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Abstract 

In the last few years, the whole business world has witnessed the incredible 

development of mobile technology. Realizing the great potential of being mobile, 

enterprises have never stopped trying to implement this exciting technology within 

their business process and mBusiness is just the result of such enduring efforts. With 

all the fascinating features of mobile technology, mBusiness brings forth lots of 

opportunities to enterprises who are struggling in today’s fierce competition.   

 

In many developed countries, as Sweden, many systematic researches have been 

conducted about mBusiness, which provides their enterprises with solid theoretical 

support in the process of implementing mBusiness. However, in China, the particular 

developing environment for mBusiness decides that its development will not follow 

the same road that is taken by Western enterprises. The experiences accumulated in 

the practices of Western enterprise, therefore, are of limited use to Chinese 

companies.  

 

This thesis attempts to look into the development of mBusiness in China and reveal 

the most important opportunities of mBusiness for Chinese enterprises, as well as to 

find out the major challenges that may hinder the realization of these opportunities. It 

aims to provides Chinese enterprises with a roadmap during their implementation of 

mBusiness and hopefully contribute the prosperity of mBusiness in China from the 

theoretical point of view.  

 

Keywords: mBusiness, Chinese enterprises, opportunities, challenges, organizational 

structure, business process 
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1. Introduction  

1.1. Background 

Mobile technology has greatly changed the life style of people all around the world. 

How to embrace this change and set up sustainable competitive advantage, therefore, 

has become the new challenge that business organizations have to cope with in order 

to survive the fierce competition. Combining mobile technology and business 

operations could be taken as a sound solution to address this change. In fact, Mobile 

Business, the result of the combination, has already been recognized as the succeeder 

to eBusiness and adopted by many firms in developed countries as major component 

of IT strategy.  

 

Lots of studies have already been conducted on mBusiness related topics. However, 

most of them focus on the situation of developed countries, where mBusiness market 

is already quite mature. What happens in developing countries? Since we come from 

China, development of mBusiness in China has become our main concern. The thesis 

tries to fill in the blank of the similar studies and provides an insight into the 

developing situation of mBusiness in China.  

 

1.2. Research Problem 

As implied by the topic, our thesis is going to drill down into the application situation 

of mBusiness among Chinese enterprises. Current benefits as well as problems will be 

elicited from the user experiences of companies who have already applied mBusiness 

and will be further refined in order to find out the major opportunities and challenges 

of mBusiness in China. It not only aims to help Chinese enterprises identify the 

challenges and opportunities, but also to provide a guide book, followed by which, 

companies can find the balance according to their practical situations and make the 
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best use of mBusiness. In this sense, the topic could be decomposed into several 

major problems as follows:   

 

What kind of opportunities can mBusiness provide in the particular market of China? 

Where do these opportunities locate? 

What are the potential challenges Chinese companies have to face with? 

Are there any relationship between opportunities and challenges? 

How to deal with these two factors in order to achieve success in Chinese market? 

 

1.3. Goals, Purposes and Disclaimers 

The thesis aims to depict a general picture of possible opportunities brought by 

mBusiness in the particular market of China. Potential challenges that could be 

encountered by the Chinese companies during the process of applying mBusiness will 

be introduced. Because of the complexity of the studied object, it will be divided into 

different categories during the study and the final findings will be based on each 

individual category. Connection between opportunities and challenges will also be 

revealed in the course of research. Suggestions on how to deal with different 

challenges in order to make the best of the opportunities will be given based on the 

statistics gained via online questionnaire. 

 

The purpose of the study is to identify the opportunities brought by mBusiness in 

Chinese market, help Chinese enterprises overcome possible challenges and finally 

set up and maintain competitive advantage in the fierce global competition. Therefore 

the purpose embraces both short term and long term objectives. As for the long term 

objective, the study aims to contribute to the knowledge warehouse of application of 

mBusiness in developing countries. Criteria of how to identify opportunities in a 

given market will be formulated so that companies in developing countries can follow 

these criteria when applying mBusiness. As for the short term objective, opportunities 
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of mBusiness in Chinese market will be addressed and clarified. Challenges that could 

be encountered by enterprises when pursing these opportunities will be identified. 

Possible solution to these challenges will be reached after analyzing the feedback 

from companies in China.  

 

Due to the specific condition under which the study is conducted, online survey is 

selected as the main method of our research. Internet will be the major 

communication channel during our survey. Therefore, the range of our research will 

be constrained to where Internet can reach. Considering the fact that the penetration 

rate of Internet is still not very high in China, the limitation of our research is very 

obvious and thereby needs further replication. In this sense, the research result could 

be not general enough.   

1.4. Research Plan 

1.4.1. Methods 

Three main folds of methods are formulated in the research: descriptive approach, 

explanatory approach and prescriptive/normative approach. The descriptive approach 

mainly concerns with the literature revision, description of problem and current 

situation.  

 

As far as empirical study is concerned, explanatory approach will be adopted to find 

the underlying causes and effects of research problems, which are implied by the 

collected statistics and feedbacks. Alternate hypothesis will also be used, which 

predicts that there are opportunities and challenges in Chinese market of mBusiness 

that are promised in theories. The study objects will be companies in China, including 

local companies and branches of international companies that have business activities 

in China. Although the hypothesis is positive, subjective bias will be carefully 

controlled with some useful techniques. Considering the nature of our study—mainly 

focusing on the effect of mBusiness on Chinese market, the study will be more from 



 4 
 

the qualitative point of view, trying to reveal the relationship between opportunities 

and challenges, as well as theory and practice. The empirical study will be mainly 

based on survey conducted among sample companies, obtained data from Internet and 

some case studies. Other methods as randomization, sample of convenience [1] and 

etc. will be tried in this part in order to eliminate all the possible bias that could 

decrease the credibility of the study.  

 

The focus of prescriptive/normative approach is to deal with the analysis and 

discussion of the results and propose for better solution. Criteria regarding how to 

make the best use of mBusiness and contribute to the sustainable competitive 

advantages will be developed with this method in the final part of the report.  

 

1.4.2. Structure of Report 

The research will follow a deduction way and starts from literature revision, trying to 

gain a solid understanding of mBusiness from theoretical point of view and all its 

supporting technologies. General situation of development of mBusiness around the 

world will be introduced in this part also. Following this first part will be the research 

landscape. This part will give an insight into the supporting infrastructure of China, 

the developing situation of eBusiness together with the driving forces for mBusiness. 

Hypothesis will be given in the next chapter before beginning the suvery. Analysis 

will be conducted after collecting all the necessary feedback and statistics. The whole 

report will ended with the conclusion part, where final result of the study will be 

presented and hypothesis will be proved or rejected.  
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2. Literature Revision 

2.1. Definition of Mobile Business 

“Doing business using wireless services. The mobile counterpart to e-business.”[2] 

This is the top listed definition of M-business in Google. Despite of its briefness, it 

gives a snapshot of this magic term.  

 

As a subset of “business”, M-business considers the complete environment of a 

company and “could be described as the utilization of mobile technologies to maintain, 

improve or extend existing business processes and relationships or to develop new 

business segments.” [3] Therefore, all the business applications with the use of mobile 

technology are components of M-business. With its focus on procurement, processing 

and provision of information, M-business well differentiates itself from M-commerce, 

whose focus is on processing transactions.   

 

The ultimate goal of M-business is to improve the operating efficiency of modern 

companies and increase customer satisfactions by facilitating business processes, 

providing customers with value added services and by “creating synergies between 

companies’ core competencies and mobile technology.” [4] Furthermore, 

implementing M-business can also increase the level of personalization of a 

company’s business relations, which will lead new customer segmentation. On the 

other hand, customer will also enjoy the customized services as well as product in a 

mobile business environment.   

 

The following chapter will give more insight into mobile business itself, trying to find 

the reason for mobile business. 
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2.2. Mobility and Business 

Standing at the crossroad of traditional business avenue and fashionable high tech 

boulevard, mBusiness is not as complicated as it is conceived by most of the people. 

It is composed of 2 main elements—Mobility and Business, just as it looks like. As a 

brand new way of doing business, mBusiness is still dealing with the classical 

business domain, with lots of new options provided by new technologies. In order to 

have a good understanding of its nature, it is necessary to look into it from these two 

different aspects.  

 

2.2.1. Mobility 

Before any insight being taken into mBusiness, one very important term has to be 

clarified at the very beginning of our study—Mobility. What is mobility and what 

attributes does it have? These two questions will be addressed in the following 

chapters. 

 

What is Mobility?  

According to “The American Heritage® Dictionary”, definitions of mobility are: 

1. The quality or state of being mobile.  

2. The movement of people, as from one social group, class, or level to another: 

“There's been . . . restructuring of industry and downward mobility for 

Americans as a whole” (Lawrence W. Sherman). [5] 

 

We are more interested in the role mobility plays in the business world, therefore, our 

definition of mobility is: capability of sharing information and accomplishing 

business transaction in a dynamic environment, where such elements as fixed time, 

place and device do not exist.  

 

It is, however, not a static term and has been evolving all the time since its first 

appearance. This change is mainly due to the development of technology. At the early 



 7 
 

age of Internet, having access to the Internet through wired-connection from your PC 

could be looked as sort of mobility. One can keep constant contact with the rest of the 

world and keeping trace of the business activity he/she is involved from any places 

with Internet connection. With the expansion of mobile phone network, mobility 

extended itself to a more real time environment. Company decisions could be shared 

by simply a phone call or one SMS. WAP helped people get informed about the latest 

stock news. Internet could be accessed via cell phone. Always online is not a dream 

anymore. Then there came the great boom of electronics and telecommunication 

technologies. 3G, WiFI, WiMAX, PDA, Smart Phone all these breakthroughs make it 

possible to keep more closely connected with the world. Such tasks as checking 

emails, having visual conference or even playing games could be performed on your 

mobile devices that are of match box size. Since all these exiting innovations happen 

in the wireless world, mobility has also been extended to the realm of wireless. Today, 

information needed could be accessed without limitation of time and space as long as 

you stay inside the invisible network.  

 

Attributes of Mobility  

Now that we have talked about the definition of mobility, it’s time to move on the 

characteristics in order to get a better understanding of mobility. 

 

Diversity of devices: Mobility is enabled by all kinds of high-tech devices. There are 

hundreds of brands in the market, the products of which usually have the similar 

functions. Basically there are 4 categories: Laptop, PDA, cell phone and smart phone. 

Depending on different levels of mobility and functionality required, careful decision 

is needed when choosing the suitable device.   

 

Always online: It refers to the characteristic of a mobile device to have the capability 

to constantly send and receive data.[6] It is the expected features of mobile devices 

and is the benchmark when deciding the level of mobility. In today’s 3G world, it has 

already become a prerequisite of mobility.  
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Remote access: It is another critical characteristic of mobility. It is about the ability to 

access the data or information away from the source. With the portable devices 

provided by advanced technologies, it is also a preliminary requirement for mobility.   

 

Security: It is a newly born attribute together with the widely deployment of mobile 

system and Internet-based application. Privacy now is facing a great challenge 

brought about by technologies. Therefore how to address this problem and provide a 

solution has been the concern for almost all the telecommunication technology. It has 

also become a very essential characteristic of mobility.  

 

When certain application has all these attributes introduced above we call it a mobile 

application.   

 

2.2.2. Business 

The concept of business has been an integral facet of human activity since the 

development of the earliest civilization. [7] Its first appearance dates back to the 

barter system in Eolithic age, when it was not called “business” at all, while having all 

the components economists gave to it thousands of years later. After a long time 

evolution, today, business has already stepped into a new era—E-Business. Although 

lots of things changed when time passed by, the components of business didn’t 

experience such a big change. Customer is still the center of business. It centralizes all 

the important factors within business domain and could always decide the result of 

business activity. No matter what kind of fancy features are enabled by advanced 

technologies, business is still customer-centric, like it always did.  

