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Resumen

El crecimiento explosivo de los servicios moviles de Internet en el Japén ha origina-
do gran interés en entender el porqué del éxito. Dado que los ratios de difusion de
estos servicios difieren segun los paises, algunos trabajos sugieren que deben cum-
plirse una serie de requisitos y otros proponen gque la cultura es uno de los principa-
les factores. Ademas, es importante mencionar que adn son escasos |os trabajos de
investigacién para desarrollar un modelo que integre |os elementos que intervienen
en la oferta y demanda de estos servicios y ayuden a entender el porqué de su adop-
cién. Parareducir esta brecha, el objetivo de este articulo es proponer un modelo
integral desde el punto de vista de la demanda y oferta de los elementos que inter-
vienen en la adopcion de estos servicios. Para su desarrollo se considera un conjun-
to de teorias: difusidn de innovaciones, comercio electrénico y comercio mévil, uso
de tecnologias de informacién, cadena de valor inaldmbrica, y cultura. Ademas, con
este marco se investiga los factores que afectan la adopciédn de los servicios moviles
de Internet en el Japon. Especificamente se considera el caso de NTT DoCoMo y
otros operadores de telecomunicaciones. Finalmente, se sugiere algunas lecciones
aprendidas que pueden ser Utiles para el investigador y empresario involucrado en
la rama de Internet moviles.

Introduction it was reported that the mobile Internet had

grown to ailmost 70 million customers and

The mobile Internet is the use of Internet
and mobile networks by customers who
can access services via mobile devices
anytime and anywhere. The mobile Inter-
net revolution is underway. For instance,

amarket of almost US$800 million per
month in Japan. These customers have
adopted such simple applications as ring
tones, news, music, and email. Also, the
numbers of customers of mobile Internet
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services already exceeds that of the fixed
line Internet customersin Japan (Lee Funk
2000). Furthermore, the global mobile
customers are growing rapidly and are
expected to be more than 1,764 million
by the beginning of 2005. These results
serve as a clear indication of the bright
future of the mobile Internet. There are
many areas for business and research.
Kalakota (2002) has identified seven ar-
eas in the mobile Internet landscape: net-
work infrastructure, access, content, com-
merce, software, hardware, and applica-
tions.

The study of mobile Internet is becom-
ing popular among academics and prac-
titioners. However, our review of litera-
ture suggests that there islittle research
on the adoption of mobile Internet servic-
es. Current researches have focused on
technology issues rather than understand-
ing the adoption of mobile Internet ser-
vices. Thus, the main purpose of this
paper is to attempt to develop an integra-
ting framework to understand the adop-
tion of mobile Internet services based on
different theories: Difussion of innova-
tions, e-business, m-business, IT use, cul-
ture and economic aspects, and wireless
value chain.

In summary, the objectives of this pa-
per are: (1) to determine the factors which
explain the adoption of mobile Internet
services, (2) to understand the mobile In-
ternet value chain and the relationship
between its players, (3) to propose an in-
tegrating framework from two perspec-
tives: the demand and supply side, and (4)
to illustrate the applications of this frame-
work through examples of the successful
adoption of mobile Internet servicesin
Japan and the significant implications for
business and research.

esan-cuader nos de difusion

1. Background
Mobile Internet

Mobile Internet is defined as the use of
the Internet and wireless via mobile de-
vices. The number of mobile customers
isincreasing at astonishing rates and is
expected to surpass the number of Inter-
net customersin afew years. Mobile In-
ternet offers the potential platform for
many business opportunities such as m-
commerce and m-business. The combina-
tion of Internet, wireless and e-business
is m-business. According to Kalakota
(2002), m-business is the application
infrastructure required to maintain busi-
ness relationships and sell information,
services, and commodities by means of the
mobile devices However, m-commerceis
defined as any transaction with monetary
value, either direct or indirect, that is con-
ducted over wireless telecommunication
networks (Sadeh 2002).

