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Overcoming Purchase Hurdles: m-Commerce StrategiesOvercoming Purchase Hurdles: m-Commerce Strategies

In mobile commerce, there are three hurdles that must be overcome before a customer makes a
purchase.

• How do we attract customers?

• How does a customer find the product or merchandise they desire?

• How do we overcome having to type in personal information for each payment?

How do we attract
customers?

How do we attract
customers?

It is cumbersome
to type in personal

information for
each payment.

It is cumbersome
to type in personal

information for
each payment.

PurchasePurchasePurchase

Small screen and
input difficulties

make it laborious to
find desired

merchandise.

Small screen and
input difficulties

make it laborious to
find desired

merchandise.
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In-Shop: How can we attract customers?In-Shop: How can we attract customers?

With the In-Shop method, shops are built on Web sites that already have their own customers,
and commerce is developed among the the already attracted customers.  The idea is to build a
shop where there are already customers, rather than start from a situation of zero users.

Example of a mobile content marketplaceExample of a mobile content marketplace

If we build a shop
where there are
already customers,
we will not need to
attract the customers
ourselves.

If we build a shop
where there are
already customers,
we will not need to
attract the customers
ourselves.

PurchasePurchasePurchase
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Media-Mix Strategy: How customers find what they wantMedia-Mix Strategy: How customers find what they want

Media-mix is a strategy to overcome mobile’s weaknesses such as poor screen display and input
systems.  The strategy was not feasible with EC.  Appetite for purchase is aroused via magazine
and other media, making mobile commerce available to the customer whenever and wherever.

PurchasePurchasePurchaseEC（Case Study:  Amazon.com)

ØAny book can be purchased
from a collection of 3 million
books.
ØDesired merchandise can be
found through a search engine.
ØFriendly recommendations
increase customer willingness to
make purchases.

EC（Case Study:  Amazon.com)

ØAny book can be purchased
from a collection of 3 million
books.
ØDesired merchandise can be
found through a search engine.
ØFriendly recommendations
increase customer willingness to
make purchases.

Mobile Commerce

ØOnly limited merchandise can be
carried.
ØSearch functions are rarely used.
ØTherefore, it is important that
customers will be able to find the
merchandise without the
cumbersome inputting process.

Mobile Commerce

ØOnly limited merchandise can be
carried.
ØSearch functions are rarely used.
ØTherefore, it is important that
customers will be able to find the
merchandise without the
cumbersome inputting process.

Comparison of characteristics of EC and MC in terms of arousing desire to purchaseComparison of characteristics of EC and MC in terms of arousing desire to purchase

VSVS

ØComplete-on-Screen
Type Media-Mix
ØClick-and-Mortar
Type Media-Mix

ØComplete-on-Screen
Type Media-Mix
ØClick-and-Mortar
Type Media-Mix

ØEntire process is
completed in the
virtual world

ØEntire process is
completed in the
virtual world
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Media-Mix Strategy Defined And CategorizedMedia-Mix Strategy Defined And Categorized

Let us define and categorize the Media-Mix...

Stimulating buying behavior through a combination of
mobile commerce and various media (newspaper,
television, radio, magazines, e-mail, etc.)

Stimulating buying behavior through a combination of
mobile commerce and various media (newspaper,
television, radio, magazines, e-mail, etc.)

DefinitionDefinitionDefinition

Click-And-Mortar
Type Media-Mix

Click-And-MortarClick-And-Mortar
Type Media-MixType Media-Mix

Complete-on-Screen
Type Media-Mix

Complete-on-ScreenComplete-on-Screen
Type Media-MixType Media-Mix
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What are the characteristics of mobile?What are the characteristics of mobile?

Let us think about why Media-Mix can be effective in mobile commerce, from the following
perspectives...

Characteristics of
Mobile

Characteristics ofCharacteristics of
MobileMobile

ØActive characteristics of mobile
ØPassive characteristics of mobile
ØØActive characteristics of mobileActive characteristics of mobile
ØØPassive characteristics of mobilePassive characteristics of mobile

Characteristics of
Merchandise

Characteristics ofCharacteristics of
MerchandiseMerchandise

Ø Factual information:  information
understood through words and
numbers

Ø Qualitative information:  information
understood through actual touching
and talking to sales representatives

ØØ Factual information:  informationFactual information:  information
understood through words andunderstood through words and
numbersnumbers

ØØ Qualitative information:  informationQualitative information:  information
understood through actual touchingunderstood through actual touching
and talking to sales representativesand talking to sales representatives
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ØTimely service available at will
ØEntrance to  giant network (key device)

An organic link to home network and broadband service, which
are expected to be integrated in the future.

•Ultimate personal tool with a constant connection to the Internet

• Mobile phone characteristics:  One terminal per person, portable
 everywhere

Characteristics of Mobile (Active)Characteristics of Mobile (Active)
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Characteristics of Mobile (Passive)Characteristics of Mobile (Passive)

Unlike PC, mobile benefits from its portability which is its prime feature, at the expense of the
physical limitations charted below, which in turn limits its basic functions and operations...