 

However, stable as the components of business are, the way how they are defined did 

go through a major change with the change of concept people have towards business. 

In the world of e-business, people are accustomed to the relationship-based approach 
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when defining of customer. These relationships could be: 

1. Customer-to-Customer (C2C) 

2. Business-to-Customer (B2C) 

3. Business-to-Business (B2B) 

Depending on different scenarios, the role of customer is played by different entities. 

Provider in one scenario could be customer in another scenario. For example, you 

want to buy something. You are a consumer and Ebay is the provider. You pay Ebay 

for the goods it provides (B2C scenario). However, on the other side, Ebay has to get 

all these goods from the suppliers. In that case, Ebay will be the customer and those 

suppliers will be the providers (B2B). It is evident that the role of customer is quite 

flexible today and therefore it is more difficult than ever to address the requirement of 

customers. Besides, it is quite clear from the relationships above that a certain 

business entity usually has several roles at the same time, which make it very difficult 

for them to achieve efficiency while keeping trace of the customers’ needs.  

 

MBusiness, as the extension to e-business, is an application of mobile technology in 

the realm of business. Although having a lot to do with new technologies, it is still 

under the frame of business. Therefore, the ultimate goal of this application is trying 

to improve the performance of modern business organization in such an 

informationized world by addressing the requirement of customers.  

 

2.2.3. Drivers for Mobility 

This part goes into greater details on why mobility is so important to business and 

what are the driving forces behind the growth of it. Insights will be taken from two 

different aspects: customer and business, trying to explain the reason for mBusiness.  

 

Customer Drivers 

With all kinds of comfort provided by high technologies, people today are more likely 

to leverage new technologies than ever in order to experience more convenience and 
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commerce in their daily life.  

 

Mobile technology has changed the whole world in the same way how electricity 

changed it one century ago. These changes affect the whole human race as well, 

including their life styles, families, careers and expectations. After going through all 

the drastic changes, “customers’ basic requirements that mobile business activities 

provide are value-added, must be easy and convenient to use, and transaction need to 

be executed within a short period of time”. [8] They are looking forward to the 

ubiquity and context-based applications along with the “traditional” convenience 

provided by Internet. No matter where they are, they could get the goods and services 

they want and all the information provided to them are based on the specific location 

and environment by which a user is surrounded. Mobility maybe not the answers to 

all these requirements but it does provide solutions to some of them that could not be 

addressed several years ago.  

 

Business Drivers  

Companies are struggling in such a world that every opportunity should be taken fully 

advantage of in order to win over their counterparts in the fierce competition. They 

will not ignore the potential benefits that are brought about by mobile technology and 

will also try every possibility to keep the competitive advantages.   

 

Cost-efficiency is always the goal all the business organizations are pursuing. It could 

be achieved by improving the internal efficiency and grasping more external 

opportunities.  

 

By leveraging mobile technology within the company, information flow could go 

beyond the limit set by the wired network, which will allow more frequent use of 

mobile workforce. Less time will be spent on paper work when sales team can access 

to the central database before submitting proposals to customers regardless of the time 

and location. Better quality and fast service will be achieved if field service personnel 
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can access to the historic customer data. Life of managers will not be that tough when 

remote access to the computers at office is possible while they are on the plane to 

some small island around Honolulu. Mobility make all this possible and greatly 

improve the efficiency of daily operation of a modern organization.  

 

In the meanwhile, customers will have better value-added services when companies 

improve their efficiencies. As mentioned above, customer is always the center of 

business. No matter what kind of technology is applied, the goal is to make the 

customer happy. There is no exception in our case.  

 

According to a survey conducted through the M-Business Expo website by Siemens 

canvassed the views of senior IT professionals and business managers, keeping 

customers happy is of the first priority to most of the business organizations. [9] The 

logic behind this is simple: as long as customer satisfactory is attained, occupation of 

the market share is just a matter of time.  

 

It is quite clear from the above that both customers and business organizations benefit 

a lot from the application of mobility in the business domain and require the 

emergence of MBusiness. With all the enabling technologies, MBusiness has 

officially come up onto the stage of business world.   

 

2.3. Enabling Technology 

As implied by the name, most of the features of M-business are enabled by advanced 

technologies of wireless telecommunication and electronics. To some extent, the 

development situation of these technologies in a certain territory decides the 

feasibility of M-business in that particular area. Considering the impacts these 

technologies can possibly have on our research, at the beginning of the report, all of 

them will be introduced briefly. 
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3G is the abbreviation third generation mobile network. With its powerful data 

transmission ability, the speed bottleneck faced by the existing 2G network will be 

removed. Multi media information will be accessible on this new generation mobile 

platform. Surfing the net on mobile phone will not be a dream any more. As 

m-business grows, it’s likely that 3G phones will hold information such as train or 

cinema tickets and discount vouchers for shops.  All of these services can be 

delivered to cell phones at any time and there is no dial-up connection required.  

 

Mobile handsets, including all kinds of smart phones and PDAs, will gradually 

replace PC and becomes the major devices used by people for accessing the Internet. 

With the development of mobile technologies, many of the functionalities that are 

only held by PCs will be transplant to mobile handsets. With the ultimate convenience 

and extreme mobility, they will become one of the most important tools for 

mBusiness.  

 

Short Message Service (SMS) - commonly known as "text messages" - allows you to 

send text and images from mobile phones and other devices. SMS is already widely 

used as it enables low-cost communication. Because of this, SMS is also being used 

for business purposes. Customers can confirm payments or make orders using SMS. 

[10] 

 

2.4. General Situation 

All these powerful equipments together with the global network for wireless 

communication make mobile computing the hot topic in telecommunication industry. 

Today, the whole world is experiencing another drastic “shrinkage” since the 

introduction of browsing capability in Internet. The promising prospect of 

unprecedented mobility in the information world is something that excites about 

everyone. The growth of M-business is an unstoppable trend with all the prerequisite 
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technologies available just as what happened to E-business some years ago.   

 

In fact, it is almost certain that the scale of M-business will not be small, which is 

implied by the penetration rate of mobile phone. To date there are 1.5 billion mobile 

subscribers in the world, 28% of which use their phone to browse Internet, up from 

25% the year before. [11] At the meantime, according to the stats released by 

Mindbranch Inc., the sales of mobile handset continue to grow worldwide, from 482.5 

million in 2003 to 816.5 million in 2005. Although it is expected that the growth rate 

will slow down in the upcoming five years, the annual sales are still going to reach $3 

billion by the year of 2009 [12], most of which will come from mobile phones with 

browsing features, as the figure 1. All these statistics have a significant implication 

for the prosperity of M-business in the coming decades. 

 

Mobile Handset Sales Growth Rate

0%
2%
4%
6%
8%

10%
12%

2005 2006 2007 2008 2009

Mobile Handset Sales
Growth Rate

 
Figure 1 Mobile Handset Sales Growth Rate [12] 

 

In some developed countries, emergences of mass market for M-business are already 

evident. Take Japan for example, “more than 200 companies are providing data 

services on DoCoMo’s i-Mode service. In addition to e-mail, these services include 

multiplayer games, on-line banking, and the remote booking of tickets. J-Phone, a 

competing mobile phone operator based in Tokyo, estimates that nearly 90% of its 

subscribers use the data and e-mail services on offer. Evidence of latent demand is not 
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confined to Japan. In 2000, more than 2 billion messages in short message service 

(SMS) format were sent between mobile phones across Europe”. [13] 

 

Promising as the future looks; there are still lots of constraints to overcome, such as 

unsatisfying features of mobile devises, high running costs, high start up costs, slow 

speed services, limited content, insecure payment channel and so on. There is still a 

long way to go before the final emergence of the global M-business market.  
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3. Research Landscape 

Historically, revolution in the business world could only happen when the existing 

harmony was broken by certain turbulent element. Although impacts could come from 

different aspects, it was quite usually that emergence of new customer priority and 

expectation being the main reason that pushes the whole business world into new 

stages. Individual companies have always been striving altering their business 

strategies and tactics in order to address these new requirements from customers 

caused by the shift in technologies, which in turn impelled the development of the 

whole business world in an invisible manner.  

 

This trend was unprecedentedly strong in the last few decades. When the technology 

world was fascinating about the spectacular achievements in the communication field, 

the business world saw literally two major structural shifts in rapid succession: 

eCommerce, eBusiness and came to the entrance of the third one: mBusiness—“the 

marriage of Internet, wireless technology and eBusiness” [14].   

  

Considering the context, under which our research is conducted, before looking into 

the development situation of mBusiness in Chinese market, it is necessary to first 

have an insight of the playing field as well as to accurately grasp the direction of 

technology shift in China.  

  

3.1. Infrastructure 

As mentioned in the previous chapter, mBusiness is the natural consequence of the 

development of IT technology. Though derived from eBusiness, most of its fancy 

features are enabled by the powerful infrastructure of communication. Therefore in 

order to have a thorough understanding of mBusiness in Chinese market, it is 

necessary to be aware of the developing situation of different IT infrastructures in 

China. 
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3.1.1. Internet 

Just like the progress in economy China has made in the last two decades, Internet 

also experienced a magnificent development on this ancient land. Since the launch of 

project of Chinese Academic Network, CANET, in the year of 1986, Internet has 

never stopped before it really becomes the indispensable part of Chinese economy, 

culture, society and daily life of normal people. The Internet storm started from 

research institute and university and sweep across the country at an amazing speed.  

 

According to the survey conducted by CNNIC (China Internet Network Information 

Center) twice a year, Internet was developing very fast in China during the last 

10years. By the end of 2005, the number of Internet users has reached 110 million, 

almost 177.4 times this number, when the first survey was conducted in 1997, among 

which 42.3% of people are using Internet as the main source of information. The 

number of computers connected to Internet is 165.6 times of the number in 1997 and 

reached 49.5 million. The number of domain name and WWW sites under .CN has 

reached 1,090,000 and 299,000, which is 268 and 229 times of the number in 1997 

respectively. The totally outgoing international bandwidth of the year 2005 is 

136.1Gbit, which is almost 4000 times of the bandwidth of 1997. The details showed 

as figures below: 

 
Figure 2 No. of Users using Internet (10000 as unit) [15] 
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Figure 3 No. of Computers Connected to Internet (10000 as unit) [15] 

 

 
Figure 4 Bandwidths in China [15] 

 

Impressive as statistics be, the growth of Internet is far beyond hardware level. Really 

changes happened among people—their living style has been changing with the 

development of Internet. Today, almost 10% of Chinese are using Internet everyday 

and this community is expanding on daily basis. Most of the Internet users keep on 

line for at least 2.7hours per day in 2005, which has increased by 20.5% compared 

with the figure of 2004. In fact, the average online time has been increasing in the last 

5 years, which is a perfect reflection of the increasing usage of Internet among 

common Chinese. Young people have become the majority of the Internet user in 

China—45.7% of the total users are between 18 to 30 years old, around 50million, 

which is a very big percentage among the whole population in this age segment, see 
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figures 5 & 6.  