Every mobile business activity must
start with the understanding of customer
needs. It is very important for organiza-
tions to be aware of what the mobile In-
ternet can do for customers. In this new
economy, customers are more demanding
for better services with special features
and reasonabl e prices (Kalakota 2002,
Slywotzky and Morrison 2000). The prop-
er information is one of the features that
customer are looking for. Evans and
Waurster (1998) introduce two useful con-
cepts about information: richness, which
refers to the quality of information, and
reach, which refers to the number of cus-
tomers that receive a certain type of in-
formation. They mention that thereis a
trade-off between reach and richness.
Also, from different sources (Kalakota
2002, Slywotzky and Morrison 2000,

Afio 8, n.° 14, junio de 2003




Lessons Learned from the Adoption of Maobile Internet Services in Japan 9

Schneider and Perry 2000), we have se-
lected other important features of mobile
Internet services for creating mobile cus-
tomer value: ubiquity, localization, con-
venience, security, accessibility, person-
alization, capacity, size and forms, secu-
rity, and price.

Strategy and Business Model

Strategy is defined as the creation of a
unique and valuable position, involving a
different set of activities, and is the start-
ing point to set proper goals for your busi-
ness. Porter (2001) argues that strategy is
more vital than ever in this new econo-
my, and suggests that Internet initiatives
and strategy should be integrated to cre-
ate competitive advantage. Eisenhardt and
Sull (2001) also emphasize the importance
of strategy in today’s unpredictable and
complex markets. They mention keeping
strategy clear and simple by focusing on
aunique set of strategic processes.

A business model is a method of do-
ing business to generate revenue streams
within the value chain. Applegate (2001)
describes a business model as a shorthand
way of describing how a businessis struc-
tured. The shorthand tells us how our com-
pany interacts with another in the indus-
try and, most importantly, how it makes
money and delivers value. Sandberg
(2002) recommends that a business mod-
el do four things. (1) identify the custom-
ers you want to serve, (2) spell out how
your businessis different from all the oth-
ers (its unique value proposition), (3) ex-
plain how you will implement the value
proposition, and (4) describe the profit
patterns and the attendant risks. Devine
and Holmqvist (2001) identify six core
business models in m-commerce: User
Fee Business Models, Shopping Business

Models, Marketing Business Models, Im-
proved Efficiency Business Models, Ad-
vertising Business Models, and Revenue
Business Models.

Competitive strategy is about being
different. It means deliberately chossing
different activities to deliver a unique mix
of value (Porter 1996). A business model
isthe vehicule for operationalizing these
differences. A good competitive strategy
with proper business models is fundamen-
tal for creating customer vaue in the mo-
bile market. Therefore, competitive strat-
egy and business models are concepts
used to develop our framework.

The Wireless Value Chain

The mobile Internet involves a number of
playersin achain of value, adding activi-
ties that terminate with the customer. The
purpose of the value chain is to support
the needs of the customers and organize
the interactions of the players for creat-
ing customer value. In Gulati et al. (2003),
the wireless value chain considers com-
ponent makers, manufactures of infra-
structure and devices, wireless carriers,
enabling software, service providers and
content providers. In Barnes (2002), a
wireless value chain is proposed that con-
sists of six core processes in two main ar-
eas: (a) content (Content Creation, Con-
tent Packaging, Market Making), and (b)
infrastructure and services (Mobile Trans-
port, Mobile Services & Delivery Support,
Mobile Interface & Applications). For our
framework, we mainly consider the con-
cept of the wireless value chain model
showed in Barnes (2002)

Adoption of Innovations

Previous related works have used the the-
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ory of diffusion of innovations (Rogers
1995) to understand the adoption of new
ideas, services and products by individu-
als, firms or industries. Rogers (1995)
identifies five innovation attributes: rela-
tive advantage, compatibility, complexi-
ty, triaability, and observability. Tornatz-
ky and Klein (1982) proposed some gen-
eralization on the relationship between a
few innovation characteristics and adop-
tion/diffusion. Their analysis reved ed that
the findings of the past studies were in-
consistent and only three characteristics
were consistently found to be significant:
compatibility, relative advantage, and
complexity.