Output-
Related
Features

Output-
Related
Features

Small screenSmall screen

Limited color
display and low
resolving power

Limited color
display and low
resolving power

More limitations
than HTML

More limitations
than HTML

Input-
Related
Features

Input-
Related
Features

・Minituarization poses limitations on display.
・Compared to PC, it is more difficult to view
the merchandise and check details.

・Minituarization poses limitations on display.
・Compared to PC, it is more difficult to view
the merchandise and check details.

　・Visual information is difficult to display.
　・As a result, it is difficult to check the
appearance of merchandise in detail.

　・Visual information is difficult to display.
　・As a result, it is difficult to check the
appearance of merchandise in detail.

　・It has less tags and less capacity for expression
than HTML.
　・With tools like Flash unavailable, it is less
convenient and less visual.

　・It has less tags and less capacity for expression
than HTML.
　・With tools like Flash unavailable, it is less
convenient and less visual.

Input difficulties
due to lack of

keyboard

Input difficulties
due to lack of

keyboard

　・Fewer keys make it cumbersome to type in
the letters needed.
　・Changing the typing mode alone is
cumbersome.

　・Fewer keys make it cumbersome to type in
the letters needed.
　・Changing the typing mode alone is
cumbersome.

No pointing
device

No pointing
device

　・There is no solution at this point except to
bring the cursor to the input field.    Naturally,
click-able map and other such functions are
not available.

　・There is no solution at this point except to
bring the cursor to the input field.    Naturally,
click-able map and other such functions are
not available.

How can we
make up for
insufficient

information?

How can we
make up for
insufficient

information?

How can we
simplify the

input
process?

How can we
simplify the

input
process?
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Purchase Patterns Sorted by Merchandise TypePurchase Patterns Sorted by Merchandise Type

Below is a matrix mapping two factors that are important when a consumer makes a purchase:
qualitative information and factual information.

All-on-Screen Type refers to merchandise with which a consumer can complete the entire purchasing
process on screen without actually looking at it.
Click & Mortar Type Media Mix refers to merchandise that is often expensive and that a consumer needs
 to examine physically before making a purchase.
Complete-on-Screen Type Media Mix refers to merchandise that responds well to a combination of
 stimulating appetite for purchase via various other media and a mobile commerce purchase. 

 
 
 
 
 
 
 
 

 
 

 
 
 
 
 
 
 
 
 
 
 
 

LO                            HIGH 

HIGH 
 
 
 
 
 
 
             

      
 
 
 
 
 
 
 
LOW  

①  

REAL ESTATE 
COSMETICS  

PC  
CAR  

③  ④  

②  

BOOKS 

FLOWERS, PLANTS 

¥
ELECTRONICS

 

CD、VIDEO  

HOBBY, MISC, FURNITURE

 
TOYS  

GOLD  

EVENT TICKETS  

GIFTS  

FOOD GOODS 

TRAVEL 

CLOTHES, ACCESSORIES  

All-on-Screen TypeAll-on-Screen Type

Complete-on-
Screen Type
Media-Mix

Complete-on-
Screen Type
Media-Mix

Click & Mortar
Type Media-Mix
Click & Mortar
Type Media-Mix

Factual

Qualitative
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Conclusion:  Why Media-Mix is Effective for m-CommerceConclusion:  Why Media-Mix is Effective for m-Commerce

Below is an analysis of mobile, various media, and PC, based on the different types of information they offer.
Mobile information is characteristically superior in terms of its capacity for immediate action and personalized
information.  Other media tend to be superior in terms of visual data and information reach.

Visual DataVisual DataVisual Data

Search
Capacity
SearchSearch

CapacityCapacity

Capacity for
Immediate

Action

Capacity forCapacity for
ImmediateImmediate

ActionAction

Information
Reach

InformationInformation
ReachReach

Richness of
information
Richness ofRichness of
informationinformation

Personalized
Information

PersonalizedPersonalized
InformationInformation

××

△△

○○

××

○○

××

××

××

○○

××

○○

○○

○○

△△

××

△△

××

○○

××

○○

××

××

△△

△△

×× ○○ ×× ×× △△ ○○

○○ △△ ×× ×× ×× ○○

Impulsive
Shopping

ImpulsiveImpulsive
ShoppingShopping

Merchandise
Lineup

MerchandiseMerchandise
LineupLineup

Stimulating
Buying Behavior

StimulatingStimulating
Buying BehaviorBuying Behavior

Extent of Info
Coverage

Extent of InfoExtent of Info
CoverageCoverage

Consumer
Confidence
ConsumerConsumer
ConfidenceConfidence

Motivation behind
Purchase

Motivation behindMotivation behind
PurchasePurchase

MobileMobileMobile
Magazines/
Newspaper

Magazines/Magazines/
NewspaperNewspaper TVTVTV RadioRadioRadio Outdoor

Advertising
OutdoorOutdoor

AdvertisingAdvertising
PCPCPCInfo

Type
InfoInfo
TypeType

Aspects
Influenced
AspectsAspects

InfluencedInfluenced
Other MediaOther MediaOther Media

MobileMobile

Mag/Newspaper (Paper Medium)Mag/Newspaper (Paper Medium)