 
Figure 5 Hours per Week using Internet [15] 

 

 
Figure 6 Rate of All-age People Using Internet [15] 

 

Home has been the most preferable place where people use Internet, almost 70% of 

Internet users choose to surf the net at home. PC is still the main device for surfing the 

Internet, around 97.2% of the total user in China access to Internet from PC. Many 

other mobile devices have already been introduced to the Chinese market. However, it 

will still take several years before they can really spread among Chinese users.  
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Figure 7 Rate of Different Place Using Internet [15] 

 

Meanwhile, the research also revealed that the way how people use Internet has also 

been changing gradually. Although news access, email and search engine are still the 

major services being used most frequently, other services as information collecting, 

instant message, and commerce are more and more popular among common users. 

Following are the statistics of the usage of different services among Chinese Internet 

users. 
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Figure 8 Most Frequently Used Online Service [15] 

 

It is quite clear from the chart above that, Internet has already become a very 

important extension of the social network in China. Its function as platform of 

different services, covering almost all the areas of daily life, has been gradually 

accepted by Chinese users.  

 

Another important feature of the developing situation of Internet is the unequivalence 

among different parts of China. According to the survey conducted at the beginning of 

2006, around 90% of Internet users come from cities, which make the penetration rate 

in Chinese cities reach 16.9%. Only 19.3 million users coming from county side, and 

the penetration rate there is only 2.6%. [15] The unbalance also exists between east 

part of China and west part of China. See table below:  
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 (percentage of 
total) 

Number of 

IP4V 

Number of Domain 

Name 

Number of 

Website 

East Part of China 62.40% 78.50% 79.90% 

West Part of China 37.60% 21.50% 20.10% 

Table 1 Unbalance between West China and East China 

 

These differences are mainly caused by gravity of China’s development policy. When 

this gravity is shifting from east China to the inner land, it will disappear in the near 

future. However, for the time being, it has to be taken into consideration when 

conducting any research regarding development of Internet in China.  

 

Overall speaking, Internet is still in its fast developing stage in China, not only in the 

respect of hardware infrastructure but also its social impact. With such a steady 

increasing rate, the future of Internet in China is full of sunshine.  

 

3.1.2 Mobile Communication  

Now, it’s time to move on to the second fundamental element of mBusiness—Mobile 

communication technology. As mentioned in the previous chapter, it is mobile Internet 

makes everything possible. Therefore, in order to study mBusiness in China, 

development of mobile communication in China deserves as much attention as 

Internet does.  

 

Today, the mobile network has covered all the major cities in China and almost 98% 

of counties in the remote area. According to the research result released by China 

Economic Information Network, by the end of March 2006, the number of users of 

mobile phone has reached 409,693,000, increased by 16,265,000, compared with the 

end of 2005, which makes the penetration rate 30.3/hundred person. It is estimated 

that the increasing rate is going to stay at a very high level in the coming few years 

which will further enlarge the size of the mobile market in China. [16] 
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Figure 9 Number of Mobile in China [17] 

 

Behind the prosperity of mobile market in China, major operators play a very 

important role and make decisive contribution. Chinese mobile market is shared by 3 

major players: China Mobile, China Unicom and China Telecom. Although all these 

companies are national owned, they each has their own unique business strategy in 

order to compete with each other in such a competitive environment. Different as the 

strategy be, they have a common goal: to hold larger market share and increase their 

competitive advantage. The actual competition among these three giants is beyond the 

scope of our study, but it is for sure that it results in the constant development of 

China’s mobile market.  

 

On the one hand, in order to grasp more users, these operators put lots of effort in the 

upgrading of the current mobile network. Take China Unicom for example, since the 

year of 2004, in order to break the deadlock of the market distribution of 2G market 

among all the competitors, it started to seek new opportunities in the next generation 

of mobile network—2.5G. Before then, Chinese mobile market was dominated by 

GSM technology. When CDMA was first introduced to China, China Unicom was 

very keen to this change and successfully absorbed this new element into its business 

strategy. It worked closely with its partner Bell Alcatel to deploy this new network 
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infrastructure. According to the statistics released by some informed person, more 

than 6.8billion USD has been invested by China Unicom in its CDMA network from 

2001 to 2004. By the end of Oct. 2005, the total number of CDMA users has reached 

32.1 million, around 25% of the total subscribers of China Unicom, which made it the 

second largest CDMA operator on the world. At the same time when China Unicom 

deployed its CDMA network, it has never stopped investing in its existing GSM 

network. [18] According to Mr. Li Gang, Vice President of China Unicom, 12.5 

billion USD will be invested in to its GSM network in the year of 2006, which is 

around 49% of the total investment. Most of the money will be spent on upgrading its 

GSM network into GPRS network in major cites in China. The efforts on both sides 

have the same goal—get ready for the upcoming storm of 3G. In fact, both of the 

other counterparts of China Unicom have the similar strategies, which result in the 

boom of the mobile network in China.  

 

On the other hand, value added services have been taken by operators as another 

opportunity from which larger market share could be achieved, especially when the 

market is coming to a stable situation in China. Standing at the entrance to the new 

generation mobile network, different operators have conceived their own strategy 

trying to take hold of this emerging chance. China Mobile is the most active one 

among all the competitors. Based on its powerful information exchange platform, 

China Mobile flexibly combined music, flash and video with normal messages system. 

Subscribers could access to information in all kinds of format freely. It has officially 

launched its mobile commercial services early this year. As the biggest rival of China 

Mobile, China Unicom reacted very quickly to the move made by its competitor. On 

July 17th China Unicom also launched the similar services. It is believed that the 

potential of mobile commercial service is huge. According to research conducted by 

Communication University of China early this year, the increasing rate of the capacity 

of mobile commercial market is nearly 100%, considering the total number of mobile 

users (around 410 million), it is very likely that mobile phone will take the place of 

PC and become the most popular way of getting commercial information. [19] Other 
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value added services as mobile flash, mobile TV and etc. also became the hot spot in 

the mobile industry. Motivated by the potential huge profit which could be generated 

by this forming market of mobile value added service, another round of fight has 

already begun. The following is the chart describing the developing situation of 

mobile value added service in China.    

 

. 

Figure 10 Developing Situation of Mobile Value Added Service [20] 

 

Although the increasing rate drops a little bit, it still keeps at a quite satisfactory level, 

which makes it very possible that value services will become the major source of 

profit in the next few years. Mentioned in the previous chapter, value added services 

are the most wanted by customers from mBusiness. It is quite obvious that mobile 

value added services are gaining more and more acceptance from common Chinese 

mobile phone users and the big environment for the continuous development of 

mBusiness has already formed.   

 

Overall speaking, Chinese mobile market is still in its rising stage and lots of 

opportunities are emerging every day. Major players are putting huge effort in 

developing its infrastructure facilities while customers are crazy for the fantasies 

come with the blossom of mobile technology.  The rudiment of a healthy mobile 
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market has already formed. It is quite optimistic that all business related to mobile 

network will achieve whatever success they expect on this ancient land.  

 

3.2. eBusiness in China 

As the precedent to mBusiness, lots of features as well as characteristics have been 

inherited by mBusiness. MBusiness, to some extent, can be taken as the extension of 

the existing eBusiness world to the mobile dimension. Mentioned in the previous 

chapter, both eBusiness and mBusiness are the result of the advancement of 

technology and expansion of business world. Though located at different phase of this 

lasting process, they still share lots in common, the most important of which is the 

driving forces behind the scene—requirement from business side. In this sense, the 

current situation of eBusiness is just like a text book that should be studied carefully 

by all those who are interested in mBusiness. Only when the existing object is 

understood thoroughly could people address the point where development is possible. 

Therefore, how eBusiness does in China will be looked into in this chapter. 

 

 
Figure 11 Developing Situation of eBusiness In China [21] 

 

The chart above is a perfect reflection of the development of eBusiness in China in 
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the last five years. While the increasing rate did fluctuate a little bit, the whole market 

of eBusiness has been expanding, which could be proved by the increasing amount of 

total transfer. By the end of 2005 the overall capacity of the whole Chinese market has 

reached 680billion RMB. Remarkable as the size is, the actual development of 

Chinese market of eBusiness is still in its initial stage.  

 

As described in the theory, the Chinese market of eBusiness can also be divided into 

three segments: B2B, B2C and C2C. Although they are of the same importance in the 

theory, the development situation differs significantly in China.  

 

3.2.1. C2C  

After 5 years development, C2C has already seen the huge potential of Chinese 

market. Today, this segment of market is shared by several major players, among 

which Ebay 易趣(Ebay China) and Tao Bao are the most important ones. The fight 

between these two giants has never stopped after they stepped into this market. The 

fierce competition resulted in the unprecedented prosperity of Chinese C2C market. 

According to the financial report of Tao Bao, in the year of 2005, the total number of 

registered users of Tao Bao reached 13.9 million and the total amount of consumption 

exceeded 8billion RMB, increased by 700% compared with that of 2004. It is 

believed that this magnificent increase will continue if Tao Bao wants to take the 

leading position in such a fierce competition with its rival. Ebay China, meanwhile, 

holds 16million registered users and its total volume of trade reached 2.5 billion RMB. 

(Due to some security reason Ebay didn’t release its regional financial report in 2005 

therefore the exact figure of its business performance in China in 2005 cannot be 

accessed.) Taking into account the large population of China, the potential of C2C 

market is still huge.  
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Figure 12 Market Sharing Rate of 4 Biggest C2C Operators [22] 

 

Optimistic as the situation is, there are still lots of problems. The most critical one is 

the ultra-competitive condition faced by all the players. In order to gain popularity 

among potential customers, major players have to lower their charge for each bargain. 

Tao Bao even claimed to be free in the next 3 years. In fact, under such a big pressure 

of competition, how to make profit from C2C business has already become the 

biggest concern of major players in China.  

 

Overall speaking, C2C has already gained wide popularity among common Chinese. 

However, how to make money from this popularity is still a big challenge to all the 

players in this pool.  

 

3.2.2. B2B 

Compared with C2C market, competition in China’s B2B market is not so fierce any 

more. A healthy and stable market is being formed. According to the research 

conducted by iResearch, in the year of 2005, the volume of trade of China’s B2B 

market reached 650billion, which has increased by 106% compared with that of 2004. 

It is estimated that the increasing rate will slow down in the next few years, but the 
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capacity of the market will continue to expand and finally step into it mature stage 

around 2010.  

 

By the end of 2005, more than 1.5 million Chinese companies have tried B2B way of 

doing business. Others are still waiting for the right time before they actually get 

themselves involved in this huge market. Most of the companies in the second 

category are quite neutral about B2B. Due to the existence of some obstacles, such as 

security issue regarding transfer, insufficient infrastructure and etc, whether this 

newly formed market could really bring them profits becomes their major concern. 

Even those companies who have already tried B2B, the transfer amounts are usually 

under 5000 RMB (61% of the total).  

 

 

Figure 13 Developing Situation and Estimation of China’s B2B Market [23] 

 

It is quite obvious that Chinese enterprises still lack of confidence in this virtual 

market. There is still a long way to go for this market to be really mature. Fortunately, 

government has already realized the problems that keep companies stay away from 
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B2B market. On April 1st, 2005, the first ever law in the field of information 

industry—Electronic Signature Law of PRC was enforced, which has set up a sound 

juristic environment for the development of eBusiness and the upcoming mBusiness. 

Security has always been the biggest concerns of companies when they are doing 

business in electronic way. With this new law, regulations have been set to this virtual 

world and the rights of enterprises could be protected. Many problems that eBusiness 

is suffering from can hopefully be solved with the help of this new law.  