Most of the studies on adoption have
focused on particular types of technology
or application in an organization. lacovou
et al. (1995.) identified three magjor fac-
torsthat influenced EDI adoption by small
organizations: organizational readiness,
external pressures, and perceived benefits.
Mehrtens et al. (2001) identified similar-
ities between Internet adoption and EDI
adoption in SMEs. However, little work
has been done to understand the adoption
of mobile Internet services. Some of the
previous works suggested that the study
on adoption of an innovation required ad-
ditional factors besides innovation factors
(Rogers 1995). Moreover, past studieson
national diffusion of technology have
observed that an innovation diffuses dif-
ferently in different cultures depending on
the sociocultural environments (Gatignon
et al. 1989). An important work was done
by Hofstede (Tsang 2002). Hofstede found
that the rate of adoption of some innova-
tions could be explained from four core
cultural values: individualism, power dis-
tance, masculinity, and uncertainty avoid-
ance. Another critical factor isthe gov-
ernment’ s support or involvement in the

esan-cuader nos de difusion

adoption of m-commerce. The impact of
government policies and initiatives has
been shown to have direct and indirect
stimulation to the adoption and diffusion
of new technology (Lynn, 1998). Kauf-
man (2002) suggested that adoption pat-
terns of mobile phones are different ac-
cording to economic characteristics.
Therefore, innovation factors, cultural dif-
ferences, government support and eco-
nomic characteristics of the country are
considered in our framework.

2. An Integrating Framework for
Adoption of Mobile Internet
Services

This research seeks to explain the adop-
tion of mobile Internet services from two
perspectives: supply side and consumer
side. Based on review of the literature, we
consider Innovation factors from Tornatz-
ky and Klein (1982) (relative advantage,
compatibility, and complexity) and Envi-
ronmental factors (cultural differences,
government support, and economic char-
acteristics) as the main factors that could
explain the adoption of mobile Internet
services. The relationships of these fac-
tors with the players on the supply side
and the variables on the demand side are
shown in next figure.

On the supply side, we consider the
players of the mobile Internet value chain.
The players must cooperate to develop the
appropriate environment for mobile Inter-
net adoption. The appropriate environ-
ment is defined here as on adoption envi-
ronment. Also, a strategy and business
model must be developed from the cus-
tomer’s perspective. The playersand ele-
ments of the mobile Internet value chain
must be organized to set the appropriate
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The Integrating Framework of Adoption of Mobile I nternet

goals to create customer value, and then
mobile Internet services can be adopted.
On the demand side, we consider the fol-
lowing aspects of customer needs:. proper
information, ubiquity, localization, conve-
nience, security, accessibility, personaiza-
tion, capacity, size and forms, security, and
price.

Adoption Environment

Innovation Factors. (1) Relative Advan-
tage is the degree to which an innovation
is perceived as being better than the idea
it supersedes. The degree of relative ad-
vantage is often expressed in terms of eco-
nomic profitability, social prestige, or oth-
er benefits. (2) Compatilibility is the de-
gree to which an innovation is perceived
as consistent with the existing values, past
experiences, and needs of potential adopt-
ers. An innovation can be compatible with
socio-cultural values and beliefs, with pre-
vious ideas, or with clients' need for the
innovation. (3) Complexity is the degree
to which an innovation is perceived asrel-
atively difficult to understand and use.

Environmental Factors. (1) Level of
government support. The impact of gov-
ernment policies and initiatives has been
shown to have indirect and direct stimu-
lation to the adoption and diffusion of new
technology (Lynn, 1998). Regulatory as-
pects are important to influence adoption
of m-commerce (Gulati 2003, Lee Funk
2000, Vandai 1998). (2) Cultural differ-
ences and economic aspects. Many stud-
ies have been conducted on cultural dif-
ferences to explain the adoption of an in-
novation. We consider the work proposed
by Hofstede to classify culture: uncertain-
ty avoidance, power distance, individual
collectivism, and masculinity.

Other studies have conducted research
on aspects of the national economy to ex-
plain the important determinantson IT
adoption and diffusion, including mobile
communications. Kaufman (2002) sug-
gested that adoption patterns of mobile
phones were different according to eco-
nomic characteristics. GDP per capita or
information technology infrastructure can
impact mobile Internet adoption.
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Demand Size

Customers are demanding more facilities
for about mobile Internet. (1) Proper In-
formation refers to the trade-off between
richness and reach to create customer val-
ue. (2) Ubiquity refers to mobile devices
that can provide real time information and
communication independent of the cus-
tomer’ s location. (3) Localization refers
to mobile devices that can provide useful
information according to their location. (4)
Convenience refers to customers who are
not limited by time and place. (5) Acces-
sibility refersto customers can access ser-
vices easily anytime and anywhere. (6)
Personalization refers to customer who
can customize their handsets. (7) Capaci-
ty refers to the features of the mobile net-
work. (8) Size and forms refers to the fea-
tures of the handsets. (9) Security refers
to the level of protection and privacy of
communications. (10) Price refersto the
cost of services and handsets.