TV (Image medium)TV (Image medium)

Outdoor AdvertisingOutdoor Advertising

Complete-On-Screen TypeComplete-On-Screen TypeComplete-On-Screen Type

Click & Mortar TypeClick & Mortar TypeClick & Mortar Type

Locational
Click & Mortar Type

LocationalLocational
Click & Mortar TypeClick & Mortar Type

＋
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Conclusion:  Why Media-Mix is Effective for m-CommerceConclusion:  Why Media-Mix is Effective for m-Commerce

Let us summarize the points on mobile commerce and Media-Mix strategy.
Media-Mix strategy is generally based on the complementary effect of mobile and the various other media, as
weaknesses in mobile commerce and in the various media mutually complemented by their strengths.

Mobile Commerce：MotionMobile CommerceMobile Commerce：：MotionMotion

ØImmediate shift to buying
behavior
ØPersonalized information

ØImmediate shift to buying
behavior
ØPersonalized information

ØPoor visual display
ØDifficulties involving input
ØPoor visual display
ØDifficulties involving input

Mobile Media-Mix strategy that combines mobile with the various media is
the best strategy in smoothly shifting consumer behavior from emotion to motion:

Emotion→Motion

Mobile Media-Mix strategy that combines mobile with the various media is
the best strategy in smoothly shifting consumer behavior from emotion to motion:

EmotionEmotion→→MotionMotion

＋＋＋

－－－

Various Media：EmotionVarious MediaVarious Media：：EmotionEmotion

ØRich visual information
ØGood information reach
ØRich information

ØRich visual information
ØGood information reach
ØRich information

ØThere is a GAP in the
process before purchase is
made

ØThere is a GAP in the
process before purchase is
made

＋＋＋

－－－

Complementary
 Effect

ComplementaryComplementary
 Effect Effect
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AttentionAttention InterestInterest DesireDesire MotiveMotive ActionAction RetentionRetention

Click & Mortar Type Media-Mix:  ReservationsClick & Mortar Type Media-Mix:  Reservations
(Case Study of(Case Study of famima famima.com).com)

Let us look at the click & mortar case study of our client famima.com...

Advertising in the shops
and magazines

Advertising in the shops
and magazines

Making
the

purchase

Making
the

purchase

Advertising
permission
/ E-mailing

Advertising
permission
/ E-mailing

Details can be found out
via the call center

Details can be found out
via the call center

Access via corresponding
address & membership
registration take place
immediately upon viewing
advertisement

Access via corresponding
address & membership
registration take place
immediately upon viewing
advertisement

“Phone to” functions enable
easy inquiry and interactive
service that provides detailed
information on merchandise

“Phone to” functions enable
easy inquiry and interactive
service that provides detailed
information on merchandise

Shop
location is
displayed

Shop
location is
displayed

Shop-display
linked to
Zenrin’s
Mobilephone
Digitalmap

Shop-display
linked to
Zenrin’s
Mobilephone
Digitalmap

Visitng
the shop
Visitng

the shop

Direct travel
to the shop
with an aid
of the map

Direct travel
to the shop
with an aid
of the map

If satisfied,
reservation
& payment
on the spot

If satisfied,
reservation
& payment
on the spot

Sending special
information by
pushing e-mail
to famima.com
members

Sending special
information by
pushing e-mail
to famima.com
members

 User
Order

Payment

Merchandise

Payment

Merchandise
Over-the-Counter
Receipt

Music CD’s, DVD’s, video’s,
games, special products, concert

tickets, catalg goods

Planning, consulting, production,
system development, system
management, maintenance

With the cellular phone, process is seamlessWith the cellular phone, process is seamless

Shops:
BGM,
brochures, LC
screen for
POS
resgisters.
Magazines:
Fami-Colle &
PIA
TV:  CM

Shops:
BGM,
brochures, LC
screen for
POS
resgisters.
Magazines:
Fami-Colle &
PIA
TV:  CM

Reserving
Purchase

Reserving
Purchase

Merchandise
can be
reserved on
cellular
phone screen

Merchandise
can be
reserved on
cellular
phone screen



16Copyright （ｃ） CYBIRD　２００1

Conclusion:  5 Points of Mobile CommerceConclusion:  5 Points of Mobile Commerce

Membership System

Actual
Shop

Advertisement via

mail-order / various media

Merchandise
with high

reservation
factor

①Media-Mix,
Complete-on-Screen

Type (merchandise)

①Media-Mix,
Complete-on-Screen

Type (merchandise)

③Media-Mix, Click &
Mortar Type (bringing
customers to shops)

③Media-Mix, Click &
Mortar Type (bringing
customers to shops)

④Media-Mix, Click &
Mortar Type
(reservation)

④Media-Mix, Click &
Mortar Type
(reservation)

②Media-Mix Membership
Registration

②Media-Mix Membership
Registration

⑤ M-Marketing
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Thank you!

info@cybird.co.jp