 

On the other hand, many B2B enterprises also worked very hard in order to find the 

most suitable way of promoting B2B in China. Alibaba as the biggest player in 

China’s B2B market is a very good example. In August 2005, Alibaba bought Yahoo 

China and got 1 billion USD investments from Yahoo. Until then, Alibaba has 

stretched its feeler into almost all the areas in the filed of B2B. The acquisition made 

it possible for Alibaba to reorganize its eBusiness resources and provide better B2B 

solutions and services to Chinese companies. Right after the acquisition, Alibaba 

claimed to transplant its third-party online payment platform, “Zhi Fu Bao”, from 

C2C to B2B application, which greatly improve the security level of payment and will 

encourage companies to try online payment when doing business in B2B way. Today, 

although B2B is already very popular among Chinese business world, it is still in its 

initial stage. Online still stays at the information exchange stage. Companies usually 

exchange their products information and negotiate via online platform such as Alibaba. 

When it comes to the payment, Chinese companies prefer the traditionally way. 

Secure online payment methods are badly needed by Chinese companies. Urged by 

these needs, payment platforms as “Zhi Fu Bao” and “Pay Pal” came into existence. 

However, these payment platforms still have some problems and needs further 

modification in order to fully satisfy the needs of companies in B2B market.  

 

Meanwhile, mobile network developed very fast in the last few years. Mobile 

increment has already exposed its potential to the B2B world. The coverage of mobile 

network has already exceeds that of Internet in China and its application field is 
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becoming wider and wider with the advance of mobile technology. Chinese B2B 

enterprises have seen the strength of it and start to embrace this promising technology. 

With this trend, China’s business world will gradually shift from eBusiness to 

mBusiness.  

 

Above all, with all the effort of Chinese government as well as China’s B2B 

enterprises, China’s B2B market is moving towards a satisfying direction.   

 

3.2.3. B2C 

B2C in China is developing very fast absolutely. In 2004, the transaction volume of 

China B2C shopping was RMB 4.2 billion; in 2005, this figure got to RMB 5.6 billion, 

showing a growth rate of 33%. With the further improvement of online shopping 

environment, the Compound Annual Growth Rate (CAGR) in 2005 to 2010 would 

reach 52%. [24] 

 

At the same time, B2C in China is experiencing a very harsh time. All the weakness 

of current B2C mode which is the exact copy of American mode has exposed. 

American’s mode of B2C requires high standard of infrastructure, sound system of 

online payment and powerful logistics system. Although China has made remarkable 

step in its Internet infrastructure and online payment system construction, logistics is 

still a very severe problem that hinders the development of B2C in China. The 

delivery cost is sometimes several times of the cost of products which makes it very 

difficult for B2C enterprises make profit.  

 

Chinese B2C enterprises have already realized the problem and start to search for a 

Chinese style of doing B2C. According to the futurologist Nicholas Negroponte, all 

products can be put into two categories: atom and bit. The second one has little to do 

with logistics. Considering the current situation of China’s logistics, many Chinese 

companies started to shift their focus onto this part of product. Lenovo, the world 



 31 
 

famous PC manufacturer of China, can be taken as the pioneer in this practice. On 

August 23rd, 2000, Lenovo bought 40% share of Yestock, a big communication 

technology company in China, and became the biggest share holder of that company. 

Later that month, Lenovo signed contract with Bank of China and got the 

authorization of online stock exchange services. On December 13th, 2000, Lenovo 

claimed its cooperation with New Oriental, China’s biggest foreign language 

education center, and started to get involved in online education service. Although 

these cooperations happened in different areas, there was something in common, that 

is, all the related products are logistics free. If looked from another aspect, all the 

products are related to tertiary industry, or, increment services. [25]   

 

With the collapse of China’s biggest B2C enterprise, 8848.com, China’s B2C market 

stepped into a silent era. Chinese enterprises are now adjusting their strategies, hoping 

to find the suitable way for the development of B2C.  

 

3.2.4. eBusiness Within Enterprises 

Up until now, how does eBusiness changes Chinese market has already been depicted. 

However, the meaning of eBusiness is beyond that. In order to get a panoramic point 

of view of eBusiness in China, we have to further our study into the internal operation 

of Chinese enterprise.  

 

Theoretically speaking, eBusiness as well as mBusiness can greatly improve the 

efficiency of information flow within enterprises and integrate the whole value chain. 

However, when it comes to China’s cases, there is no such shortcut that can lead to 

this promised scenario. Several problems have to be overcome in order for eBusiness 

to really succeed in China. Most of them are rooted in the cultural difference between 

China and the West.  
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Relationship  

Chinese people prefer face-to-face communication. Most of the stable and firm 

relationships are based on frequent physical contact. Direct and instant 

communication plays a very important role in maintaining such relationship. Business 

activities, as a part of social life, are also dependent on this kind of relationship or 

“Guan Xi”, without which, mutual beliefs and respect are very difficult to establish. 

Therefore, business processes that are built on the text based communication provided 

by Internet are not easy to survive in Chinese particular environment.  

 

Decision Making Process 

Decision making in China has been a highly centralized process for a long time, 

which is just the opposite to what is required by the successful application of 

eBusiness. On the one hand, Chinese enterprises want to speed up their information 

exchange process and enable themselves react faster to the change of the market. On 

the other hand, most of the leaders of Chinese companies are not willing to share their 

absolute power with their employees. How to find the balance between this dilemma 

will decide the result of eBusiness application. Fortunately, a well designed eBusiness 

solution can well solve this problem. However, it takes time for Chinese companies to 

change their existing attitudes towards decision making process, especially those large 

enterprises in China. 

 

Business Process 

Lack of clear process is a notable characteristic of Chinese culture. Business process 

is no exception. The daily operations of business organizations in China are more 

dependent on human connection instead of well defined regulations. There is no clear 

border between responsibilities of different departments. According to the theory, in 

order for eBusiness to be profitable, an automated business process and clearly 

defined authorization system are prerequisite. Again, eBusiness packages solutions 

provided by such service providers as SAP and Oracle can solve this problem. 

However, in China, the solutions are usually taken to be too robotic and not 
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humanized enough. And that’s the main reason why ERP cannot earn the popularity it 

deserves in China.   

 

All these problems are rooted in Chinese culture and cannot be solved in a short time. 

Therefore how to combine the eBusiness concepts and techniques that are borrowed 

from the West with the China’s current situation is the key to the success of eBusiness 

as well as its succeeder—mBusiness. If treated in a proper way, lots of opportunities 

could be found in these problems. For example, if eBusiness solutions could take the 

cultural factors into account it will help Chinese companies reconstruct their 

information frame and therefore reorganize their business structure. With clear 

defined functionalities of each department, labors that are wasted on many duplex 

operations concerning more than one department, such as management of logistic, 

coordination plan and etc. It will also free internal business process from useless 

middle man and cut the cost of production, which will in turn enhance the price 

competitiveness of those companies. Improved efficiency will also be achieved.  

 

Overall speaking, eBusiness is still in its rising stage. With the incredible development 

of Internet and mobile network in China, a huge eBusiness market is being formed. 

Chinese government encourages it companies to embrace all the possible 

opportunities brought by new technologies and continue it effort in building a sound 

and healthy development environment for eBusiness and upcoming mBusiness. 

Chinese enterprises, on the other hand, are very keen to the changes that come with 

eBusiness. Chinese mode of eBusiness is being pursued by all Chinese enterprises and 

it is very promising that China’s eBusiness market will step into it mature stage in the 

near future.  

 

3.3. Driving Forces of mBusiness 

It is true that eBusiness market is far from mature in China compared with developed 
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countries. However, it doesn’t conflict with the rise of mBusiness market. In fact, 

mBusiness is just the opportunities for China to catch up with developed countries in 

the field eBusiness application. It is more like a complement to eBusiness rather than 

replacement in China. To some extent, it can even be taken as a shortcut to the mature 

application of eBusiness in China.  

 

There are lots of underlying driving forces behind the inevitable rise of mBusiness in 

China. The most important ones are strong interests from the expanding customer 

segement and the huge requirements from enterprises of middle and small sizes.  

 

Customer Preference 

Revealed by statistics collected in the previous chapters, by the end of 2005, the 

number of user of mobile phone has reached 479million in China, almost 3 times the 

total users of Internet. Mobile communication has already become the most popular 

way of communication among common Chinese. With the upcoming 3G, the license 

of which will possibly be granted by Ministry of Information Industry next year, 

bandwidth, the last obstacle that lies before the total merge of Internet and wireless 

technology will finally be removed.  

 

The popularity of Internet among those who have the opportunity of using it in China 

has already proved that common Chinese welcome all the positive changes brought by 

new technology. The barrier to high penetration of Internet in China is not caused by 

the resistance of Chinese users. Insufficient infrastructure is the main obstacle that 

keeps common Chinese away from Internet. The marriage of wireless network and 

Internet will greatly lower the device requirement for browsing the Internet. When 

properly promoted by the service providers, Internet accessing will be quite popular 

among Chinese subscribers, just like other services such as SMS, MMS, WAP and etc.   

According to the report released on Annual Conference of Chinese Communication 

Industry, 2005, 232millillion Chinese mobile users are using data related services 

provided by different operators and this number is increasing on monthly basis. 
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Among all the services, WAP is the most popular one. Compared with the end of 2004, 

the total revenue that came from this service has increased by 500%. As the 

transitional service, the success of WAP in China depicts a very bright future for 

wireless Internet in China.  

 

Compared with traditional eBusiness, mBusiness has lots of new features, such as 

ubiquitous existence, more humanized services and etc. In the eBusiness era, despite 

of harsh situation, B2C and C2C have achieved considerable success in terms of 

market construction. 24.5% of Internet users in China have experienced the 

convenience brought by B2C and C2C. More remarkably, a bigger percentage of 

Internet users take Internet as a major way of accessing increment services, including 

all kinds of information (39.8%), online game (33.2%), online financial (14.1%) and 

SMS/MMS (9.5%). [26] It is quite obvious that the customer foundation is very solid 

in China. As long as the development environment for mBusiness is mature, all these 

services can be transplant to the platform of mBusiness and, hopefully, be accepted by 

Chinese mobile subscribers in a short period of time.   

 

China has more than 400million mobile subscribers, which, when exposed to wireless 

Internet, the potential market for wireless increment services will be incredibly huge. 

If we simply 4 time the market capacity, the total user of wireless increment services 

will be around 90million. Seeing all these possibilities, both enterprises and 

government in China got excited about opportunities coming with mBusiness.  

 

Requirements from Middle/Small Size Companies 

Another important driving force for mBusiness comes from the urgent needs of 

thousands of middle/small size Chinese companies. According to the latest statistics 

released by China Enterprise Evaluation Association, China has more than 172,800 

middle and small size companies, which is around 95.18% of the total number of 

Chinese enterprises. The value of final products and services delivered by this part of 

enterprises is about 58.5% of the total. It is quite evident that this part of companies is 
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the majority of Chinese enterprises. However, it is this part of Chinese enterprises that, 

to some extent, little bit detached from the current eBusiness market.  

 

This detachment is mainly caused by the demanding requirements of eBusiness. Due 

to the unbalanced development of Chinese economy, the situation of Chinese 

companies also differs significantly. It is estimated that 22.3% of middle/small size 

companies have tried eBusiness, among which, only 3% have successfully 

implemented eBusiness. It is not that Chinese middle/small size companies lack of 

will to deploy eBusiness techniques and join this virtual market. But instead, lack of 

sufficient resources is the major obstacle. Because of the size of these companies, 

most of them cannot afford the expensive communication devices required by 

eBusiness. Besides, under extreme heavy pressure of homogenous competition, highly 

educated specialists are needed in the field of online sales in order to make the best of 

eBusiness, which are in severe shortage in China. Even those companies who have 

sufficient financial support (most of them are located in the East China), human 

resource is another hindrance to smooth information flow, which is the key factor to 

the success of the implementation of eBusiness. It is not possible for managers of 

these companies to keep an eye on the real time information all the time and make 

correct decisions according to the changing information while performing their daily 

job, which is also critical to the survival of companies in such a competitive market. 