Supply Side

Mobile Internet Value Chain. There are 6
core processes where players can partici-
pate: (1) Mobile Transport is a basic net-
work involved in communications, includ-
ing transportations, transmissions and
switches for voice and data. It also in-
cludes technology supply. (2) Mobile ser-
vices and delivery support involves, for
example, the infrastructure connecting the
Internet, security, sever platform, and pay-
ment systems. (3) Mobile Interface appli-
cations center on integrating the infra-
structure and systems with users, hard-
ware, software, and communications. (4)
Content creation is responsible for creat-
ing original digital content such as audio,
video and textual information. (5) Con-
tent Packing is responsible for processing
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digital content for consumption. (6) Mar-
ket Making is responsible for content se-
lection.

Strategy and Business Model. The
strategy must be designed according to the
necessities of the customer (demand side).
This concept is useful to help playersin
the mobile Internet business to set proper
and common business goals. Then, busi-
ness models must be developed along with
the technology to create customer value.

3. Adoption of Mobile Internet
Servicesin Japan

In 1992, the Japanese market was heavily
regulated. Fees were high, handsets could
only be leased, and cellular penetration
was low. However, in 1994 the MPT
(Ministry of Post and Telecommunica-
tions) liberalized the mobile market. At the
same time, many companies entered this
market and the competition was ferocious.
By the end of 2000, there were only three
operators: NTT DoCoMo, KDDI and
J-phone. NTT DoCoMo/I-mode was spun
off from the giant NTT (Nippon Telegraph
and Telephone Corporation) in 1991. The
mobile Internet service was named
I-mode. KDDI/au is the result of merging
KDD (main international operator), DDI
(long distance company), and IDO (mo-
bile phone operator). The mobile service
was hamed au in November 2000. KDDI/
Tu-kais an affiliate company of KDDI.
The main shareholders are KDDI, Motor-
ola, Sony, and Hitachi. J-Phone was es-
tablished in 1991. The main shareholders
are Japan Telecom, Vodafone, and British
Telecom. The mobile Internet service was
named J-Sky. Actually, Japan had almost
70 million mobile Internet customers (by
the end of January 2003).
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NTT DoCoMo was the leader with more
than 43 million customers using I-mode
mobile Internet services, followed by
KDDI and JPhonewith 13,5 million cus-
tomers by the end of January 2003. KDDI
uses WAP technology and has more WAP
subscribers than most of the rest of the
world.

Analysis of the adoption of mobile
Internet services in Japan

a) Innovation Factors

Relative Advantage. The case supported
the concept of relative advantage to mo-

bile Internet services over traditional

methods of communicating, such as fixed
line Internet or PHS (personal handy
phone system). PHS phones were very
popular, especially for young people, but
cellular phones are new winning the bat-

tle over PHS phones. The concepts of

ubiquity, accessibility, personalization,
fashion, and convenience formed part of
the relative advantage of mobile Internet
phones. For instance, I-Mode is afashion.
It is the new way of communicating by
young people. Also, the Japanese spend a
long time in trains, so having access to
mobile Internet services anytime and any-
where through small cellular phonesis
suitable for them.

Compatibility. The price of cellular
phones and their fees were relatively low,
so the phones were affordable. NTT
DoCoMo and other operators are expect-
ed to make their profits from traffic. Also,
Japanese |ove gadgets so cellular phones
were very attractive because of their pe-
culiar design. The micropayment system
was a very convenient way for the Japa-
nese to pay their bills. Thus, the case pro-
vides strong support for including com-

patibility as afactor that influences mo-
bile Internet adoption.

