tech nerds) in
primitive Silicon Valley start-ups’ experiences.

The Y-erless Generation evolves simultaneously yevieere in the world,
streamlining the idea that the future can be omteth driven. At the same time
and everywhere, Internet, wireless platforms arrotechs are converging with
very similar rhythms among USA, Europe, Japan, asd Canada, Asia, Mexico,
Muslim countries, Africa (poorest growing econom@sild replicate the model
soon).

5. TheNew WirelessMarket Players (The Supply Side)

At the beginning of this paper some drivers oftefyec change for market players
have been identified, with special emphasis onegobhd 3G’ framework: mobility
and pervasivity issues, combined with an emergieqyy digital divide challenge
the capacity of the wireless industry firms to pdavinnovative answers and, at the
same time, disclose broader possibilities for margagustomer relationships and
delivering more value than competitors.

For marketing managers it means thinking new wayffer products and
services (Lambin, Brondoni, 2001), leveraging onbility and ubiquity features
and setting up a radical change in their relatignshith customers. The focus will
be on usage, information relevance, utility of adyipersonalization and matching
of offers.

The strategic answer of the wireless industry ptayell result from the overall
scenario, demand-side radical changes outlinedealbod of the corresponding
evolving structure in the value chain/value systdrthe business itself. Innovative
firms will seek to act as first movers in the vatti&in area, which provides better
opportunities for value creation. At the momenits ipossible to identify three main
categories of players in the business value chapntent providers,
mobilemediaries and communication services prosidBtobilemediary is a new
kind of market actor who provides both content @odtext, personalising and
tailoring services for different customers’ lifelgty. Mobilemediaries are in the
middle of the battlefield between content producard ‘communication service
providers’ (mobile operators and handsets manufagtuWe aim at analysing in
detail the three roles and respective synergiegpqsing to consider as
communication service providers not only traditionaetwork operators
(Vodafone, Orange, SFR, etc.) but also device naufers (Nokia, Ericsson, J-
Phone etc.). Device manufacturers are relevant eptaytogether with
communication service providers because they psgbescustomer experience, a
key competitive knowledge driver. Dominating plag/én the actual environment
are represented by those who have direct accesset@ustomer: in fact this
involves being at the heart of customer knowledgeanaging customer
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relationships and exploiting their inherent knovgecand economic opportunities
better. This consideration is valid both for theelss industry value system and
for any other type of industry in the actual custorariented economy.

Customer-centred approaches adopted by communicseivices providers in a
framework of multiplying services, functionalitiasd technologies gave rise to the
‘all-in-one’ strategy.

Both manufacturers and operators (communicationiceproviders) also begin
to share the cake of the best gizmo in the handssibmers, designing proprietary
environments (especially for data services), bgtton usability models and
collecting surveys and surveys on mobile custorrpegences.

Actually, communication service providers set teltionship with customers in
a privileged way and on this ground they shapeesiia relationships with other
market players. They thus own this first wave of tmobile Internet and are
fighting for the right to be the favourite playeittvwhom customer will interact in
the future. A core issue for the new scenario idéfine how information on
customers will be storaged and managed for the perdonalized offer to the Y-
erless Generation.

On the contrary, in a ‘beyond 3G’ scenario, a kremgle economy, shaped by
contents hyper-production, could place the actisitynobilemediaries, capable of
filtering the needed amount of information, congenetc. and producing
personalised offers to be channeled to communitag&rvices providers, in the
core of the value creation processes.

Figure 1. Market Players and Value Creation Beyond 3G
Content Mobile Communication
providers mediaries > > service providers

Value Creation

In the future, mobilemediaries could be the mosparnant players on the
battleground, offering to customers the real vadfighe business: the role of a
partner in selecting and sorting customer’s infdrama

In the wireless world, information flows follow pasttially the user everywhere
and at any time, thus raising the question of adefilters to such an information
flow and of priority schedules in distributing imfoation to each single user
(personalisation of info flows), both to the singleer culture and personal value
system, accordingly.