In a word, all the major problems that hinder development of eBusiness in China are 

experienced by Chinese middle/small size enterprises and the effect of which is more 

obvious than it is to large enterprises.  

  

The emergence of mBusiness provides a good solution to the most critical problems 

lying in the way. The doorsill of accessing to online business is lowered by mobile 

technology. Companies do not have to buy expensive access devices. Online sales can 

be managed by mBusiness platforms which will enables these companies concentrate 

on market broadening. Besides, many features provided by mBusiness, such as remote 

access to real time information, location free control of business process, direct 
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contact with suppliers and customers, easy payment with high security and etc will 

greatly improve the operating efficiency and lower the production cost of these 

companies. Many middle/small size companies are already on their move to adopt this 

new business mode and a brand new mobile value net is forming with the collaborated 

effort of thousands of middle/small companies that are located at the bottom of this 

huge net. Propelled by this urgent need, many eBusiness platforms in China also start 

to shift their focus onto mBusiness. Those big companies that are located at the top of 

the value net in China also start to adjust their business strategies, in order to prepare 

for the upcoming blowout period of mBusiness.  

 

3.4. Short Summary 

It’s time to depict the final picture of our research landscape.  

 

Internet is popularized in China and starts to penetrate into different areas of daily 

lives of common Chinese. The infrastructural barriers to the wide application of 

online business have been removed in the developed areas. Internet is taken by more 

and more Chinese as the major channel for collecting and exchanging information, 

gaining increment services and purchasing. It is gradually accepted as the extension of 

social network and becomes an indispensable part of daily life. More importantly, it 

has changed the attitude of the whole Chinese society towards the new lifestyle 

enabled by ICT. A solid sociology and demographical foundation for the electronized 

business application has been set up with the spreading of this virtual “net”.  

 

Mobile network is booming on this ancient land. It acts like catalyst to the 

electronization process of China. Mobile phone has already taken the position of 

fixed-line phones and become the most popular way of communication among 

common Chinese. From the cultural respective, this technology suits quite well with 

preferred way of communication in China. Though appeared more often as 
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face-to-face communication, it is, in fact, the real-time, interactive way of 

communication that is favored by common Chinese. Compared with existing 

technologies of communication, mobile technology has many unique features, such as 

ubiquitous accessibility and spatial free. All these features make mobile technology 

easier to be accepted by Chinese people, which can be proved by the tremendous 

expansion of Chinese mobile market. Its low cost and high mobility also lowers the 

doorsill of application and enables the fast penetration into every corner of China. For 

the first time, the inner land of China has seen the opportunities to catch up with the 

east part of China and get on the bus of information age. With the upgrading of 

mobile network from 2G to 3G in China, mobile technology will gradually replace 

PCs and become the major way of accessing Internet. China’s 400million subscribers 

have already promised the formation of the largest mobile Internet market on the 

world.  
 
The development of eBusiness didn’t go smoothly in China as expected, the reasons 

for which are quite complicated. Cultural differences, to some extent, are the biggest 

obstacles lying in the way. Difficult as the situation is, it did contribute to the 

electronization process of Chinese business world, the most important of which is 

cultivating a sound outer environment for mBusiness in China. After 5 years 

development, the rudiment of a huge market has already formed. Chinese customers 

got acquainted with eBusiness and their consumption manners have greatly been 

changed by Internet. Online shopping has already become a major way of purchasing 

in China. This shift of customer preference will for sure become a very solid support 

for the development of mBusiness. On the other hand, though eBusiness has not 

achieved so-called success among Chinese enterprises, it unfolded a scroll of 

opportunities before Chinese companies. Since then, enterprises came to realize the 

importance of ICT and start to integrate their business with Internet. All kinds of 

problems were revealed during their implementation, some of which cannot be solved 

in a short period of time. Chinese enterprises, especially middle and small size 

companies are desperately looking forward to an easier way of accessing the 
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eBusiness world. All these particular situation of China pre-decided the position of 

mBusiness—it will be a package of solutions to the problems experienced by Chinese 

enterprises in the era of eBusiness.    
 
With all the basic elements of mBusiness getting ready in China, it’s time for 

mBusiness really spread out on this ancient land. It is sure that opportunities will be as 

prominent as challenges for the development mBusiness in China. How Chinese 

enterprises address these critical factors will be key to the success of mBusiness in 

China, the details of which will be looked into in the next Chapter.    
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4. Practical Research 

4.1. Research Background 

As mentioned in the previous chapter, Chinese enterprises already stood at the 

entrance of the upcoming mBusiness era. With all the driving forces, how enterprises 

react to this mobile storm has drawn our attention. Therefore the study will mainly 

concentrate of the application of mBusiness among Chinese enterprises. The study 

will try to drill down into different sectors of Chinese business world. Targeted 

companies will be divided into different categories according to their locations, sizes 

and business areas. Due to the existence of many constraints, the scope and depth of 

this research is very limited. Difficult as it be, we still try to provide as clear a picture 

of mBusiness in China as possible within our capabilities.  

 

4.2. Research Hypothesis 

When designing the survey questionnaire, we have no idea of whether there are any 

opportunities and challenges that reside in mBusiness. In order to find the answer 

towards this puzzle, assumption is made. We assume that there are such opportunities 

and challenges of mBusiness in China and different enterprises can have different 

understanding of them. Besides these two elements can be entangled with each other 

and have mutual impacts.  The truthfulness of this hypothesis will be verified by the 

result of the survey and presented in the conclusion part.  

 

4.2. Related Definition 

East and West 

It is simply a division of China from geographic point of view. According to the 

definition given in the geographical textbook, China is divided into east and west by a 

virtual line called “Mo He—Teng Chong Line”. Because of the better geographical 
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condition and the gravity of China’s development policy, East China is far more 

advanced than West China. Although the area of East China and West China is almost 

the same, 45% and 55% respectively, the urbanization level of these two parts are 

remarkably different. According to the report of “Tenth Five Years Plan” released by 

Chinese government in the year of 2001, the urbanization rate of East China and West 

China was 46.11% and 30.56% respectively. The industrialization levels of these two 

parts also differ significantly. According to the statistics provided by www.cncoll.com, 

about 26.57% registered companies are from West China and 73.43% are from East 

China. Although West China is catching up with the shift of focus of China’s 

development policy, for the time being, East China still plays the decisive role in 

China’s economic development and therefore becomes the focus of many Chinese 

enterprises. This unequivalency between East China and West China also causes the 

sampling result of our research. Following is the detailed comparison between these 

different parts of China.  

 

General Comparison Between East and West China

55%

27%

16.83% 16.70%

30.56%
26.57%

45%

73%

83.17% 83.30%

46.11%

73.43%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

Area(of total) Population(of
total)

GDP(of total) Revenue of Local
Government(of

total)

Ubanization Rate Number of
Enterprises(of

total)

West China

East China

 

Figure 14 General Comparison between East and West China 

 

Size of Enterprises  

http://www.cncoll.com/
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During the survey we divide all the targeted companies into different categories 

according to the size of these companies. The categorization is not based on our own 

will. But instead, we look up lots of related documentation and finally choose to base 

our classification on the documentation released by State Council of People’s republic 

of China during its First National Economic Census in 2004 [27]. According to that 

classification criteria, companies are divided by the number of employees together 

with their annul profit. It is also a very popular way of the similar classification in the 

world, which is used by many famous surveys, such as Global 500. Taking into 

consideration the practical situation of our survey, we finally formulate the following 

criteria: 

 All the companies with more than 2000 employees, meanwhile, the annual profit 

exceeds 300million RMB, will be classified as large size companies. 

 Companies whose employees are from 300-2000, while annual profits are from 

30 million RMB to 300 RMB will be classified as middle size companies.  

 Companies whose employees are less than 300 and annual profits are less than 30 

million RMB will be classified as small size companies.  

 Those companies who only qualified for one of the two requirements will be 

degraded in to the next categories.  See Table 2 

 

Index 
Unit Large Middle Small 

Number of Employees People >2000 300-2000 <300 

Annual Profits 10thousand RMB >30000 3000-30000 <3000 

Table 2 Classification Criteria for Chinese Enterprises 
 

According to this criterion, more than 95.18% of Chinese enterprises are middle and 

small companies. The total annual profit of this part of companies reached 58.5% of 

the total according to the first national economic census, which make this segment of 

enterprises the majority of the whole Chinese business world. See figure 15: 
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Figure 15 General Situations of Chinese Enterprises with Different Size 

 

As mentioned in the previous chapter, this part of Chinese enterprises are also the 

most active community that take part in the forming process of mBusiness market in 

China, therefore, become the focus of our research.  

 

Type of Enterprises 

The word type is not proper enough. However, due to many existing constraints, it is 

not allowed for us to perform detailed classification of industry of the targeted 

companies. Besides, the characteristic of the research also decides that the traditional 

classification of industry, in our case, is not so important that will affect the process 

leading to the final conclusion. Therefore, in our research, we conceived another kind 

of classification of enterprises in terms of different business area. The word “type” is, 

then, the most proper one we can find in our case.  

 

Described in the research landscape, combination of mBusiness theory and China’s 

practical situation is the key to the success of mBusiness in China. When logistic is 

still a major obstacle in China, intangible products, such as information, services and 

increment, become the segment with higher priority in the development of mBusiness 

in China. Therefore, when it comes to our research, we decided to divide the 

interested enterprises in a unique way—according to the form of their final delivery. 

In this way, all the selected companies are divided into:  

 

 Atomic: including all the manufacturers, sales enterprises, raw material providers 

and all the other companies whose final products are intangible.  
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 Bit: including many service providers, high tech companies and others whose 

final deliveries are intangible or information related.  

 

This classification is a little bit simple, but has solid theoretical support. The idea of 

“Atomic and Bit” was first put forward by Nicholas Negroponte, the enlightener of 

Chinese Internet era. He is regarded as the expert of expert in the field of Chinese 

Internet development as well as all the Internet related subjects, such as eBusiness and 

mBusiness. Many of his theories have been taken by China as the masterpiece that 

guides the development of Internet in China. After careful study, we believe that his 

opinion regarding the classification of final deliveries will help us reach the final 

result more easily.  

4.3. Survey  

As the major part of our research, we conduct a survey among randomly selected 

companies in China. The survey takes the form of online interview, and Email was 

chosen as the communication channel. A questionnaire was carefully designed, 

including all the interested questions related to the development of mBusiness in 

China. It was then emailed to 500 hundred Chinese companies which were randomly 

selected. These companies are of different scales, in different industry segments and 

with different geographical locations. The whole process was under careful control 

and all the subjective bias were tried to be avoided.  

 

4.3.1. Questionnaire Design 

The questionnaire was prepared during the process of literature studying and 

landscape researching. We tried to relate the ideal situation of development of 

mBusiness promised in theory to the practical situation of China as close as possible. 

Therefore, each question is designed to get the actual situation of mBusiness in China 

from a particular point of view, such as impact on business process, impact of 

marketing strategies, impact on the whole mobile value net and etc. The aim is to 

http://www.google.com/search?hl=zh-CN&q=Nicholas+Negroponte%2C&lr=
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reveal the main challenges and opportunities of mBusiness in China from different 

aspects. Considering the low reply rate of Chinese companies in many other 

researches we went through, we decided that the questionnaire should not be too 

complicated while keep all the essential questions we concern. Finally the number of 

questions was set to be 10.   