Complexity. The handset was small
and light but easy to use Japanese charac-
terswith. The simple applications were the
key for the spread of mobile Internet ser-
vices. Simpleinformation was provided
by content providers. The most popular
applications are e-mail, screen savers, ring
tones, games, and news. NTT DoCoMo
and other mobile Japanese companies
emphasized reach rather than richness
concerning information as itsinitial ap-
proach. They understood Japanese cus-
tomer needs very well and created custom-
er value with simple applications (they
emphasized reach of information rather
than richness of information at the begin-
ning stage). Customization of their cellu-
lar phonesis also easy. Thus, the case sup-
ports complexity as acritical factor in our
framework.

b) Environmental Factors

Level of Government Support. The level
of adoption of mobile Internet servicesin
Japan had been low until 1991. After the
deregulation of the cellular market, many
companies entered the market and the m-
commerce revolution began. The evidence
suggests including government support as
acritical variable to increased mobile In-
ternet adoption.

Cultural Differences and Economic
Aspects. The Japanese market is homoge-
neous (individua collectivism). They pre-
fer to communicate viaemail, before mak-
ing aphone. It isthe way of starting a con-
versation. Some questions such as, «Are
you busy now?» and «Where are you?»
are very common. Japanese spend along
time travelling by train. Thus, the Japa-
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nese can use their small and light hand-
sets while they are travelling.

In addition, Japan is the second larg-
est economy in the world and its average
GDP per capitais high. Thus, the price
and fees of mobile Internet services are
affordable for them. The case gives strong
support that cultural differences and eco-
nomic aspects are important variables that
influence mabile Internet adoption.

c) Supply Side

To create the adoption environment, clever
strategy and innovative business models
have been developed in Japan. Also, play-
ers of the mobile Internet value chain are
cooperating to create customer value. For
instance, NTT DoCoMo worked as a key
player in the mobile Internet value chain
and dominated it. NTT DoCoMo has a
strong relationship with playersin the val-
ue chain. By having the proper and inter-
active strategy, NTT DoCoMo, with oth-
er playersin the mobile Internet value
chain, implemented innovative business
model s supported by simple technology,
and customers were attracted. NTT DoCo-
Mo isaways listening to its customersto
create value for them in a proactive way.
For example, prices of handsets were high
at the beginning and the rate of adoption
of I-mode waslow. NTT DoCoMo react-
ed to this situation and proactively re-
duced the cost of handsets. Then, the rate
of mobile Internet adoption increased.
NTT DoCoMo knew that price of its ser-
vices isvery sensitive for customers, so
NTT DoCoMo developed a packet switch-
ing network to bill for packet traffic rath-
er than connection time.

esan-cuader nos de difusion

4. Lessons Learned

We conclude the following lessons learned
about the adoption of Mobile Internet ser-
vices, drawn from research in Japan:

A number of factors must appear to
create the appropriate environment for
mobile Internet adoption. According to
our research, innovation (relative advan-
tage, compatibility, and complexity) and
environmental factors (culture, econom-
ic, and government support) influence the
mobile Internet adoption.

Customers always come first. Mobile
initiatives must be performed with an un-
derstanding of customer priorities. NTT
DoCoMo's strategy kept on mind what
customer preferences were. For instance,
i-mode features attracted Japanese cus-
tomers; they were charged by the amount
of information downloaded rather than
their time online. Therefore, I-mode is
now away Japanese people communicate.
Y oung people often use email messages
as away to initiate a phone conversation.
Light handsets with colorful screens are
very attractive for Japanese customers too.

Srategy is more vital than ever to sur-
vive in this new revolution. Strategy must
help organizations to set proper goals and
create customer value. The strategy of
NTT DoCoMo was mainly based on the
following factors: (1)large degrees of in-
fluence over other playersin the mobile
Internet value chain, (2) adoption of
AOL’ s business model, (3) simple and
fresh content, (4) use of successful micro-
payment system, (5) charges based on
packet traffic rather than time connection,
and (6) pretty, inexpensive, and colourful
handsets.
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Establish solid and innovative Busi-
ness models. NTT DoCoMo'’s emphasis
on developing a business model that en-
courages cooperation from playersin the
mobile Internet value chain was one of the
most important elements that influence
NTT DoCoMo'’s success.