Market players possessing such capabilities willmishate tomorrow’s
competitive arena: they will be depositaries oha-to-one marketing intelligence,
pioneered by Don Peppers and Marta Rogers (PeppdrRogers 1993).

Communication service providers (both network ofmsa and handsets
manufacturers) will try to manage these transitiopsnaintaining their central role
in the value creation processes. The question isthvein their actual business
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models, organisational routines and cognitive systeill enable them to re-invent
themselves, radically.

Mobilemediaries will try to lead the way by offegintheir capabilities to
standardize differences among devices and usaligi&yures and to simplify
approaches to high-tech computing and communicaystems. Here follows an
innovative approach, presenting how mobilemediacmdd filter information for
customers contextually, playing a much more sojdaitdd and strategic role,
amidst the game of content providers and communitaervice providers.

On the Internet, customers can be reached only wiegnare sitting at their PCs
browsing the web. In the ubiquitous communicatietwork, help is provided 24
hours a day, seven days a week, anywhere on thetpla their car, at the mall, on
the airplane, at the sport arena. Consumers witldmstantly enveloped in a digital
environment, a personal digital bubble. Furthermtire phenomenon extends well
beyond personal devices. Car makers, shopping nopérators, plane
manufacturers, retailers, hotspots airport offgiall have plans on the drawing
board, or under way, to provide internet accegbéo customers. On the Internet,
firms focus on price conscious comparison shoppeéns,the ubiquitous
communication network the target is anyone who spknd money to save time.

And so on. Mobilemediaries are called to be infdraratraders for customer
expectations (Kollock, 1999).

Their role will be very important due to the corttpnoviders approach, Internet
like a browsing based and mobile operators apprdatdo manufacturer one),
WAP like and once more ‘browsing based’. On theebothkide, they will be
customer driven based, in the sense that therebwitio transposition of browsing
flow experience on wireless, but rather on all catmy platforms (domotics,
automotive, etc.). They allow the setting of diffier framesets, depending on
where the customer is, what he is doing, when, hewves at the time - in a word,
depending on the circumstances.

6. Contextual Marketing, an Innovative Potential Managerial Tool for the
WiredlessWorld (The Strategic Marketing Side)

The communications and IT industry have been récentbject to a general
downturn. Many dot.com companies have gone outisiness and the process has
not come to an end yet. As sales and profits haes bower than expected, even
the largest telecommunication companies have hae-$tructure their operations.
We are experiencing market turbulence, making a8 much more difficult
because both traditional marketing mix variabled ananagement theories
(especially financial theories) are facing hugeséss in performances and
appealing. Market leaders understand that marketimgiples are more and more
affected by new dimensions -not only product, priglkace, promotion- but also
context, socialization, information symmetry, qafception of the individual.

The model we propose aims at the long term prafitalof firms grounded on a
deep understanding of the generational evolutioncugtomers’ purchase and
choice models.

‘From content to context’ could be the claim of érless generation new firms’
who are willing to satisfy different fruition modeldepending on technologies
used) of different customers. To do so, personabzaand collection of personal
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data from customers -and information flows perssatbn- will be of critical
importance. Moreover, knowledge management teclesifpr managing such data
accurately, will lead the way.

Contextual marketing (Kenny and Marshall, 2000)his process marketers can
engage with customers during the buying and consompexperience by
presenting customers with information and offerst thre relevant to their needs
and situation, and are seamlessly interwoven wighcistomers’ activity sequence.

Contextual marketing suggests us to drive the oustorelationship from
interruption to facilitation, shifting from contexisensitive to context-aware
offers, from just-in-case to just-in-time promotidmessages. Customers will only
admit the most relevant messages into their lives.