 

The questions are mainly in the form as multiple choices. Pre-designed answers are 

provided with the questions so that enterprises can simply relate their own situation to 

the alternative answers, which is also for the consideration of improving the 

effectiveness of our survey. All the answers given in the questionnaire are quoted 

from many theoretical materials. To some extent, they are the promised scenario of 

mBusiness and are of practical meaning to most of the study objects.  

 

Every interviewed company is asked to fill in the information table attached to the 

questions, which will be easier for us to organize the collected answers. A thoughtful 

privacy policy is also presented to the interviewees, which, turned out to be a very 

useful attachment and was appreciated by many enterprises who respond to our 

survey.  

 

The questionnaire can be found in the appendix part to our report.     

 

4.3.2. Sampling  

Because this is a remote survey, due to many practical constraints, the sampling of the 

survey is mainly via Internet. It is easy to conduct, easy to control and also with good 

randomization. Since random selection in its most general form is almost impossible 

to accomplish, a method call “sample of convenience” [28] is applied in our sampling 

process. According to this method, the samples that are easiest to access and usually 

with high randomization and therefore with the highest credibility. In our case, 

Google is used as the platform to perform this random selection.  
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We input some most critical keywords in the search engine and select the first several 

hundred companies that appear in the result list as the study objects to our survey. 

Since we don’t know anything about the search algorithm of Google, we cannot 

expect the result of the selection process and thus there is no subjective bias involved 

in the selection process. According to our design, 500 Chinese companies are selected 

in this way, without any preference. 

 

However, since the sampling is via Internet, objective sampling error has already been 

brought into the survey. We did realize this possible error at the very beginning of our 

research and did lots of theoretical study of the current situation of mBusiness 

together with eBusiness in China before beginning our survey. Our initial plan is to 

base our research on many existing research results provided by many other famous 

organizations, in which way, all the possible errors that may occur in the process of 

our survey could be reduced to the lowest level. Regarding this sampling error which 

is caused by the limitation of research condition, we went over lots of related 

documentations and research report, and estimated the possible range of error. 

Decided by the sampling channel, our sample population is confined to those 

companies that have already set up websites or registered for domain names. 

According to the research conducted by http://consult.ccidnet.com/youshi.htm, a very 

famous research organization in the IT related field in China, around 51.1% of 

Chinese enterprises have their website and domain name, which means that our 

sample population is this 51.1% of Chinese companies. It is inevitable that the 

shrinkage of sample population will affect the credibility of our survey. However, 

since the other 48.9% of companies don’t have websites, which is the prerequisite to 

eBusiness and the coming mBusiness, they can be categorized as “Companies That 

Haven’t touched mBusiness in China” and be studied in future study. In our case, the 

focus is on the rest 51.1% Chinese enterprises, who have preliminarily prepared for 

the mobile storm, therefore the effect of this sampling error is quite limited.  

  

http://consult.ccidnet.com/youshi.htm
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4.3.3. Statistics Collection 

As mentioned above, 500 Chinese enterprises have been randomly selected as study 

object. Before sending the questionnaire, we classified these companies into different 

categories according to the categorization criteria we developed. And the final results 

are very similar to the statistics we collected from Chinese bureau. Among all the 

targeted companies, 82.69% are from east China and the rest 17.31% are from west 

China. See Figure. Big companies take up 12.64% while 87.36% of the selected 

enterprises are of middle and small size, which is accordant to the statistics released 

by National Development and Reform Commission of China. According to their 

research, around 95.18% of Chinese enterprises are middle and small size. Meanwhile, 

the selected companies are divided into two different types—atomic and bit, 

according to the form of their final products and deliveries. The ratio of these two 

types is 31.03% and 68.97% respectively. See figures below: 

 

Figure 16 Locations of Selected Companies 
 

 
Figure 17 Sizes of Selected Companies 
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Figure 18 Types of Selected Companies 

 

500 questionnaires were sent in one day via email and 142 companies replied to our 

survey in the following 3 weeks. The responding rate is around 28.40%. As mentioned 

above, as a remote research, we have experienced lots of constraints and low 

responding rate is just one of them. It is suggested that other communication methods 

should be used in the replication study in the future, if it is allowed by the research 

condition.  

 
Figure 19 Responding Rates of the Selected Companies 

 

4.4. Survey Result 

As introduced, there are 10 questions in the questionnaire, each of which focuses on 

one aspect of application of mBusiness in China. The interest of first two questions is 

to reveal the application status of mBusiness among Chinese enterprises. According to 

the results collected, 25.77% of companies have already applied mBusiness; 34.02% 

of companies have plans to apply it in the near future; 40.21% of companies have no 



 49 
 

plan of applying mBusiness. See figure 20. The following questions only concern 

those who have already applied or plan to apply mBusiness.  

 
Figure 20 Application Situation of mBusiness  

 

Question 3 aims to get a general picture of the understanding level of mBusiness 

among interviewees. According to the collected answers, 54.55% of companies have 

reached understanding level, all of which are middle/small companies; 31.31% 

companies have reached application level; only 14.14% have reached evaluation level 

[29]. It is worth to mention that, large companies usually have high level of 

understanding of mBusiness, while the knowledge level of middle/small companies 

are relatively low. The detailed statistics are given in the following figure.  

 
Figure 21 Knowledge Levels of mBusiness 
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Question 4 describes the reason for using Mobile Business. 22.99% of companies 

think it is necessary for improving internal business process and enhancing 

competitive advantage (Choice A); 39.08% of companies think it is necessary for 

seeking new opportunities provided by this emerging virtual market (Choice B); the 

rest are just stimulated by the pressure of fierce competition and follow their 

competitors in the same field (Choice C). See figure below: 

 

 
Figure 22 Reasons for Application of mBusiness 

 

Question 5 and 6 are the most critical in the survey. They reveal the benefits and 

problems experienced by Chinese enterprises during the application of mBusiness. 

Considering the complication of these two questions, more than 1 choice is allowed to 

be taken. In question 5, four alternative answers are given to the interviewees. Each 

answer addresses one important segment in the business operation of modern 

enterprise.  They are: 

a) Benefits in business process 

b) Optimization in communication  

c) Easy for information gathering  

d) Marketing 

Among all the interviewees, 98.7% believe that information gathering is the most 

important benefit they gain from mBusiness regardless of the different categories they 

are in. Marketing also enjoys a relatively high preference—around 71.26% of 
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companies choose the answer d. Though answer A and B have low popularity the ratio 

still reaches 18.39% and 36.78% respectively. It is quite prominent that more 

middle/small size companies think the most important benefit brought by mBusiness 

locates in the marketing segment, while benefits gained by big companies spread out 

among different segments of business operation. See Figure 23 

 

 
Figure 23 Benefits of mBusiness Applications 

 

As to Question 6, we gave them 5 alternative answers to choose. They are: 

a) Technology & Operation problems 

b) Security problems 

c) Financial problems 

d) Credibility problems 

e) Logistic problems 

Among all the problems than hinders the development of mBusiness, credibility 

problem is addressed as the most severe one—87.43% of interviewees select the 

answer D. Security problems, which used to be a major concerns of many Chinese 
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companies when doing eBusiness, is greatly eased with the effort of Chinese 

government, which could be proved by the low percentage of selection. Only 17.24% 

of interviewees think it is the major problem. Logistic, though addressed as the most 

important obstacle to the development of eBusiness by many experts, is no longer the 

biggest concern in the mobile world. 31.03% of the interviewees choose E. 

Technology & operation problems and financial problems, however, are concerned by 

many interviewees. Coincidently, these two problems have the same percentage of 

selection in our survey. Both are 54.02%. Middle and small companies made a big 

contribution to this figure. And it is quite evident that technology and finance are still 

major problems that keep middle/small companies away from mBusiness in China. 

Although the advocators of mBusiness claim that low cost and technical doorsill is the 

feature of mBusiness. See Figure 24 

 
Figure 24 Problems of mBusiness Applications in China 

 

Question 7 & 8 try to provide a general picture of the application situation of package 

solution of mobile business among Chinese companies. The underlying purpose is to 

reveal the development of other important components of mobile value net—software 

manufacturers and services providers. According to the collected results, 88.47% of 

interviewees have tried package solution for mBusiness (Figure 25), among which 

75.11% think it is helpful for reorganizing the internal structure and integrating the 

business process of the company (Figure 26). You can see the results in detail below. 

There is a large amount of companies that are not interested in package solution or 
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think it is useless to the company. The root reason is complicated and question 9 is 

designed to elicit this underlying reason. Therefore question 9 takes to form as essay 

question, trying to get as much details as possible from the interviewees.  

 

 
Figure 25 Application Situation of Package Solutions of mBusiness 

 

 
Figure 26 User Perception of Package Solutions of mBusiness 

 

Question 10 is a straight forward question that is designed to get the user perception 

and expectation of mBusiness from Chinese enterprises. The aim is to get the 

subjective attitudes towards the biggest challenges and opportunities of mBusiness in 

their industry segment. The result of this question will be analysis in details together 

with question 9 in the following chapter.   
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4.5. Analysis 

It is quite obvious from the survey result that, quite amount of Chinese enterprises 

have already noticed the possible opportunities coming along with mBusiness and 

start to implement, or, plan to implement mBusiness. However, compared with the 

total number of Chinese enterprises, the penetration rate of mBusiness is still very low. 

If the figure provided by CCIDNET is accurate, then the estimation of this part of 

enterprises is only 30.56%, which means that there is still an extremely huge market 

for mBusiness. With the steady increasing of Internet and mobile network in China, 

technical barriers will finally be removed. More and more companies will join this 

unstoppable trend of mBusiness and this great potential is to be realized in the near 

future. 

 

Among those who have implemented and plan to implement mBusiness, the 

application situation of mBusiness differs significantly. This difference is caused by 

many reasons. In the following part, in-depth analysis will be performed based on 

different categories of the companies, trying to depict a multi dimensional picture of 

mBusiness in Chinese enterprises.  

 

4.5.1. Knowledge Level of mBusiness 

Big companies take up 0.04% of the total number of Chinese enterprises while 

holding 41.5% of the total annual profit. Most of them are already wading in the pool 

of eBusiness and become the major strength of eBusiness in China. They have quite 

thorough understanding of eBusiness after several-years practices. These companies 

do not have budget problems and have advantageous positions in the fight for talents. 

Most of them did very good homework before plunging into the pond of mBusiness 

and therefore have a very intensive theoretical understanding of mBusiness.  

 

The situation of middle/small size companies is a little bit complicated. The Bit 

companies, especially services related companies, usually have good understanding of 
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mBusiness. Due to the unique characteristic of final deliveries, logistic problem that 

are suffered by many Chinese companies in the era of eBusiness didn’t bother them 

too much, as a result of which, many of them did quite well with eBusiness and 

accumulated lots of experiences. With the application of eBusiness, they have realized 

the importance of technology in terms of approaching the potential customers and 

become very sensitive to any technological changes that could be applied in their 

business area. Thereby when mBusiness was introduced to China, most of then got 

familiar with it in a very short time. On the other hand, the atomic companies, whose 

final products are usually tangible, are not so fanatic about mBusiness. Resources 

become the biggest barriers lying in their way. Not like Bit companies who are willing 

to devote as much as they could into new technologies, this part of companies are 

more conservative, which results in the insufficient investment. It is quite natural that 

their knowledge level will be relatively lower compared with other companies. 

However, it is worth mentioning that, there are a small group of atomic companies 

that have high knowledge level of mBusiness. Most of them are export oriented 

manufacturers. They have to deal with foreign market very often, and hereby, efficient 

communication channels are of critical importance to them. MBusiness is taken as a 

very good opportunity of exploring overseas market. .  