Technology is also an important aspect
that must support your business model.
NTT DoCoMo'’s I-mode consists of the
following technologies: an advanced and
pretty handset, a packet switching net-
work, nation-wide coverage, and c-html.
These technologies supported NTT DoCo-
Mo’ s business model and helped NTT
DoCoMo to achieve success.

Work independently from the mother-
ship, because organizations must be flex-
ible and react to customer needs rapidly.
NTT DoCoMo was spun off from the gi-
ant Japanese Telecom Company NTT.
This situation permitted NTT DoCoMo to
move quickly and more flexibly.

Active cooperation and strong part-
ner ships between players in the mobile
Internet value chain is necessary. NTT
DoCoMo has a strong influence with over
playersin the mobile Internet value chain.
For example, NTT DoCoMo coordinates
very closely with handset manufactures
such as Sony, Sharp and Kyocerato devel-
op next generation mobile phone models.

Existing potential market. NTT DoCo-
Mo had an established customer baseas a
provider of maobile phone servicesto the
Japanese Market.

Conclusion

The purpose of this study was to identify
the key factors that influence the adoption
of mobile Internet services. Based on lit-
erature from different fields, an integrat-
ing framework was developed. This
framework constitutes an attempt to inte-
grate several research domains: strategy
and business models, e-commerce and m-
commerce, diffusion of innovations, wire-
less chain value, economics aspects and
culture.

An important contribution of this pa-
per isthat it is one of the very few works
that examined the adoption of mobile In-
ternet services from the supply and de-
mand side. The resulting framework has
added substantially to understanding the
adoption of mobile Internet services. This
work affirms that many factors are neces-
sary to create the appropriate environment
for mobile Internet adoption. Also, the
research shows areas where customers
may be concerned and it should help play-
ersin the value chain better to understand
the mobile Internet. Moreover, the find-
ings provide a number of applications for
research and practice.

There are limitations of this frame-
work. The data analysis may have been
influenced by researcher interpretation
and can be a source of bias. However, we
believe that this study constitutes an ex-
cellent framework to examine the mobile
Internet.

The study could be extended in other
countries. Alternative research approach-
es could be used to improve our under-
standing of mobile Internet adoptionin a
country.

Afio 8, n.° 14, junio de 2003



16

esan-cuader nos de difusion

Refer ences

APPLEGATE, L. 2001. Emergin Networked
Business Models: Lessons from the Field.
Harvard Business School, (9-801-172).

ASAKURA, R. 2000. Kutaragi’s Venture
Business Advice. In: Revolutionaries at
Sony: The making of the Sony Play Sta-
tion and the visionares who conquered the
world of Video Games (R. R. Donnelley
& Sons Company), p. 213-231. The
McGraw-Hill Companies, Inc.

BARNES, J. 2002. The mobile commerce val-
ue chain: analysis and future develop-
ments. International Journal of Informa-
tion Management, 22, 91-108.

BEATTY, R. C. et al. 2001. Factors Influenc-
ing corporate web site adoption: a time-
based assessment. Information & Manage-
ment, 38, 337-354.

BECK, J. and WADE, M. 2002. DoCoMo:
Japan’s wireless tsunami . Amacom, New
York.

CHANG, X. and LEE, K. B. 1998. Cultural
aspect and technology development: A Chi-
nese perspective. Technovation, 18 (12),
765-770.

CHENGALUR-SMITH I. and DUCHESSI P.
1999. The Initiation and adoption of cli-
ent-server technology in organizations.
Information & Management, 35, 77-88.

DEVINE, A. and HOLMQVIST, S. 2001.
Mobile Internet Content Providers and
their Business Models. What can Sweden
learn from the Japanese experience. In:
Master Thesis, Department of Industrial

Engineering and Management. The Royal
Ingtitute of Technology.

EISENHARDT, K. M. and SULL, D. N. 2001.
Strategy as Simple Rules. Harvard Busi-
ness Review, January.

EVANS, P. and WURSTER, T. 1998. La nue-
va estrategiay la economia de lainfor-
macion. INCAE Costa Rica, 10 (2), 7-21.

GATIGNON, et al. 1989. Modelling multina-
tional diffusion patterns: An efficient
methodology. Marketing Science, 8, 231-
247.

GULATI, R.; SAWHNEY, M. and PAONI, A.
2003. The Wireless Value Chain and In-
frastructure. In Kellogg Technology & In-
novation, pp. 79-152. John Willey & Sons,
Inc., Hoboken, New Jersey.