Traditionally, firms have thought of their markets terms of products and
services. This is a seller-centric view of markétsvolves finding customers for
products. To discover elements of leverage, firmsdnto think of their customers
in terms of their activities and workflow. This & customer-centric view of
markets, as it involves finding products for custom

In the high-tech economy marketing, tools are baserktlevance of information,
context of usage, personal utility, personalizatimin content, facilitation and
matching of lifestyles with commercial offers. Gusters need to interact with
innovative firms, in continuous occasions of sirfipéition and amplification of life
being and life styles. Firms that use these newedsiwill be considered ‘partners’
by the customers.

According to our model, firms are ‘transitory pats’ —the right service in the
right context- for ‘high value customers’ and theategy scenario is win-win. To
do so, firms have to respond to who the customevhere he is, what he is doing,
what is around him, what he is trying to do, whkeeesis coming from, where he
wants to go. This involves a contextual approadéarelationship.

Potential advantages are in deeper relations,iaiti¢argeting, value focus and
timeliness, ‘premium price’.

In an age of information abundance, market playedefine the matrix of
interaction and substitute old drivers with new®(iEable 1).

Table 1: Strategic Drivers from Industrial to Information &g

Industrial Age Information Age
¢ Information was scarce « Information is ubiquitous
¢ Customers were ill-informed ¢ Customers are full informed
« Exchanges were monologues « Exchanges are dialogues

« Marketers were used to be in contro] ¢ Customers manage the relationship

« Marketing as ‘interruption’ * Marketing as ‘facilitation’
* Market as jungle « Market is the garden to take care of
« Customers as targets « Customers as gardeners like us
« Marketers as hunters « Marketers as gardeners like them
* Segmentation as rifle or shotgun « Lifestyle as temperature to live in
« Products as mousetraps ¢ Products are fruits
« Promotions as campaigns « Profits are acknowledgments
* Relationships as conquests and * Relationships as sympathy
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acquisitions

¢ Customer visits as eyeballs and traffic « Customer visits as training

This argument is very important in the wireless petitive arena. If WAP was
considered a poor version of browsing informatiowl aegistration processes on
wireless were tricky, the next 3G environment maestconsidered contextual for
the customer base.

o In Japan (80 million handsets market with 57% ehgdration)
Wireless carrier NTT DoCoMo (58% market share, 42lian
customers) has signed up a staggering 10 milliostauers for its i-
mode service over the 1999 kick-off of the serWtmst of the Japanese
customers are post-paid users and they don’'t uskcards like in Italy.
I-mode offers subscribers wireless access to restauocators, ski-
condition reports, hotel reservation systems, @nliauctions and
thousands of other services. Some of this infoomasi already available
on the World Wide Web, but with i-mode, consumars tee up the
information they want when they want it, not jubewthey are sitting at
their PCs. Japanese consumer marketers are takth@rdage of this
situation —there are more than 10.000 i-mode sites.

Contextual marketing enables advertisers to tacgasumers with customized
messages. Consumers can request targeted and tinfietynation by simply
pointing their wireless device to a designated teaior sending a message to the
operator. Information is transmitted by a smalfanéd broadcasting device —or on
the air- beamed to all compatible devices withigiveen range. This can just be
done for wireless application protocol [WAP]-enableell phones, pocket PCs,
personal digital assistants [PDAs], and other P@lfibased devices (Rheingold,
1993). Other popular ideas include receiving repadmotions, catalogues, and
coupons. Find the nearest stores, check out fighedules or real estate listings,
find out movie times, get pricing and product im@tion about advertisements on
billboards and kiosk displays at trade shows.

Contextual marketing offers to advertising policilesque advantages. First and
foremost, the wireless service is free to consumathough payment might be
occasionally required in the future for rich coritefhe technology leverages the
existing infrared ports found on most PDAs —or SM&d MMS explosive
phenomenon- and users do not have to invest inh@edware or software or even
incur subscription fees.

o North America is projected to be a strong marketdll types of
hand-held wireless devices in the next few yearS. Sales of PDAs
reached 6.1 million units in 2000 according to tl&onsumer
Electronics Association. Sales for 2001 are expmktbegrow another
57% to a total of 9.6 million units and some antygélhe Yankee
Group, Durlacher) projects even higher numbers;62@illions in
2003.

