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Summary

    NTT DoCoMo dominates the Japanese mobile phone market in Japan with about 58% of the overall subscribers and 64% of the mobile Internet subscribers. In the short-term, the positive feedback between the number of subscribers and contents will probably enable it expand its share of the mobile Internet and overall phone subscribers. In the long run, its early implementation of Java, navigation-related services, and third generation services probably guarantee its domination of the market for many years to come.

    Of greater interest, the success of NTT DoCoMo and mobile Internet services in Japan in general have created a large number of opportunities for other firms. This includes the technologies used in the i-mode system (e.g., software for servers), i-mode phones (e.g., browsers and other software), navigation and location systems (e.g., maps, browsers, and ASPs), and mobile Intranets (e.g., groupware and ASPs). For example, great deal of new and innovative software is still needed to facilitate access to contents that were created for the fixed-line Internet. New developments like Java and third generation services also create new markets for existing and new firms. 

    A key aspect of these new markets is competition between firms to define many of the key interface standards. A number of firms are competing to create the standards for phone operating systems and the interfaces between operating systems, various application programs, Java, and browsers. This competition will have a strong impact on the competition to create the interface standards in the mobile Intranet, a market that is still largely undefined. Finally, these and other firms are competing to create other interface standards in the navigation and location area, which represent a large potential market for the mobile Internet.  

Table of Contents










Page

1. Executive Summary






2

2. Introduction







2

3. An overview of the Japanese cellular phone market


4

3.1 The growth in subscribers

3.2 The resurgence of NTT DoCoMo

3.3 Recent changes in shares

4.The status of and growth in Japanese mobile Internet services 

15

4.1 A comparison of services

4.2 The short-term effect of mobile Internet services on revenues: 

   the case of i-mode and DoCoMo 

4.3 Problems with i-mode
5. An overview of mobile Internet/Intranet applications/contents and 

22

  business models in Japan

5.1 Fixed versus mobile Internet applications 

     5.1.1 The new tradeoff between reach and richness

     5.1.2 Location-dependent services are part of the reach-richness 

          tradeoff

     5.1.3 Young People

  5.2 Business models and mobile billing methods in the mobile Internet

     5.2.1 Overall Business Model Used by Japanese Service Providers

     5.2.2 General billing and business models used in Japan’s mobile 

          Internet market

   5.2.3 Portal sites, search engines, and advertising

6. Key technologies in Japan’s mobile Internet market


34

6.1 Service Provider Networks 

     6.1.1 Server-related software

     6.1.2 Java-related technology

  6.2 Phone Technology

     6.2.1 PDAs

     6.2.2 Displays

     6.2.3 Browsers

     6.2.4 Data Base Software

     6.2.5 Operating System

     6.2.6 Java Technology

  6.3.Home Page Creation and Management-Related Services

6.4 Electronic payment systems 

7.Key technologies in mobile Internet related navigation systems

45

7.1 Car navigation Systems

  7.2 Existing personal navigation systems and location services

  7.3 Local information and related services

  7.4 Maps and map technology

  7.5 Browsers

  7.6 Business Applications and ASPs

8. Key Technologies in i-mode-based Mobile Intranets 


53

8.1 Intranet Applications

8.2 PIM Software

8.3 Groupware

8.4 Sales force automation systems

8.5 Application System Providers (ASPs)

  8.6 Key Interfaces

9. Key Alliances in Japan’s mobile Internet market



61

9.1 Docomo

9.2 DoCoMo’s four handset manufacturers

9.3 Access

9.4 Sun and Java

9.5 Oracle and other data base suppliers

9.6 Content Providers

9.7 Mitsui Bussan

10. Summary







66