IACOVOU, C. L., et al. 1995. Electronic Data
Interchange and small Organizations:
Adoption and Impact technology. MIS
Quaterly, 465-485.

KALAKOTA, R. and ROBINSON, M. 2002.
M-Business: The Race to Mobility. (R.
Donnelley & Sons Company). McGraw-
Hill Companies Inc.

KAUFMAN, R. 2002. International Diffusion
of m-commerce: A Coupled Hazard Ap-
proach. Proceedings of the Fall 2002 IN-
FORMS Conference on Information Sys-
tems and technology, San Jose, CA, Nov.
2002.

KODAMA, M. 1999. Customer value creation
through community based information

Afio 8, n.° 14, junio de 2003




Lessons Learned from the Adoption of Maobile Internet Services in Japan 17

networks. International Journal of Infor-
mation Management, 19. 495-508.

LEE FUNK, J. 2000. The Mobile Internet:
How Japan dialed up and the West discon-
nected. S| Publications.

LYNN, L. 1998. The Commercidisation of the
Transistor Radio in Japan: The Function-
ing of an Innovation Management. |EEE
Transactions on Engineering Manage-
ment, Vol. 45, No. 3, August.

MARTINSONS, M. G. 2001. Electronic com-
merce in China: emerging success stories.
Information & Management, 39, 571-579.

MATSUNAGA, M. 2000. i-mode: The Birth
of i-mode. Chuang Yi Publishing Pte. Ltd,

Singapore.

MEHRTENS, et al. 2001. A model of Internet
adoption by SMEs. Information & Man-
agement, 38, 165-176.

O'DRISCOLL et al. 2002. Mobile e-business:
Disruptive Technology or Untethered Ex-
tension of Business as Usual? Ebusiness
Research Center Working Paper, 08-2002.

POON, S. and SWATMAN, P. 1999. An ex-
ploratory study of small business Internet
commerce issues. Information & Manage-
ment, 35, 9-18.

PORTER, M. 2001. Strategy and the Internet.
Harvard Business Review. 63-68.

——.1996. What is strategy? Harvard Busi-
ness Review, November-December,

ROGERS, E. M. 1995. Diffusion of Innova-
tions. 5th Edition, the Free Press, New
York.

SADEH, N. 2002. M-Commerce. John Wiley
& Sons, Canada.

SAHA, A. 1998. Technological innovations
and Western VValues. Technology in Socie-
ty, 20, 499-520.

SANDBERG, K. D. 2002. Isit Timeto Trade
in Your Business Model? Harvard Business
School, January.

SCHNEIDER, G. P. and PERRY, J. T. 2000.
Electronic Commerce, Second Edition,
Thomson Learning.

SLYWOTZKY, J. and MORRISON, D. 2000.
How Digital isyour Business? 1st Edition.
Crown Busines, New Y ork.

TORNATZKY, L. G. and KLEIN, K. J. 1982.
Innovation characteristics and innovation
adoption, adoption-implementation: a
Meta analysis of findings. |EEE Transac-
tions on Engineering Management, 29
(11), 28-45.

TANG, H. K. 1998. An integrative model of
innovation in organizations. Technovation,
18 (5), 297-309.

TSANG, D. 2002. Nations and values. In:
Nations and Values in Business Strategy
and National Culture: USand Asia Pacif-
ic Microcomputer Multinationalsin Eu-
rope. p. 87-109. Edward Elagar Publish-
ing Inc.

VACCA, J. 2002. I-Mode Crash Course(R. R.
Donnelley & Sons Company). McGraw-
Hill Companies, Inc.

VANDAI, J. 1998. A new era: the development
of telecommunicationsin Hungary. Tech-
nology in Society, 20, 25-44.

Afio 8, n.° 14, junio de 2003



18 esan-cuader nos de difusion

WAN, H. A. 2000. Opportunities to enhance a ZEPH, Y. C. et al. 1998. Cultural aspect and
commercial website. Information & Man- technological development: a Chinese per-
agement, 38, 15-21. spective. Technovation, 18 (12), 765-770.

Afio 8, n.° 14, junio de 2003