In Italy there are interesting market growth opporities. In 2005 we
expect 1billion Euros spending on the advertisiraykat for wireless
applications (7% of total adv spending) with a CAGI®mpounded
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annual growth rate) of +249%. Investments switclonfr other
advertising markets (TV, newspapers, billboards,)ewill be for 40%,
new investments for push coupons and taglines 58 RAetworks for
60%. Opt-in user base incremental ARPU (AverageeRa&ss per User)
will be 0.9 Euros in 2003-04. In the same periodkaarevenues will
be 18bn Euros for operators and 10bn Euros for aibers. Domotics
and automotive markets are not taken into account.

Mobile operators need some pre-requisites for trsniess ‘take off’:

- opt-in and profiled customer base;

- data collection of new ‘sensitive’ information;

- mobilemediaries platforms for advertising investors

- matching engine between customers data and comaheffarings;
- location based services availability;

- immediate reward for customers;

- lead time for m-commerce reduced for investors;

- user privacy rewarded (premium services);

- value chain second reconfiguration after the Irgefinst wave.

That means possible new roles among network opseratoobilemediaries,
advertising companies (marketers), content prosidsic.

Contextual marketing will enable bricks-and-mortams to convert physical
customers traffic into digital relationships andremental revenues, enabling to
use their physical access to customers to delnemigely targeted messages.

o In Sweden, parking garages accept payments frgitativallets of
Sonera cell phones. In Italy the same occurs witinfpay service from
Vodafone-Omnitel for vending machines payments,ligutravel
services and Parkings. Embedded in the digital etg]l there are
significant information about garage customers ludg their names,
mobile phone numbers, email addresses and how dlfftey park.
Garage owners can use the data to turn frequentovssinto opt-in
monthly customers and to engage in dynamic pricoli@rging more
when the garage is nearly full and less when bissire low.

The automobile market may represent another busingsportunity for
contextual marketing. Automotive business worlthis first to experiment the idea
that cabinets could become high-tech dash-boardmflarmation trading towards
customers. Needs and willingness can be reachedino® in a contextual
environment (no best situation than the driving)omad with the idea that a two
way interaction can be achieved through the mediuhich is the future concept
car (Dainesi, 2002).

Today, a lot of managers of innovative corporati@ne gadgets enthusiastic,
using gizmos that make driving safer, more inténgstnd convenient.

o Visteon is an American sw provider for car kodé€hgh-tech
gadgets), which recently spun off from the Ford dvic@o. Its product,
namely ‘The Portable NavMate’, is a mobile navigatl system that
drivers can move from vehicle to vehicle, as opgdsesystems built

Edited by: ISTEI University of Milan-Bicocca ISSN: 1593-0319

78



© SYMPHONYA Emerging Issue in Management, n. 1,200
www.unimib.it/symphonya

into the car. The NavMate comes in a small carrycage that houses
everything that is needed for ease of transfer.

Installation takes just minutes and the system,ptet®@ with a dash,
mounted display unit that offers turn by turn natign assistance,
works equally well in a Lexus as it will in a 19%W Beetle. The
Portable NavMate will be available in 2003 and v&#ll in the $1,800
range. Other two Visteon's entertainment systemasfar sport utility
vehicles, fixed on the inside roof of the car, leetvand behind the
driver and passenger seats. The other one is mduotethe floor
between the driver and passenger seat. Each shiolwess/or Nintendo
games on a 61/2 inch screen. To keep things qietkids can tune
into the movie or video games by wearing wirelesadphones that
mute the sound. The roof unit retail price is ab8at849, while the
floor one goes for $1,499.

Finally, consider companies like Shell, Esso angpAghey would pay a million
euros to know sensible data related to travelleosy much gas is left in a car's
tank, for example. Retailers and refreshing wowdg o know when a vehicle is
passing nearby. Mechanics would pay for accessatvehicle’s service history.
By re-conceiving the car as an informative deviak,these firms dramatically
increase the amount of value to capture from eadtiicle, while providing services
that tie car owners closer to the company.