 

4.5.2. Motivation for mBusiness  

Motivations can be divided into 3 types among Chinese companies. The majority of 

the enterprises, which have implemented or plan to implement mBusiness (62.07%), 

take mBusiness as a part of their business strategies. Thereby their decisions usually 

start from the careful analysis of the current situation of their companies. The survey 

results revealed that most companies (39.08%) want to explore new market segment 

and open up new sales channel with the help of mBusiness. These companies are 

usually in the industry segments whose markets are either quite mature or technology 

related. Usually the competition is very fierce. Many companies are driven out of 

business everyday. In order to maintain competitive advantages and stay in business, 
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technologies are widely used for approaching new customers. According to our survey, 

information services providers are the most typical example of this type.  

 

22.99% of the targeted companies want to further integrate their internal business 

process with application of mBusiness. Many of them are in the traditional 

manufacturer sectors and sales sectors. Because of the historical reasons, these 

companies have very long value chain and complicated business structure. Lots of 

resources are wasted on the joint of different departments caused by the ambiguity of 

responsibilities. Information flow is far from efficient within these companies when 

close cooperation and direct communication among different departments is not 

possible. Most of them did try to implement eBusiness but seldom achieved success. 

Due to the cultural difference between West and East, eBusiness, which is based on 

organized business structure and clear distribution of responsibility, never found a 

way for the traditional Chinese enterprises to really boost their internal efficiency. As 

mentioned in the research landscape, mobile technology, can, to great extent, sooth 

this problem. It is closer to the traditional Chinese way of thinking and can get along 

with Chinese culture. Hence, these parts of companies look to mBusiness for a 

satisfied solution.  

 

Compared with the first two types of companies, the rest 37.93% companies are 

forced to implement mBusiness. They are not self motivated, but instead, are urged by 

their competitors. Most of them are traditional enterprises from tertiary industry, such 

as food service. These companies are usually with middle and small scale, e.g. chain 

restaurants. Their business areas are usually highly profitable and the competition is 

extremely furious. MBusiness, to them, is just a mobile-platform based ordering 

systems and promotion channels. Usually, they implement mBusiness just because 

their competitors have already done. Sometimes, even the managers themselves don’t 

realize that they are already dealing with mBusiness, which could be reflected by the 

quality of the answers we collected from this part of companies. Although the 

motivation is not healthy at all, their participation stimulates the development of 
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mBusiness in China and therefore, their contribution cannot be neglected. It is quite 

evident that these companies are not few in China and percentage is accordant to the 

picture of knowledge level of mBusiness in China.  

   

4.5.3. Benefits Gained From mBusiness 

MBusiness has lots of features that can help business organizations solve the existing 

problems and improve their business performances. Though the ultimate scenario is to 

increase competitive advantages of enterprises, different benefits are gained by 

Chinese companies, according to the application level.  

 

Efficient information flow, which is promised by the high mobility provided by 

mBusiness, is the very primary benefit that can be felt by enterprises with even the 

most preliminary implementation. It is also the main function of mobile 

technology—allowing ubiquitous information access. The practical situation is quite 

similar to the theoretical scenario. 98.7% of the targeted companies think that the 

information collection is the biggest gain they have. By leveraging mBusiness within 

their business operation, different parts of the company are well integrated, especially 

such departments as logistic, after sale services, field services and etc, which are 

usually scattered around the whole country. With the help of mobile handsets, 

different information that is collected in the remote location can be transferred back to 

the central database instantly. It greatly increases the accuracy of information and 

improves the quality of information in terms of its time efficiency. Any mal-operation 

caused by the incorrect or delayed information collected from remote locations can be 

avoided, which will lead to the effectiveness of the business operation. Meanwhile, 

decision makers, now, are able to maintain their routine business trip while keep 

informed of the constantly changing market. In the last question of survey, many 

interviewees expressed that the simple, direct and efficient information channels 

enable their top managers to proactively predict the market trends in their business 

environment while focusing on the critical activities. This capability is very important 
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to middle/small size companies, the successes of which are greatly depends on the 

decision made by their top managers.  

 

Improved internal communication is another important benefits gained by Chinese 

enterprises (36.78%). Compared with middle/small size companies, more big 

companies are in this category—45.46% of the large enterprises studied by us take it 

as the main benefits of mBusiness. Introduced in the previous chapter, communication 

style is a major obstacle to eBusiness in China. According to the theory of eBusiness, 

a successful application requires a uniformed business structure, where all the 

business operations will be based on the same platform, thereby, all the strategies 

made by the board can be passed down to every corner of the company very quickly. 

However, the required reorganization of enterprises experienced very strong 

resistance. Though many Chinese enterprises have applied package solutions as ERP, 

CRM and etc, the outcome was far from satisfactory because of the low efficient 

communication channel within the companies caused by the existing organizational 

structure. The unliquidity of communication, in turn, results in the low efficient 

management as well as the long business cycle. The appearance of mBusiness 

provides the solution to this problem. As explained in the research landscape, the 

direct and instant way of communication enabled by mobile technologies are very 

close to the Chinese way of thinking and get along quite well with Chinese culture. 

Therefore, when leveraged in business area, it is accepted by Chinese enterprises very 

quickly. By creating an invisible network, communication channels are unprecedently 

smooth within Chinese companies, especially large companies, who are suffering 

from severe problem of organizational structure. With the involvement of powerful 

communication channels, interactions between human activities and technological 

standards become possible, which will remove the psychological barriers to package 

solutions of eBusiness among Chinese enterprises. It is believed by many 

interviewees that the better communication channels brought with mBusiness will not 

only help Chinese enterprises improve their operational efficiency but also help them 

to reorganize their organizational structure, which were not achieved by eBusiness 
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solutions.  

 

While large companies are favored by the effect of mBusiness on their internal 

business process, middle and small companies (75%) are happy to see lots of new 

opportunities in market. It is evident that mobile network is merging with Internet in 

China. Information services, especially incremental services, are getting more and 

more popular among Chinese mobile subscribers. With the huge amount of mobile 

users, it will inevitably take the place of Internet and become the major information 

platform in China. On the other hand, the success of middle/small companies are very 

much dependant of the effectiveness of their marketing strategies and sale 

performances. With limited budget, they have to find the most cost effective way for 

promoting their products, reaching potential customers and providing services. As 

introduced in the previous chapters, mBusiness inherited most of the features of 

eBusiness while having extra strengths. Low cost is just one of them. Many 

interviewees agree that the application of mBusiness help them a lot improve the 

satisfaction level of their customers as well as reach potential customers. However, 

most of them admitted that a well designed business strategy is all necessary in order 

to make the best of mBusiness, which are not easy to achieve without good 

understanding of mBusiness as well as the customer preferences in the newly formed 

mBusiness market. Besides, since the market is still forming, many of them think that 

the market is not profitable enough despite of the seemingly prosperity, and therefore, 

they are a little bit cautious about the further investment.  

 

Overall speaking, all the companies that have implemented mBusiness can benefit 

from it in one way or anther. Different companies, depending on their sizes, types and 

practical situations, have their own business strategy, from which the expectation for 

mBusiness is derived. With different expectations, every company sees different side 

of this magic box, and therefore has different annotation of benefits.  
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4.5.4. Major Problems 

Though applauded by the majority of our interviewees, there are still many problems 

that are experienced by many Chinese enterprises. Similar to benefits of mBusiness, 

different companies are experiencing different problems.  

 

Among all the given problems, credibility issue becomes the major concern of our 

interviewees (87.43%), regardless of their sizes, types and locations. In fact this 

problem started to baffled China’s society and economy long before the emergence of 

mBusiness. It is the byproduct of economic transition in China. Although China has 

successfully adopted Market Economy, the old Planned Economy has left China a 

series of problems such as undefined property ownership, monopoly in industry and 

administration, weak legal structure and ineffective legal practice. When economy is 

not driven by the market force and government supervision, cheating activities 

doesn’t lead to punishment, but instead, get rewards. On the other hand, parties with 

good cannot obtain revenues, businesses sentiment are thus dampened. [30] Deep 

down the surface, it also connects with the collapse of traditional morality and 

ideology, the topic of which is beyond the scope of our thesis. The impact of this 

problem was not so obvious in the traditional business world of China, where long 

term corporation between fixed partners prevailed. Any business activities were based 

on stable relationship, or even, friendship between two parties that are involved, in 

order to maximally decrease the risk caused by business fraud. However, after 

stepping into the eBusiness era, everything goes virtual. The whole business world is 

aiming for swiftness and efficiency. The old form of business relationship is not 

supported by the new communication methods. Internet based business relationship 

enables the existence of fraud. In fact, lack of credibility system is the major problem 

that hinders the widely spread of eBusiness among Chinese enterprise. Both 

government and enterprises has realized this problem and put lots of effort in solving 

it. With the enforcement of many new laws, government supervision has already been 

established. However, as explained above, credibility construction is a very 

complicated process and cannot be accomplished by a single force. It requires efforts 
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from different parties. As the evolution of eBusiness, mBusiness also faces this 

problem. Significant efforts from Chinese enterprises are necessary in order to setup a 

regulated market that can drive the economy. 

 

According to the survey results collected from those companies who have 

implemented mBusiness or plan to implement mBusiness, technological issues are 

concerned by many of them (54.02%), most of which are middle/small size 

companies. In fact, it is also the major reasons that many companies have no plan for 

mBusiness in the near future. Among this part of companies, many of them are 

located in West China. Although low doorsill of access is one of the important 

features of mBusiness, it does have certain requirement in terms of technology. There 

are still large amount of Chinese enterprises that do not meet this requirement. These 

companies can be further divided into two parts. The first part of companies do have 

the ability to meet this requirement. However, due to the pressure of the fierce 

competition they are facing with, as well as lack of motivations, they cannot make up 

their mind to invest in mBusiness from their limited resources. As long as they realize 

the importance of mBusiness to their business performance, these issues will no 

longer be the bother of these companies. The second part of the companies, on the 

other hand, is not able to implement mBusiness due to the unequal development of 

ICT in China, or, “digital divide”. It is quite obvious that all the statistics collected in 

the research landscape part can reveal the gap between east China and west China. 

Although Chinese governments already made lots of policies in order to diminish this 

gap, it will not disappear in a short period of time, as a consequence of which, 

technological problems will still be the major barriers for companies in west China to 

mBusiness.  

 

The inequality of development does not only reside in the geographical dimension. It 

also happens in different sectors of Chinese industry. In fact, the other two major 

problems mentioned in our survey both are rooted in the unequal development among 

different industry sectors. 31.03% of the targeted companies take logistics as a 
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problem that hinders the implementation of mBusiness. Not like the logistics barrier 

in the eBusiness era, the logistics here is more about transportation. Compared with 

other industry sectors, the automation level of transportation is still relatively low. 

When Chinese companies closely integrate their logistics into their business process 

with the help of mBusiness techniques, commodity flow cannot keep up with the 

speed of information flow, which greatly degrades the performance of mBusiness. On 

the other hand, the lag of financial sectors has imposed another barrier to the smooth 

development of mBusiness in China. Many of the interviewees (17.24%) are 

concerned with the security issue of mobile payment. Fortunately, this inequality is 

being mended with the collaborated efforts of Chinese government, technology 

companies and financial sectors. Many high-tech firms in China started to cooperate 

with Chinese bank system and construct easy and safe payment method based on 

SMS platform. For the time being the focus still stays at small amount transactions, 

which are usually under 100RMB. It turned out to be a successful trial as well as a 

solid first step in the construction process of mobile payment platform. Satisfied as 

the current situation is, there is still a long way for mobile payment to go. According 

to the report of China Daily, only 0.3% of online (both wired and wireless) 

transactions are paid through mobile platform, [31] the main reason of which is still 

the security concern.   