Bibliography

Axelrod Robert, The Complexity of Cooperation: Agent-Based ModdlsCompetition and
Collaboration Princeton University Press, 1997.

Collins Randall,Theoretical SociologyHarcourt Brace Javanovic, Orlando, 1988.
Coupland DouglasGeneration X: Tales for Accelerated Cultu&. Martins, New York, 1991.

Dainesi Lele, Zucchella Antonelld)ireless Marketing: Remodeling the Wireless Futfrmm
Technological to Generational ApproactWireless World Research Forum 7th WWRF Meeting
in Eindhoven, The Netherlands 3rd - 4th Decemhb@d22

Dainesi Lele, Formento Marco, The Origin of Mob#pecies. Ovvero come staccare la spina e
vivere accerchiati dalla email di sempvéeb Marketing Tool:. 33, September, 2000.

Dainesi Lele, The ‘Swiss Knife Strategy’. La stgitedel coltellino svizzero ... e altre vecchie
strane storieWeb Marketing TooJs. 35, November, 2000.

Dainesi Lele,The High-Tech LecturesUniversita di Pavia, Course of Marketing High-fiec
December-February, 2002.

Durlacher, UMTS Report: An Investment Prespecti@001. (www.durlacher.com/fr-research-
reps.html).

Ellul JacquesThe Technological Societirand. J. Wilkinson, Knopf, New York, 1964.
Frauenfelder Mark, | Want my Streaming Wirelesseainment, 2002. (www.thefeature.com).

Gibson William, NeuromanceACE Science Fiction Book3he Berkley Publishing Group, New
York, 1984.

Himanen Pekka, Torvalds Linus, Castello Manughe Hacker Ethic and the Spirit of the
Information AgeRandom House, New York, 2001.

Edited by: ISTEI University of Milan-Bicocca ISSN: 1593-0319

79



© SYMPHONYA Emerging Issue in Management, n. 1,200
www.unimib.it/symphonya

Hoffman Donna, Novak Thomas P., Marketing in Hypedia Computer Mediated Environments:
Conceptual Foundations, 1995.
(www2000.ogsm.vanderbilt.edu/cmepaper.revisionljlil§995/cmepaper.html).

Joseph Sam, P2P — The Japanese adgpaninc, n. 18, April, 2001, pp. 16-25.

Kasesniemi Eija-Liisa, Rautiainen Pirjbife in 160 Characters: The Text Messaging Cultafe
Finnish TeenagerdMark Aakhus, James Katz (ed$grpetual Contact: Mobile Communication,
Private Talk, and Public Performanc€ambridge University Press, 2001.

Kenny David, Marshall John F., Contextual Marketifige Real Business of the Interndgrvard
Business Revigwol. 78, n. 6, 2000, pp. 119-125.

Kollock Peter, The Production of Trust in Online Mdets (final version to appear in E. J. Lawler,
M. Macy, S. Thyne, H. A. Walker (eds.), AdvancesGnoup Processes, vol. 16, JAI Press,
Greenwich, CT.), 1999. (www.sscnet.ucla.edu/soulfgtkollock/papers/online_trust.htm).

Lambin Jean-Jacques, Brondoni Silvio M., OuvertlgéMarket Driven Management§ymphonya.
Emerging Issues in Management (www.unimib.it/sympapn. 2, 2001.
http://dx.doi.org/10.4468/2001.2.01ouverture

Lessig LawrenceThe Future of Ideas: The Fate of the Commons iroan€cted WorldRandom
House, New York, 2001.

Mannheim Karl,ll problema delle generazionChiara Saraceno (edEta e Corso della Vitall
Mulino, Bologna, 1986.

Maslow Abraham, A Theory of Human MotivatidPsychological Review. 50, 1954.

Peppers Don, Rogers Martlidhe One to One Futur®oubleDay, New York, 1993.

Pine Joseph B. I, Gilmore James H., , The Expeadficonomy. Work is theatre & Every Business
a Stage, Harvard Business School Press, U.S.A,.1999

Rheingold Howard,Smart Mobs: The Next Social Revolution Transformi@gltures and
Communities in the Age of Digital AcceBerseus Books Press, U.S.A, 2002.

Rheingold Howard, The Virtual Community: Homestemdion the Electronic Frontier, Addison-
Wesley, Reading, MA, 1993.

Scuka Daniel, Why the Wireless Web Works, WhetlmeiTokyo, Toronto and Triest&Vireless
Watch Newsletten. 8, May 18, 2001.
(www.japaninc.com/newsletters/index.html?list=ww&ig=8).

Shirky Clay, Listening to Napsterin Andy Oram (ed.)Peer-to-Peer: Harnessing the Power of
Disruptive Technologie'Reilly & Associates, 2001.

Tapscott DonGrowing up Digital - The Rise of NetGeneratidtcGraw Hill, New York, 1999.

The Book of Visions, Visions of the Wireless Worljreless World Research Forum, Paris, 6-7
December, 2001. (www.wireless-world-research.ory/B6/BoV/BoV2001v1.1B.pdf).

Toffler Alvin, The Third WaveWilliam Morrow and Company, 1980.

Wachowski Andy, Wachowski Larry, Matrix (The MaffiXUSA; Keanu Reeves, Laurence
Fishburne, Carrie-Anne Moss, Hugo Weaving, GlooatEr, Joe Pantoliano, 1999.

Winograd Terry, Flores Fernanddnderstanding Computers and Cognitiddorwood, NJ, 1986, p. 6.

Wireless World Research Forum, Mobile Youth Rep200)2.
(http://lwww.wirelessworldforum.com/reports.php).

Zucchella AntonellaBorn Global Firms vs. Gradual Internationalizing rEuropean International
Business Academy, Paris, 2002.

Edited by: ISTEI University of Milan-Bicocca ISSN: 1593-0319

80



© SYMPHONYA Emerging Issue in Management, n. 1,200
www.unimib.it/symphonya

Notes

! The acronym ‘Y-erless Generation’ was conied invétobre 2001 by Lele Dainesi on the
magazine Web Marketing Tools.

2 The ‘Wireless World Research Forum’ has the objedb formulate visions on strategic future
research directions in the wireless field, amomystry and academia, and to generate, identify, and
promote research areas and technical trends foiilenabhd wireless system technologies. It is
intended to constructively contribute to the wodnd within the UMTS Forum, ETSI, 3GPP, IETF,
ITU, and other relevant bodies regarding commeraral standardisation issues derived from the
research work.

3 Everyday someone is considered a new ‘guru’ incthramunity and that’s why people pretend
to use technologies able to keep them at the cehtreeir world of values. Gurus are modern Alvin
Toffler’'s ‘prosumers’, (Toffler 1980), consumersdaproducers of products and information at the
same time. In Toffler's view -10 years before thebAlvas invented- the future would combine
production with consumption. He described a worlchere interconnected users would
collaboratively share opinions and tricks on prddud@he idea of a co-discussion with consumers
on technologies innovations will be the big chadjerfor high-tech firms future.

* The term MTV guys was coined by Howard Rheingal@®00, during a conversation within the
virtual community The Brainstorms Community: httwww.rheingold.com/community.html. The
term has been used inhis last work, Smart Mobs.

® In these years we are facing a sort of ‘swisseksifategy’, where innovative corporations try to
integrate different digital functionalities ‘all-one’. What is becoming clear is that in the sanag w
as the PC was the focus for development of Webhdbsaserices, communications devices (complete
with audio player, camera, and communications at)pswill provide the focus for the next
generation of services, personal entertainment aathmunication, in areas of corporate
productivity and personal digital entertainmentff&@eent applications could converge into a single
‘gizmo’ which could change our approach to inforimatusage (Frauenfelder, 2002).
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