 

The inequality can also be found within the mobile value net of China. It is already 

widely accepted that China’s mobile network is composed of three layers—Operators, 

package solution providers and enterprise users. When application of mBusiness goes 

deep in China, enterprises are looking forward to the more professional solutions that 

are designed for their particular requirements. According to the result of our survey, 

only 66.45% of the companies, who have or plan to implement mBusiness, are 

satisfied with the package solutions they are using. Interestingly, we also found that 

the providers of these package solutions are quite few. It is quite clear that package 

solution providers have become the weakest chain. According to the research 

conducted by www.enet.com.cn among 150 Chinese package solution providers, only 

http://www.enet.com.cn/
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40.7% are ready for mBusiness. Even among these solution providers, a large amount 

are not able to provide in-depth mobile solutions that can fully realize the increment 

value resided in mBusiness and provide enterprises with personalized products and 

services. The healthy development of mBusiness in China requires more efforts from 

these solution providers. Only when the balance within mobile value net is attained, 

could success of the mBusiness be achieved in China.  

 

Up until now, all the findings of our survey have been presented. The final conclusion 

will be given in the next chapter as the results of our research.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 64 
 

5. Conclusion 

With the incredible development of Internet and mobile network as well as the steady 

progress made by eBusiness in the last few years, the major barriers to the boom of 

mBusiness has greatly been removed in China. Many far-sighted Chinese enterprises 

have already adopted the mobile way of doing business. These companies are within 

different industry sectors, from different part of China and with different sizes. The 

heterogeneity of these enterprises implied that the benefits carried by mBusiness are 

also of different forms. In one way or another, they can help these companies improve 

their business performances and gain competitive advantages. Since the benefits are 

various, the problems that lie in the way of attaining these benefits are also different. 

Our survey has already revealed the existence of all kinds of benefits and problems 

coming along with mBusiness in this particular part of sampled companies. When 

generalized to the whole population, these benefits and problems, then, transform into 

the opportunities and challenges of mBusiness that are exposed to all the Chinese 

enterprises. In this sense, the truthfulness of hypothesis 1 has been proved by the 

survey—mBusiness has brought Chinese enterprises with huge opportunities as well 

as challenges.  

 

Furthermore, it is quite obvious from the result of the survey that companies have 

different visions of opportunities and challenges depending on their own situation, 

including their sizes, business areas, organizational structures, business processes, 

company strategies and etc.  

 

Overall speaking, the opportunities of mBusiness in China can be divided into two 

folds—improving the internal efficiency and exploring new market, just as promised 

in the theory. However, China’s practical situation has added new meanings to each 

fold of them. Due to the historical reasons, many enterprises in China suffer from the 

problem of poorly defined organizational structures and low efficient business process, 

which are inherited from the planned economy era. MBusiness, to them, is not only an 
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opportunity to integrate business process and eliminate unnecessary waste on the 

connecting point of value chain, which will lead to the shorter production cycle, low 

production cost, and high operational efficiency, but rather, the opportunity to 

reorganize their business structure. It is widely acknowledged that lacking of 

standardized organizational structure is the main barriers to the expected success of 

eBusiness in China. With the amiable features of mobile technologies that are quite 

close to the Chinese way of thinking, mobile solutions have been taken by many 

Chinese enterprises as an important complementary to the exiting package software 

and can finally accomplish the task of standardizing their business process, which has 

never been realized in the eBusiness era.  

 

Other companies, on the other hand, are more interested in the opportunities of 

mBusiness in marketing exploration. Because of the limited resources and small 

budget, many of them didn’t really get participated in eBusiness and missed the great 

market opportunities came along with it. The low access doorsill of mBusiness 

provides them with another chance to join this giant market. The changing customer 

preferences of China’s huge amount of mobile subscribers have already promised the 

profitability of mBusiness on Chinese market. The urge for profit and market also 

remold their internal business models in an invisible way. In the meantime when these 

companies are pursuing high efficiency and low cost of their business process, they 

are also moving from traditional business mode to a more customer centric mode, 

which will be the trend of future business and therefore greatly increase the survival 

ability of these Chinese enterprises in such a competitive world.  

 

These two opportunities are not necessarily mutually exclusive. In fact, in most cases, 

they are entangled with each other. Depending on the particular situation of individual 

companies as well as their understanding of mBusiness, the mixture entails all kinds 

of minor opportunities, most of which are derivatives of the major opportunities and 

therefore are covered in our research.  
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It is true that mBusiness has brought Chinese companies with lots of opportunities, 

which, if dealt in a proper way, can greatly improve the overall competitive ability of 

Chinese enterprises. However, in order to fully realize these opportunities, several 

major challenges have to be overcome. Not like opportunities, which are decided by 

the business requirements of companies, challenges of mBusiness, according to our 

research, are mostly from the external environment and cannot be overcome by any 

single enterprise.  

 

The most prominent challenges that are faced by Chinese enterprises are how to alter 

the business strategies in order to integrate mBusiness; how to set up a sound credible 

business environment and how to eliminate the inequality that hinders the holistic 

development of the whole mobile value net. 

 

The first challenge, though not quite straightforward from the survey result, is one of 

the key factors to the success of mBusiness application. The whole survey is based on 

the assumption that the sampled companies all know quite well about their own 

circumstances and the places where mBusiness are most badly needed within their 

business process. This self acquaintance is the very first step in the process of 

mBusiness implementation. In fact, most of the interviewees have located the 

weakness in their business process and addressed the particular features of mBusiness, 

or, let’s say, opportunities, that can help solve the problem. The actual effects of the 

implementation of mBusiness among these companies are not revealed by the survey, 

however, to some extent, many of them have made the most difficult first step and 

heading for the success. For many of the other Chinese enterprises, who haven’t 

implemented mBusiness, these sampled companies have set up a very good example 

of how to address this challenge. As suggested by many companies in the final 

question of our survey, thorough self-reflection, thoughtful plan, dauntless change and 

careful control are the key factors to address this challenge.  

 

The other two challenges are the most frequently encountered by our interviewees. 



 67 
 

Rooted in sociology realm, the total solutions to these challenges are beyond the reach 

of a particular enterprise. As the side-effect of China’s fast economic development, 

addressing these challenges needs the effort from different part of the society besides 

enterprises side. However, as far as Chinese enterprises are concerned, improving 

communication with other companies, setting up cooperation relationship and widely 

establishing mutual understanding and belief could be very good attempts. After all, 

both challenges reside in the mobile value net in China. As the major players and 

mainstays of this virtual net, Chinese enterprises have the responsibility to face up 

with these challenges and contribute to the final solutions. Our research also showed 

that government has also realized these challenges and starts to adjust country’s 

economic structure and its development policies, trying to establish a healthy and 

honest market environment as well as to find the balance among the developments of 

different industry sectors. It is quite promising that with both internal and external 

effort, these two challenges will finally be addressed.    

 

The research also reveals that opportunities of mBusiness usually come hand in hand 

with challenges. Motivated by a certain opportunity, companies start to implement 

mBusiness. All kinds of challenges will be come through and have different impacts 

on the outcome of the implementation. On the other hand, companies have to look 

back from time to time when dealing with these challenges, trying to elicit new 

business opportunities and adjust their expectations. In this sense, opportunities and 

challenges of mBusiness are always interacting with each other and closely 

connected.  

 

However, the hypothesis 2 is only proved to be partly true. When it comes to the 

major opportunities and challenges of mBusiness in China, the underlying 

connections are not as strong as expected. Major challenges are determined by factors 

beyond the realm of business and often find their roots in other aspects of social 

development. While major opportunities are identified by the businesses themselves 

in the process of pursuing new competitive advantage. With the incompatibility of the 
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contexts, the connection between them becomes fairly loose. But there is still a bond 

between them, that is, business strategy. With careful steering, it will lead Chinese 

enterprises through the forest of challenges and finally arrive at their final 

destination—the brand new phase of the business history, the mobile business world.  

 

It is evident that eBusiness has never achieved the success that has been achieved in 

the developed countries in China. As its successor, mBusiness takes this baton. Its role 

in China is not the one described in the theory—the replacement to the existing 

eBusiness, but instead, the complement to eBusiness. It has been taken by Chinese 

enterprises as the stepping stone that lead to the “Information Age”. At the present, 

mBusiness is still in its initial stage in China and not so many companies have 

successfully implemented it. However, with all the prerequisites getting mature, the 

future of mBusiness in China is very promising. A mysterious and beautiful 

wonderland that is full of opportunities and challenges is waiting for Chinese 

enterprises to explore.  
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Appendix 

Mobile Business Survey 
 
Survey Introduction: The survey is arranged for a master thesis, “M-business in China: 
Challenges and opportunities”, written by Chen Liang and Zhang Yin from Royal Institute of 
Technology in Sweden. It is going to gather some information and experiences of Mobile Business 
realizing & application in survey objects.  
 
Thesis Description: The thesis aims to depict a general picture of possible opportunities brought 
by Mobile Business in the particular market of China. It is going to help Chinese companies 
understand the opportunities and challenges they are facing with in the context of Mobile Business 
application and provide suggestion of how to address these challenges in order to make the best 
use of opportunities. 
 
Survey Objects: Companies in China, including local companies and branches of international 
companies that have business activities in China 
 
Privacy Policy: All the information gathered by the survey will only be used for the thesis strictly, 
and absolutely not for any business aims or commercial channels.  
 
 
 
Please choose one or more answers from questions below carefully. 
 
 
1. Have you applied Mobile Business? 

a. Yes 
b. No 

 
2. If not, do you plan to apply it? 

a. Yes 
b. No 

 
(If the answer is yes, please proceed to the following questions. If the answer is no, please state 
briefly your major concern.) 
 
3. How much do you know about Mobile Business? 
 

a. Well 
b. Very Well 
c. Extremely Well 
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4. Why do you use Mobile Business in your business processing? 
 

a. Necessary for improving internal business process and enhancing competitive advantage 
b. Seek new opportunities provided by this emerging virtual market 
c. Follow other companies in the same field 
 

5. What are the benefits you gain in Mobile Business applications? （Multiple） 
 

a. Benefits in business process 
b. Optimization in communication 
c. Easy for information gathering 
d. Marketing 

 
6. What are problems you meet in Mobile Business applications? (Multiple) 

 
a. Technology & Operation problems 
b. Security problems 
c. Financial problems 
d. Credibility problems 
e. Logistic problems 

 
7. Have you tried package solution for mBusiness in your company? 

a. Yes 
b. No 
 

8. If the answer to question 7 is yes, do you think it is helpful for reorganizing business process 
of your company? 
a. Yes 
b. No 

 
9. If you don’t have any plan, would you please state the reason why (in short words)? 
 
 
 
10. What is the biggest opportunity and challenge in your industry? 
 
 
 
11. Do you think Mobile Business is useful for your company and you have already implemented 

it successfully？ 
 
 
Company Information 
Company Name  
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Contact Person 
 

 

Telephone Number 
 

 

Fax Number 
 

 

Post Address 
 

 

Website 
 

 

Email 
 

 

 
Business Type 
Type of Business 
 
 

 

Years in Business 
 
 

 

Places for Business 
 
 

 

Product & Specialty 
 
 

 

Number of Employee 
 
 

< 100      ____ 
100-999    ____ 
> 1000     ____ 

 
 
Any comment or question about the survey? Welcome! (Please reply the questionnaire as 
soon as possible, and it’s better in a week. Thanks a lot!) 
 
 
 
 
Principal Signature         Title           Date 
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